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APEX DEALERS HAVE THE CLEANERS THAT WOMEN WILL BUY 
AFTER THEY HAVE “LOOKED INSIDE”’ 


This advertisement will first reach consumers in the April issue of COUNTRY GENTLEMAN 
and the April 12 issue of THE SATURDAY EVENING POST 
































POWERFUL STRAIGHT-FLOW “WIND TUNNEL” 





SUCTION, COMBINED WITH... 
FORWARD-REVOLVING MOTOR-DRIVEN BRUSH 


SIMPLE OPERATING INSTRUCTIONS 


HI-SPEED ACTION FOR LARGE RUGS he 
posta ie oh ae an + PERMANENTLY ETCHED ON FLOOR PLATE 


LO-SPEED FOR “THROW” RUGS 
MAR-PROOF RUBBER BUMPER PROTECTION 


TOE-TAP NOZZLE ADJUSTER 





GIVES YOU ALL THESE BETTER CLEANING FEATURES 





WIND-TUNNEL ACTION—a new Apex 
feature. Powerful sealed suction 


takes brush-loosened dirt straight Yes, only today’s new Apex home cleaners have all the advanced 
from rug to bag. Sealed motor is aft : i o 
self cooling, never needs oiling. features that bring you the very best in time-saving, energy-saving 


cellar-to-attic cleaning. The dirt-removing power of Apex sealed 
suction, combined with the agitating action of the high-speed-revolv- 
ing brush, will do a sparkling, thorough cleaning job on even your 
deep-nap rugs and carpets. The same powerful suction, used with 
the new, super-quality Apex home cleaning tools, will speed you 





“LOCK-TIGHT” CONSTRUCTION of Apex through upholstery, drapes—countless cleaning tasks. Your local Apex cam 
super-quality home cleaning tools is so dealer will be glad to have you “look inside before you buy.” He will 

simple that a child can put tools . Ks 

together, yet so secure that they will show you how Apex cleaners will serve you better—every day—in your home. 


not come apart in use. 


THE APEX ELECTRICAL MANUFACTURING CO., CLEVELAND 10, OHIO 
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APEX SWIVEL ADAPTER enables every Sea) oe ati 
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CYLINDER IRONERS SOON...NEW 
CLEANERS AUTOMATE 
WASHER 
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INVENTORY 


URING the early years of the war when produc- 
tion was rising rapidly and war materials only in 
driblets were reaching the points where they were 

needed, the explanation was that the pipe lines had to be 
filled. These pipe lines were the long course of distribution 
from factory to battle field. Presently we heard no more 
about filling pipe lines. Guns, tanks, food, clothing, 
ammunition—everything—was in abundance where it 
could be used. 

For some time now the same term has been and is being 
applied to consumer goods. Production is rising, but the 
merchandise pipe lines have to be filled. These pipe lines 
in merchandise distribution are inventory at the factory, 
in transit, and finally distributors’ and retailers’ stocks. 

As inventories rise, dealers are beginning to get wor- 


ried, The eagerness for any and every type of goods, in: 


some quarters at least, is rapidly passing or already past. 
Typical is the example of a dealer writing all his suppliers 
asking them not to ship without sending an allocation 
notice, which the dealer could then confirm with an order 
if he wants the goods. 


DISTRIBUTOR tells us of such cases as a salesman 
finding a dealer in a near panic because he had a 
hundred of one item of a popular appliance in inventory. 
The salesman was smart enough to ask the dealer to check 
back and see what his average inventory on this same 
item was in the pre-war years. Somewhat to the dealer’s 
own surprise, he found that one hundred and fifty of this 
item was average inventory in 1940 and 1941. 

Dealers, it is reported, are talking about a market turn. 
If by that they mean—and the presumption is that they 
do mean—that the days are over when they can sell almost 
anything in the appliance line by putting it in the window 
marked “immediate delivery,” they are close to being 
right. But it is difficult to figure out how they expect to 
do business unless they have goods in stock. If they are 
turning back deliveries, except on those appliances which 
are still on the extreme shortage list, on which they have 


to make no effort to sell, they are simply declaring them- 
selves unable to function as merchants. 


W* continue to hear a great deal about brand pref- 

erence and that the public will only buy the most 
popular of long established makes. What they’ mean is 
the public will no longer take, with its onetime eagerness 
or near violence, goods away from the dealer. 

In the simplest terms, dealers are being gradually, and 
in some cases suddenly, confronted with the necessity of 
resuming a normal merchandising and selling practice. 

Take this mater of the most popular brands. The-dealer, 
let us say, has bought certain merchandise carrying names 
new to the buying public. This is a normal condition. 

Perhaps there are more new brand names being offered 
on appliances now than in immediate pre-war years, but 
as this industry has grown and the market has grown, 
new manufacturers have regularly come into the field; just 
as regularly many of them have, through the normal 
process of merchandising and advertising, established 
themselves in equal popularity with older makes. That is 
what is happening now and will continue to happen. 

If these goods are of good character and represent 
quality in manufacture, they can be sold on the recom- 
‘mendation and by the sales effort of a responsible dealer. 
If they are not of good quality, then the dealer had no 
business buying them in the first place and deserves to 
be stuck with them. But if he has selected the product 
with good judgment, no matter how new it is, he can 
sell it. It may be easier than he thinks. 

Inventory well selected, of new as well as of old estab- 
lished makes, promoted with energy and merchandised 
by good salesmanship, is simply a formula for getting back 
once again into a sound and healthy business condition. 
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Westinghouse Retailer 


Starting April Ist I’ll be on the air 





for you 5 times a week” 


This announcement of Ted Malone’s is good 
news for all Westinghouse retailers. Now that 
he goes on a five times a week basis, more 
people than ever will be opening their homes 
and their hearts to this genial radio star. 
You, who have tuned in on this master story- 
teller, know that he’s more than just a top enter- 
tainer. Week-in-and-week-out he’s a crack sales- 
man for all the Westinghouse products you sell. 
When you consider that he’s now on 197 
American Broadcasting Company stations, with 
a listening audience of more than 2,000,000 
every day, you can just bet a lot of your custom- 


ers and prospects are following him regularly. 


“led Malone 


As proof of his selling force, you have only to 
scan the more than 10,000 fan letters Ted re- 
ceives every month. Any number of these loyal 
listeners even go so far as to name the particular 
Westinghouse appliances they intend to buy. 

Because you, as a Westinghouse retailer, have 
a real stake in this program, you'll enjoy listen- 
ing to Ted Malone, yourself. So tune in any 
Monday through Friday, at 11:45 A. M., E.S.T. 
and note how he’s everlastingly nudging folks 
toward the stores that sell Westinghouse 


Electric Home Appliances. 


WESTINGHOUSE ELECTRIC CORPORATION 
MANSFIELD, OHIO 


Offices Everywhere 


APPLIANCE DIVISION ~- 


Plants in 25 Cities - 
















Guery house needs 


Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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the TIME-SAVER'S 


3 PRESSURE GAUGE 
Scientifically calibrated for accuracy. 
A simple turn of pressure cap sets 
gauge precisely for cooking at 5, 10 
or 15 Ibs. pressure. 


2 SAFETY PLUG 


This safety plug cannot blow out st 3 
given pressure, does not melt at @ 
given point. When pressure exceeds 
safety limits the excess pressure sim- 
ply seeps out in an orderly manner, re- 
taining the proper pressure for safety. 


1 FLOATING GASKET 

WH not fall into the food. Always 
seats itself property . . . because it is 
interlocked with our newly “patent 
pending‘ Mosting design arrangement. 





sl Michi, Sime coh Moti MeMola-tt ile Maele] 4-1 Moll slielZ-M ileal] 

completely sate and easy to handle. The TIME-SAVER 
Pressure Cooker eliminates sales resistance because only 
TIME-SAVER can boast of five, scientific, new safety features 
Remember-——the beautifully-designed, new 1947 TIME-SAVER 
Pressure Cooker is being nationally promoted with emphasis o: 
SAFETY. Your customers will be pre-sold by regular inser 
tions in the country’s leading women's magazines and many 
participations on famous network radio programs 
Cash in on the popularity of the TIME-SAVER and the other 
quality Traubee products illustrated below 


603 3 at Sauce Pa 


604 «au. Seuss Pon 


OUTSTANDING feature! 


4 PRESSURE RELEASE 


Beautifully designed and made 
quality extra-thick cast aluminum: 








ENTIRE SET PLUS 
COVERS 


$3495 


Individually packed. 
3 sets to a carton, 














#505 1024 tach Ch 
Fryer with Sere ties, 


Manufactured by 


TRAUBEE PRODUCTS, ix. 


924 BERGEN ST., BROOKLYN 16, N. Y 
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Famous G-E “‘Wake-up-to-music” Clock-Radios. Dainty plastic cabinets (934" wide, 57." high) 
in four different colors. Clear tone radio and accurate G-E Electric Clock. It also turns on favor- 
ite programs—automatically. Model 50B (ebony black) shown in large illustration. 


The culdlanilig nselly se of The yeae! 


Waking-up-to-music caught the public fancy in 1946 
like nothing the industry had seen in years. Demand 
for the G-E ““Wake-up-to-music” Clock-Radio broke 
all records. For 1947, production is being stepped 
up tremendously. Now four models are available— 
rich ebony black, cream white, white trimmed with 


red, and rosewood brown plastic. 


CLOCK-RADIO 





The record breaking sales of this G-E “Clock- 
Radio that remembers” is your assurance of quick 
profits ... and the utmost in goodwill. For full de- 
tails about the outstanding novelty set of the year, 
get in touch with your G-E Radio Distributor, or 
write today to General Electric Company, Electron- 


ics Department, Bridgeport, Connecticut. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL\Wo) ELECTRIC 


TABLE.MODELS - CONSOLES - FARM SETS 
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- AUTOMATIC PHONOGRAPH COMBINATIONS 
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Of all six leading electric ranges, only ONE—the Presteline 
—offers the dramatic new Safety Top. It’s the first really new 
post-war feature in the field—and it’s stopping store traffic 
from Maine to California. Backed by one of the industry’s 
most dominant national advertising campaigns, the new 


Safety Top Presteline electric range is being shown to millions 


heo 


THIS (5 (7/ the Safely 
electric range St"? on 
kiddies! 











of readers of leading national magazines and newspapers. 
Full-page 4-color ads will run in American Weekly, March 16 
— McCall’s, March and May—Better Homes & Gardens, 
May —Collier’s, April 26—Country Gentleman, April — 
and in Parents’ Magazine, June. Watch Presteline, one of 


the most valuable franchises in major appliance history. 


ELECTRIC RANGES 
PRESTELINE HOME APPLIANCES... PRESSED STEEL CAR COMPANY, INC. 


Domestic Appliance Division + 


666 Lake Shore Drive °- 


Chicago 11, Ulinois 


Pressed Steel Car Co., Inc. 
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SALES MULTIPLY WHEREVER THEY GO... 


@ Each RECORDIO sale starts a series of allied repeat sales of RECORDIO DISCS 
and RECORDIOPOINT NEEDLES. This is especially true of the DUO-CORDER... 
a dual-speed, portable RECORDIO—Recorder-Phonograph. The Duo-Corder offers 
professional-type recording excellence and its dual speed recording feature more 
than doubles the recording time on standard size recording discs. Begin your 


cycle of repeat profits now. . . the Duo-Corder is available for smmediate delivery! 


RECORDIO by wiicon-n CORPORATION * GHARLOTTE, MICHIGAN 


ELECTRICAL MERCHANDISING—MARCH |, 1947 








Maautacturers ef ELECTRIC 





Help yourself to a juicy slice of the best 
cooking and heating appliance business in 
your community. You'll like the taste of 
good sales spiced with generous profits. 
The new L&H line of kit- 

chen ranges is as easy to look 

at as a luscious, golden brown 

roast. It’s just as sales-tempting — and for 
good reasons, L & H kitchen ranges are 
packed with features — practical, useful, 
helpful improvements that make the job 
of cooking simpler than ever. Time and 


temperature controls, labor-saving devices, 





THE SHERIDAN 
0 -en es Shem 7.4, hci - 


A. 3. LINDEMANN & HOVERSON CO. 


MILWAUKEE 7, WISCONSIN 





ELECTRIC 
WATER HEATER 


C WATER HEATERS © 





use-approved advantages incorporated in 
the modern L& H line are so impressive 


it becomes a case of sale at first sight. 


The proudest cooks always say, “Try this 
for taste”. So L& H invites you to treat 
your profit-appetite to some real sales- 
cooking. Just drop us a card or letter saying, 
“It looks mighty tempting.” 


We'll send you our favorite : 


recipe for a profitable cook- 


ing and heating appliance ~~ — 
a BES 


franchise by return mail, “<>-—<— 


LG ceke7-¥ 
Oil RANGE 





Dil RANGES * PORTABLE OVERS + 
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ce is an invitation to a limited 
number of the leading retailers in 
their communities . . . to join in the 
success of America’s finest home 
freezer. 


Every retail firm cannot be included in this invi- 
tation. We realize that every dealer is not able to 
merchandise such a luxury product as the custom- 
like Orley Home Freezer. Nor does every dealer's 
interest lie in that group of families who demand 


— “the finest money can buy.” 
Orley Freezers, Inc y y: 
680 E. Fort Street However, we will heartily welcome inquiries 


Detroit 26, U.S.A from organizations who know they are leaders in 
or their communities, and who possess the vision to 
Orley (Coliforma) Co recognize the tremendous potential of the frozen 
182 S. Western Ave. food industry. 
Los Angeles, California 


DIRECT IN 


ORLEY FREEZERS INC. 


DETROIT, MICHIGAN 
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What you should know about 


















to sell Refti gerators 


According to a fly-by-night research organization, most of our feathered 
friends are notoriously fickle in their friendships. 

Pigeons, though, are different. In a way, they're more like people—male and 
female generally sign a long-term contract. But note that a pair of pigeons 
have simple needs—they ask only for each other and bread crumbs. While 
people, when they pair off, must augment amour with everything from 
roast beef to refrigerators. 

Now a new refrigerator takes a big bite out of the family budget. So male 
and female must agree on the make before they make with the moola. Not so 
with, say, phonograph records. If he yearns for Bach while she burns for 
boogie-woogie, each can buy the platters he or she wants. 

So whether you're pushing refrigerators or phonograph records, washing 
mathines or radios, you've got to sell two sexes—males and females. Either 
together or separately. 

And who can woo males and females like The American Magazine! 

Dollar for dollar, page for page, no 


other magazine can match the multi- The A e 
million pa delivered by ... merican 
Magazine 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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‘The SAMSON line is without 
doubt one of the finest manufac- 
tured. It is competitive, has quality 
and is well known to the consumer 
Each unit is not-only practical but 
has beauty and individual character 
needed in selling traffic appliances 


Radio Specialties Company 
Los Angeles, Calif. 


“As an old distributor of Samson 
products, we can say that the quality 
of this year's appliances has been 
superior even to what we have 
known in the past. We like the styl- 
ing and the packaging.” 


The Schuster Electric Co. 
Cincinnati, Ohio 


“It has been our desire to feature the 
Samson line, because we believe 
Samson products are manufactured 
at a price the average American 
family can afford to pay for quality 
merchandise. Samson will continue 
to stay in our line-up of nationally 
advertised brands of merchandise.” 


Superior Distributing Company 
Kansas City, Mo. 


“As a Distributor of SAMSON 
Traffic Appliances for the past nine 
years, we are of the opinion that 
SAMSON isa quality line, medium 
priced, which the average Dealer 
finds very acceptable to the con- 
suming public.’ 


Loeffler Electric Inc 
Toledo, Ohio 


‘We feel the design and pattern of 
Samson appliances are most attrac- 
tive the service given us by the 
manufacturer as well as your repre- 
sentative has been of the highest 


Peaslee-Gaulbert C 
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“We are glad to state that at no time 
has Samson allowed production 
problems to interfere with fine qual- 
ity. Dealer acceptance of all Samson 


products has been most gratifying 


L. H. Smith, Inc 


Pittsburgh, Pa 


ORCHIDS 


[? 


“We like to stress the quality of 
your merchandise betause whole- 
salers who unfortunately distribute 
inferior merchandise make no money 
since the returns eat up their profits 


Coffin-Redington Co 


San Francisco, Calif 
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“Constant Heat” makes Satisfied Customers 
Your Best_Ironer Salesmen - 


Just as constant co/d in a refrigerator freezes the smoothest ice cream . . . constant 
heat in an ironer makes it possible for a woman to turn out the smoothest, most 
professional looking ironing—and to do it speedily and easily. 

Horton’s new 1947 ironer features a 1500-watt heating element in the shoe—an 
engineering development which sensationally increases uniformity as well as 
speed of heating. The shoe heats in less than two-thirds of the usual time, and it 
maintains ironing heat at a more constant level throughout ironing, insuring 
faster, better work. : 

Satisfied users passing on word of superior results actually become auxiliary 
salesmen to step up sales and profits for the Horton dealer! “ 








Streamlined beauty of master-styled ironer helps sell its efficiency a 


Added to assured mechanical efficiency, the functional beauty of the 1947 Horton ironer results 
in top sales appeal. Harold Van Doren, master designer, has incorporated into Model 147 fea- 
tures that increase both beauty and efficiency. In use, its single feathertouch control—its big roll 
with open ends—its lapboard and end tables—all help make it exceptionally easy to operate. 
When closed, it stands desk high—just right to function as a telephone table, kitchen planning 
center, or extra work surface. All in gleaming white, easily kept clean. For more details on the 
complete Horton line of laundry equipment, write Horton Manufacturing Co., Fort Wayne 1, Ind. 


HOR FT ON HORTON MANUFACTURING CO., FORT WAYNE 1, IND. 


Attention Canadian Dealers: The trade name, HORTON ELECTROHOME, 
distinguishes Horton designed and engineered products manufactured 
and sold in Canada by Horton’s affiliate, Dominion Electrohome 
Industries, Ltd. of Kitchener, Ont. 
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@ ALSO AVAILABLE WITH DIAL SWITCHES 


@EXHIBITED AT THE N. Y. MUSEUM OF MODERN ART trl Palle i 


PATENT PENDING 








UNDERWRITERS LABORATORIES 





Kord 


VERNON, NEW YORK 






HEATER 
IN TWO MODELS 
ND FAN HEATER..... 
FAN HEATER ONLY 
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) oe ‘ LICENSED UNDER ARMSTRONG PATENTS 


.. featuring the 


FM RADIOS 


Genuine Armstrong 








Circuit in Both the 





50 and 100 





Megacycle Bands 








The Public Is Demanding FM And Up! 
.. And Zenith Has The Answer 


; ; ' i 

It will shortly be very difficult to sell any radio (except in the lower price ONLY ZENITH HAS THIS! 
brackets or portables) which does not incorporate FM. Zenith has long * Genuine Armstrong FM On Both Tuning 
recognized the universal appeal of this new kind of static-free, true fidelity — 

© ; * Super 6-Purpose Tube 
broadcasting as developed by Major Edwin H. Armstrong. To meet it, * Built-in FM Antenna, Even for Table 
Zenith engineers have perfected two-band Armstrong FM in table model Models 

: ‘ * Big, Easy-Tuning Dial 

sets designed to appeal to the mass, volume market, as well as in the finest é Qunsaiaiiak: Senthin 
console combinations . . . all with Zenith’s patented built-in light-line * Compact Chassis 
antenna. That is why Zenith is recognized by broadcasters, dealers and the * Built-in Wavemagnet 
public as the outstanding manufacturer of FM receivers. % Sensitive, Selective Circuit 


FM Station Executives: The Zenith AM/FM Table Model 8H023, 
which retails for $59.95, is the perfect answer to the problem 
of building a mass audience. If you have not already seen 

and heard it, ask your Zenith dealer or distributor. 





TANCES 
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ZENITH RADIO CORPORATION CHICAGO 39, ILLINOIS 
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is the world’s 


most widely 


advertised 
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McCALL’s THISWEEK : 





Really 


W coor HANDLE scien- 
tifically designed to fit 
the hand comfortably. 
Reduces fatigue. 


 —_ DIAL finger-tip 
temperature control as- 
sures accurate heat for 
silk, rayon, wool, cotton, 
other fabrics. 
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~mM_Waffle Baker-Sandwich Toaster 





' 
Ahn : 
— 3 
Md 
$ “ 
mage 
= 
‘we Vaporizer 


. 
a 
* 





— EMBEDDED 
HEATING ELEMENT insures 
fast, even spread of heat. 
No “hot spots” to cause 
scorching, sticking. 


‘mM Gad-A-Bout Iron 








wy PERFECT WEIGHT AND 

BALANCE for effortless 
ironing. Weight just right 
to save “bearing down” 
and backtracking. 


em Hair Dryer 





Moves Fast 


4 TEL-A-MATIC LIGHT 
goes on when temperature 
is just right. Ends guess- 
work. Protects valuable 
fabrics. 


ce iad 


~mm—Tel-A-Matic Waffle Baker 


OR: 


HM~ Speed Mix 
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 TeL-a-MaTiC IRON 


Packed With Selling Features That 
Assure Quick Turnover. ..Volume 


Sales ... Big Profits For You. 


Here’s more good news from the “%M~ Genie—about an 
outstanding “KM~ appliance built to outperform and 
outsell competition! It’s the “HM~ Tel-A-Matic Iron! 


Women want this iron! It’s got that “competition-can’t- 
touch-me” look and extra features that attract attention 
—make it easy to sell! 


The craftsmanship of all “HM~ Electrical Appliances 
makes them preferred by families everywhere. Their depend- 


ability, quality and performance wanes satisfied customers 
and repeat business for you. 


The “"%M~ Genie is now on the job featuring the Tel-A- 
Matic Iron and other “KM~ quality products month 
after month in the Saturday Evening Post, Ladies’ Home 
Journal and Better Homes and Gardens. He’s telling your 
customers the year ’round “Until you see “K%M~—You 
haven’t seen the finest!”’ Display the Genie in your store 
and get your share of the big profits! 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. . 





“‘KM~ Turnover Toaster | ‘%M_ Tel-A-Matic Corn Popper 
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kM. Pop-Up Toaster KM Room Heater 
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Most Complete Line in the 
Industry. Quick Turnover! 


BIG PROFIT OPPORTUNITIES 











FOR KNAPP-MONARCH DEALERS 


KM. Bk 


: Pn ae Eyegerne eT 
odes 2 oe ee es 


a a 


a ae ae 


remem re ere cag ese 





Pad 2 ie ae yt 
Ss aa hs. Ye 


~KM_ 


& 





KNAPP-MONARCH 
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CLARK AUTOMATIC ELECTRIC WATER HEATERS 
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WAY PORTABLE RADIO 


Evil rich voce speaks 


rut 


d clarity 


dio! 


with the power rola) 


of a console ra 


Weighs only 13 pounds 


The idea! traveling companion! 


Plays on AC-DC current 


or self-contained batteries 


ption eve! ywhere 


tte Case 


Outstanding rece 
leatheré 


Stunning 
of simulated alligator! 
eyeful earful! 


A delightful 


Hear it! See it. today! 


As advertised in 4. 
THE SATURDAY EVENING FS 
POSE. March 8, 1947 lealable now i yor deal! 
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Ree Home F reezer 
= rmed f amilies. 

wey to volume 
YOu {> 
Ome Freezers 


sales, 


feature WHIT] 


MODEL F-1000 


Convenient 4% cu. ft. capacity of 
approx. 165 lbs. Powered by. a /% hp. 
sealed “‘Packaged Power’ removable 
unit. Insulated with 4-5” Fiberglass. 
Thermostatic control maintains con- 
stant zero temperature. Extra large 
condenser surface eliminates fan or 
additional cooling devices. 





b, 1947 








MODEL F-2000 

Spacious 11 ¢u. ft. capacity of approx. 
385 lbs. Powered by a 4 hp. remoy- 
able ‘“‘Packaged. Power’ sealed unit. 
Heavily insulated with 4-5” Fiber- 
glass. Thermostatically controlled to 
maintain zero temperature. 





a Apnt Men tome Peep 


FIRST NATIONAL BANK:>BUILDING, CHICAGO 3, ILLINOIS 
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ervice Man's Slant 


ON THE 





AUTOMATIC 


Clothes Dryer 
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Here is a conveniently designed You know how badly your service men are 
= substantially built, precision con- | snowed under. You know what a tough job they 
trolled appliance, composed of only _heve trying to keep years-old appliances in opere- 

five essential elements. They are: tion. If you were in the service man’s shoes, 


wouldn't you welcome the installation of Hamilton 
. Wire Screen Drum 


. Electric Motor 


Automatic Clothes Dryers in your area. . . know- 


a7 


rd ee cn 


ing their record on low maintenance needs... 
. Electric or Gas Heating Element 


. Automatic Timer Switch 
. Thermostatic Heat Control 


knowing how simple it is to set them right on the 
rare occasions when they do need service? Of 


ws. wn — 


course you would. 


Write for full details. 


Each of these elements is an old friend. None 


holds any mystery. None requires any new knowl- 





edge or extra study. Yet, in combi- 


nation, these five familiar elements 





comprise one of the easiest to 
service, most trouble-free machines 


on the market. 
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/ t PME ga oe 
ELECTRIC MODELS: 290 volts to 240 volts - oe, 
AC, for drying as fast as you wash. 110 volts . = & 
to 120 volts AC, for drying as fast as you iron. } > 

| a 
GAS MODEL: For manufactured, natural, | 
mixed or bottled gas. Requires 20,000 BTU on 







input. 























World’s Largest 


ys #4 Manufacturer / ° Ir : ,. 


of Equipment 


the Professions | MANUFACTURING COMPANY 
TWO RIVERS, WISCONSIN 


PAGE 22 MARCH 1|, 1947—ELECTRICAL MERCHANDISING 














































REGISTRATIONS SHOW 


Ford worm-and-roller steering gear reduces rubbing friction to a minimum. 
Rolling contact is employed to reduce friction at five vital points. This spares 
muscle and saves wear. The worm gear (1) is straddle-mounted on two large, 
opposed, tapered roller bearings (2 and 3). The worm acts upon an easy- 
turning roller instead of a common sliding cam or split-nut, and this roller is 
mounted on two needle-type roller bearings (4 and 5). Bearings of both the 
worm and the sector shafts may be adjusted, thus promoting long life and 


proper action with less replacing of parts. 


The ever-popular Ford Tonner Panel, a 
standard complete Ford unit, 122" wheelbase, 
9-foot body, with 175 cubic feet of load space. 
Four-speed transmission is standard, 





Ney, ONLY FORD GIVES YOU ALL THESE LONG- 
“4 ; LIFE TRUCK FEATURES: Your choice of two great 
# engines, the V-8 or the Six—semi-centrifugal clutch 
that needs no maintenance lubrication—rear axle design that 
takes all weight-load off the shafts (3(-floating in half-ton 
units, full-floating in all others)—heavy channel section 
frames, doubled between springs in heavy duty models—big, 
easy-action brakes, with heavy, cast drum surfaces, non- 
warping and score-resistant—extra-thick sheet metal in cabs, 


MORE FORD TRUCKS 
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IT— OPERATORS KNOW 


FORD TRUCKS 
LAST LONGER! 


ONE big reason— 
FORD STEERING STANDS UP! 





iT! 








cowls, skirts and fenders—all told, more than fifty such 
examples of Ford endurance-engineering to save you money. 
* 

That’s why FORD TRUCKS LAST LONGER .. . why, 
as the national truck count for 1946 just released shows, 
more than half of all Ford Trucks in use are at least 9 years 
old ... why there are more Ford Trucks in service now 
than ever before in history. Over 100 body-chassis models 
to pick from. Ask your Ford Dealer. 


IN USE TODAY THAN ANY OTHER MAKE 
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A Special Message 


tome i | Mm) ol-\-1o Mm ClU-\-11 PL -to] (-1 03 


‘America’s No. 1 Home Laundry Appliance Franchise 





YOU'LL ALWAYS Ecc7oy A SELLERS MARKET 


WTHFILTER QUEEN 


The World’s Finest Vacuum Cleaner 















EXCEPTIONALLY 
QUIET, POWERFUL 


MOTOR REQUIRES 
NO OILING 


PATENTED 
LLULOSE FILTER 
-” ELIMINATES 







WH Y ? Because FILTER 


QUEEN is so downright easy 
to sell! That's right, there's 
no hesitating, no shopping 
around, no ‘“T’ll think it 
over.’ DEMONSTRATE FILTER 
QUEEN'S exclusive features 
and you've made a sale. 
It's that easy! 


Greatest Selling Aid Yet! 


To make selling even more 
simple .. . to lay the founda- 
tion for many quick sales, 
dealers are installing this 








beautiful vacuum cleaner 
“department’’ that affords 
facilities for complete FILTER 
QUEEN demonstrations with 
the flip of a switch . . . right 
when the customer’ s interest is 
at its highest. And once you 
demonstrate FILTER QUEEN, 
it’s as good as sold! There's 
no other vacuum cleaner in 
the world that can equal its 
ability to clean. 


 BiRTY BAG 









SANITARY, METAL 
DUST CONTAINER 
EMPTIES LIKE 


A WASTEBASKET 




































3 STEPS TO A Continuous “SELLERS MARKET” 


sells itself . . . shows its superiority over every 
other make. 


ONLY FILTER QUEEN 


has this patented system of dirt 
separation. Don’t let similar ap- 
pearance fool you. There’s no 
subsitute for FILTER QUEEN. 


I. LET store traffic know that you have FILTER 
QUEEN “The World’s Finest Vacuum Cleaner.” 
No other vacuum cleaner has all the proven 
features of FILTER QUEEN, no matter how closely 
others may imitate its lines. 





3. ORDER this beautiful vacuum cleaner 
“department” that practically pays for itself with 
one sale. It’s available now to all franchised 
FILTER QUEEN dealers. 





ARR PM CERES CRB SREREY CREM He 








*J88 68° ISB OEE 2. DEMONSTRATE the FILTER QUEEN. It invariably 
Write for details on this beautiful ““department” 
that sparks up your store, makes it easy for your 
salesmen to demonstrate and sell FILTER QUEEN. 
It’s sturdily constructed for permanent use, yet 
can be quickly installed without tools. The colorful 
“department” is completely Wired for light, 
action, and plug-in outlets, takes up only 9 sq. 
ft. of floor space. 
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Automatic Hot Water 





Only Coleman Gives You Selling Features And 
Advertising Like This, On OIL WATER HEATERS 


Fully automatic! Runs 
itself! No fire-tending. Hot 
water any time, day or night. 


Beautiful modern design, 
gleaming white plastic 
enamel finish, maroon trim, 


Heats water fast: As much 
as 14-times its storage 
capacity every hour. 


Rugged construction — built 
for long life. Heavy-duty 
tank resists pressure of 300 
Ib. per sq. in. 


16 Million Ads—Making Sales for Years 
to Come! Millions of families, off the 
gas mains, have thought they would 
never get dependable, fully automatic 
hot water at low first cost and low fuel 
cost. But now—Coleman’s dramatic 
ads and “high-spot” features show 
them they can have “all the hot water 
they want, when they want it” with 
Coleman—in city, town or country! 
Watch them ask you for Coleman! 


! 





(Cutaway View) 

These ads are building sales for 
you—Through 1950! Today, when 
you don’t have to “sell”, these ads 
are still doing a vital job for the 
Coleman Oil Water Heater dealer. 
They’re building the acceptance 
and the demand. This will give you 
“pre-sold” Coleman prospects in 
years to come when there is no 
“back-log” of orders and you've 
got to sell! 


Automatic Control keeps 
water at constant even 
Temperature. No up-and- 
down ‘uneven heat. 


Burns low-cost oil — Use 
it anywhere! City, town or 
country. No electricity 
needed. 


Special Coleman low-draft 


/ 4 burner means clean, depend 


able, fuel-saving heat, all 
the time. 


Low-flame Pilot: easy to 
light, won't go out under worst 
drafts; very low oil use. 


IT MUST 
BE GOOD 


IT'S A COLEMAN 


a 
Coleman’s good name sells millions! 
For 40 years millions of homes beyond 
the gas mains have used Coleman 
Home Appliances. The Coleman name 
means, to millions, that they can now 
buy a dependable automatic oil water 
heater—with the economy and long life 
that have made Coleman famous. Cole- 
man’s good name, plus automatic ease, 
will sell thousands on thousands of 
Coleman Oil Water Heaters. 





The Coleman Co., Inc., Dept. EM-851, Wichita 1, Kansas; Philadelphia 8 (Terminal Commerce Bldg.), Pa.; 
Los Angeles 54, Calif.; Chicago 11, Ill. 


Automatic Oil 
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Water Heaters 
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W CERTAINLY hope there is smooth sailing 
ahead for radio retailers. 


Production headaches have been soothed. 
There is still a big unsatisfied demand for 
nationally known and accepted radios, but... 


How much would it take to turn that sweet 
zephyr you're sailing with into a hurricane of 
old distribution miseries? Remember those 
camouflaged discounts, circus promotions, the 
dumping, and the regular whirlwinds of price 
cutting. 


Sparton dealers aren’t worried about what’s 
over the horizon. S.C.M.P.* is full protection 
against any storms brought on by a return to 
the practices that once made radio retailing 
second-cousin to election day in a Banana 


Republic. 


First, they are backed by full-scale produc- 
tion in Sparton’s factories. They have beauti- 
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Smooth sailing trom here th 7 


fully styled and skillfully built models to offer. 
They have the gorgeous full tone of “Radio’s 
richest voice since 1926!” 


Second, Sparton dealers have S.C.M.P.*— 
the exclusive merchandising plan with one, 
and only one, Sparton dealer for each area. 
Distribution costs are slashed by direct factory- 
to-dealer shipments. All of which means profit- 
able selling prices that are amazingly low— 
competitive with mail order ‘house brackets. 

A final point, Sparton’s appealing and eye- 
catching national advertising works 100% for 
the one Sparton dealer in any area. Every copy 
of every ad coming into the territory goes to 
his prospects. It’s easy to see why S.C.M.P.* 
is here to stay. 

It pays to be a Sparton dealer! 

THE SPARKS-WITHINGTON CO., JACKSON, MICH. 
Radio and Appliance Division—Plant 5 


Radio’s Richest Voice Since 1926 

















in each community - 


Check These 
Profit-Increasing Features 


One exclusive dealer in each area 
Direct factory-to-dealer shipment 
Low consumer prices 


National advertising 


Factory prepared and distributed 
promotion helps 


Seasonal promotions 


Uniform retail prices 
@ Products styled by outstanding 
designers 








SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
* w * * @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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: New beauty -- 
plus new ideas! 





Handsome is as handsome does ...and the handsome New Improved Aluminum 
Percolator ... made of highly polished, heavy gauge aluminum... fits any 


burner .. . is a star performer in making excellent, satisfying coffee. a oy ee oe 


display carton makes 
an ideal merchandising 
piece for shelf or counter. 


The features above are among many new-design ideas which help dealers 
everywhere prove the new Cafex Aluminum Percolator is a profitable, fast-moving 
appliance of new beauty and outstanding performance. 


Country-wide distribution being made on an equitable basis... with gradually 


increasing volume. See your Catex distributor. 
Cat. No. Description Std. Pkg. Wt. Std. Pkg. List Price Each 


2-0108 8-cup Cafex Aluminum 4 15 Ibs. $4.95 
Percolator 


Hartford Products Corporation 
308 West Washington Street, Chicago 6, Illinois 
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HOUSE BEAUTIFUL 
and only 

House Beautiful 

put across 













How big is an idea? No matter how good it is, it’s just as big as 
the force behind it. For years, the vibrant, brass-tack editorial 
pages of HOUSE BEAUTIFUL have cajoled, argued, lead the homemaker 


into thinking: ‘‘If you better your home you'll better your living!’’ 





That’s the very essence of every page in every issue of HOUSE BEAUTIFUL. 
Last year it became a crusade! Manufacturers stepped into the 


“BETTER your home... better your LIVING’’ parade... and so did retailers 





with 4,657,000 lines of their own advertising. You bet 






it’s a boom! The biggest single promotion ever to 





hit the furniture and homefurnishings industry. 


It’s big...and getting bigger. Why don’t you come along? 


PAGE 30 





“BETTER your home...better your LIVING’ 


é House BEAUTIFUL 





HOUSE BEAUTIFUL put it over... and only HOUSE BEAUTIFUL 
could have...with more than 400,000 families 

who had been pre-conditioned to “BETTER your home... 

better your LIVING” by the editorial pages of their favorite 
home magazine ...the 400,000 influential families who lead the 
buying parade in every community. That’s one reason 

why HOUSE BEAUTIFUL carries more advertising than any 
other magazine in its field... and more retail home furnishings 
advertising than any other magazine in the country. 
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EASY TO INSTALL 
FITS ANY RANGE 
WORKS LIKE GAS 


THE ONLY POT-TYPE 
RANGE BURNER WITH 











@ NO WICKS 


@ NO RINGS 


@ NO NOISE 


@ NO CLEANING 


@ NO ELECTRICITY 


Dy 


LS 


MEDIUM HIGH 


The QUEEN Automatic Starter Control ( Pat. Appl. For ) Brings Flame to Full Cooking Heat Almost Instantly 


With the new Superflame (Pot-Type) Range Burner, the 
kitchen range becomes the most modern of labor-saving 
home appliances. No more toting fuel, no chopping 
wood, no carrying ashes, no smoke, no noise—simply 
turn on the valve and drop in a match. Instantly you 
get the perfectly-controlled ‘“‘horizontal flame’’ for sim- 
mering, boiling, baking, or roasting. A hot-water coil 
is also available for connection to a range boiler. 


Superflame, the only (Pot-Type) Range Burner, outdates 
all other types of conversion burners, operates on the 


same principle as the oil-burning space heaters—no 
carbon, no cleaning, no service. By replacing the heavy 


grates and linings with this amazing burner, the kitchen 


range heats instantly, cools quickly. It means cool cook- 
ing in summer—warm kitchens in winter. 






4799 T Twin 
Circulating Heater. 


A Big Market—volume profits the year ‘round. 
Write for literature and name of nearest jobber. 


EEN STOVE WORKS, Inc., ALBERT LEA, MINN. 


Easy to Tunstall 


The Superflame (Pot-Type) Range Burner is the result 
of over 25 years of scientific development by the Queen 
Stove Works... used in tens of thousands of homes... 
now finer than ever... redesigned for easy installation 
...readily adjustable to fit in any range with a firebox 
of ordinary size. 


e e 

2uich, Economical Heat 

The Superflame (Pot-Type) Range Burner heats the 
cooking top instantly...heats the oven to a baking 
temperature in 20 minutes... will maintain a 300-deg. 
oven temperature for 12 hours on two gallons of low cost 
fuel oil (No. 1 distillate) ... burns up to 24 hours 
on two gallons. Available with a three-gallon wall 


tank or can be connected easily to a large outside 
supply tank. 

























































3-galion white enameled 
wall fuel tank. 


t 














Equipped with con- 
stant level oil control 
valve. 








Adjustable Stand supports burner— 
makes installation easy — quick. 












































=S = MANUFACTURERS OF THE FAMOUS Superplame CIRCULATING OIL HEATERS and RANGE BURNERS 
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YUKON—A trim, rich-looking occasional clock. 
Ideal for desk or ‘dresser. Popular gift. Rec- 
tangular frame is ebony and gold color. Retail 
price—$8.95, tax extra. 


CAPSTAN— Smart, cheery Seth Thomas electric 
that appeals to all who love the sea, Cased in 
“honey-tone” shade of solid mahogany. Retail 
price—$12.50, tax extra. 


) 

























’ 

. * 
te 
a ro Ata ms 


SHARON — Delightful, early Colonial design. 
Adds charm to the room. Strikes hours and half 
hours. Case, mahogany finish on birch. Retail 
price—$35.00, tax extra. 


MEDBURY— An exquisite clock with beautiful 
Westminster chime movement encased in rich 
mahogany with rare wood front panel. Retail 
price—$45.00, tax extra. 
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CARLISLE ... another distinctive electric 


by SETH THOMAS—"The finest name in clocks” 


** (NARLISLE” is a beauty. An electric... 

C new, smart and modern in every 
respect. Makes a perfect gift. Its lustrous 
black plastic case has a crystal clear plastic 
front superimposed over dial and top... 
adding a note of distinction to this attrac- 
tive model. Polished brass base. Dial of 
brushed brass with black numerals and 
hands trimmed with brass. Retail—$8.95, 
tax extra. 


~ 


PRECISION WORKMANSHIP 
CAN’T BE RUSHED 


Like all Seth Thomas* clocks, “Carlisle” 
is precision-made ... manufactured up to 
our typical high standards. This takes time 


MARCH 


In advertising “the finest name in 
clocks” nationally to more than 
23,000,000 people who read the lead- 
ing magazines, we are building a pref- 
erence for Seth Thomas clocks that 
will continue far beyond the present 


and the best materials. Short cuts, or sub- 
stitutions for materials that are hard to get, 
might enable us to produce more clocks... 
but not without sacrificing quality. And 
with us, quality must, and always will be, 
strictly maintained. 


So we are continuing to allocate our full 
production to wholesalers ... believing this 
to be a fair way of distributing all available 
Seth Thomas clocks. And wholesalers are 
doing their part by equitably and quickly 
distributing the clocks they receive. That 
is why we again urge you to keep in close 
touch with your wholesaler to insure your 
place on his own allotment list. Seth 
Thomas Clocks, Thomaston, Connecticut. 


“buyer’s market” and today’s limited 
supply of clocks. The long-range 
objective of all this advertising is to 
bring results of ever-increasing bene- 
fit and value to Seth Thomas dealers 
everywhere. 

* Seth Thomas is Reg. U. S. Pat. Off. 
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ANOTHER 
ALL-STAR 
BENDIX 
RADIO... 


AVIATION CORPORATION 





ide Table 









4 Full-Toned Radic 
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A Fully Automatic 
Phonograph 


Slide back the “table top” for 
easy access to the automatic 
record player. 


THERE’S PROFIT 
IN THE STARS FOR YOU! 


With this all-star Bendix Radio-Phonograph in your show- 
room you just can’t miss extra sales—extra profit! There’s 
more eye appeal—more demonstration magic — more 
practicality — more performance — more value in this 
sensational Bendix than in any other chairside radio- 
phonograph. Here’s another example of the far-sighted, 
extra effort of Bendix Radio to give you all that’s best of 
all that’s newest. Another reason why there’s added 
profit for you in Bendix Radio — the stars of 1947! 








;FfFtt7 wo ™ 


(BE Dix RAL 0) 


THE BEST IN RADIO IS ALWAYS BETTER WITH “Ben re |p I Radi Oo 


DIVISION OF BENDIX AVIATION CORPORATION 
BALTIMORE 4, MARYLAND 
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TAX REVISION... 


Can Make or Break American Business 








vate initiative— going to get a fair chance to 
demonstrate its superiority over all the chal- 
lenging varieties of collectivism? 

That’s the real question before Congress as it con- 
fronts the long labor of remodeling the federal tax 
structure. What Congress does about taxe$ will come 
pretty close to making or breaking the U.S.A. 

Today the tax colossus that sprawls across the 
national economy is unguided by any central nerv- 
ous system. Its crushing weight comes down first 
here, then there, as the giant wobbles around, un- 
guided by any central purpose except to grab as 
much as it can. 


T THE American way of life — progress by pri- 


The central purpose of a tax system is simple. 
It should raise the necessary revenue without plac- 
ing unnecessary fetters on enterprise. 

As recently as 1929 federal taxes took only one 
dollar out of every twenty of national income. A 
loose-jointed and inconsistent tax structure was a 
nuisance then. But it wasn’t serious. 

Today the federal tax burden is the dominant 
element in the nation’s economy. 


Even if Congress succeeds in cutting $6 billions 
out of President Truman’s $37.5 billion budget, fed- 
eral taxes still will take about one dollar out of 
every five of the national income. And few Con- 
gressmen are hopeful enough to think that they 
can get the tax load below $25 billion for any year 
that is in sight. 


Drastic Budget Cuts Required 


Indeed, to get the tax load down to $25 billion, 
Congress will have to stop treating expenditures, 
like those for military purposes and veterans, as 
politically sacrosanct. Congress must scrutinize 
every item ih the budget. Economy must go along 
with tax cutting or we shall end in bankruptcy. 

Suppose that expenditures are slashed to the 
bone. Our taxes still will be so heavy that the way 
they are loaded on the nation’s back will make a 
big difference in how well the nation gets along. 
That’s something which the postwar boom has 
tended to obscure. It will become much clearer as 
this boom wears off. Then a remodeling of the fed- 
eral tax system to remove its manifold obstructions 
to private enterprise will be of transcendent and 
obvious importance to everybody. 


Tax Experts Agree 


The remodeling will require political courage plus 
tax wisdom. Congress must supply its own political 


courage. But it can lean on tax experts for tax wis- 
dom. Fortunately, tax experts now agree on the 
necessary reforms—especially on those that will 
remove obstructions to business. How well the tax 
experts agree is shown in the charts on the next page, 
summarizing answers to a questionnaire on possible 
federal tax reforms. The questions were asked by 
the Department of Economics of the McGraw-Hill 
Publishing Company. The answers came from a 
broad cross-section of tax experts, including the 
authors of a considerable crop of books on postwar 
federal taxes and what to do about them. 

The experts agree (see the charts) that double 
taxation of corporate dividends should stop. 

They agree that the tax rate on corporate income 
(now 38 percent) should be reduced as rapidly as 
possible to the initial rate on individual income 
(now 20 percent). 

And they agree overwhelmingly that it is desir- 
able to let net losses be subtracted from net prof- 
its over a 5-to-6-year period in computing business 
income for tax purposes. 

All three changes would stim corporate initi- 
ative and hence make jobs. Averagfhg business in- 
comes would make new ventures attractive even 
though these ventures might result.in early losses. 
Reduction of the corporate income fax would have 
the same effect. So, too, would the elimination of 
that highly discriminatory provision whereby corpo- 
rate dividends are taxed first as corporate profits, 
and again when received as income by individuals. 


Penalties on Incentives 


Beyond these changes, there must be an end to 
tax penalties on individual initiative. Consider the 
enterprising business man whose income fluctuates 
markedly from year to year. Because of his enter- 
prise he may pay, on the same income, twice as 
much federal income tax as the man who plays it 
safe for a steady income. That’s because he can’t 
average his personal income over several years for 
tax purposes. He can count on heavy taxation of 
his good-year profits with no chance for offsetting 
against them his bad-year losses. It is a case of 
heads you lose, tails the tax collector wins. Eighty- 
six percent of the experts agree that an income- 
averaging allowance for individuals is desirable. 

Three-quarters of them also agree that tax rates 
at the top end of the individual income scale (now 
running up almost to 90 percent) should come 
down. In my judgment, the total tax should not 
amount to more than 50 percent to encourage busi- 
ness men to venture for high stakes. 
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Advocating tax relief for men in the higher in- 
come brackets—and particularly for management 
men—has been considered political suicide for more 
than a decade. Some members of Congress still hold 
that view. A Democratic Congressman from Mich- 
igan told an Illinois colleague who advocated cutting 
upper bracket taxes, “If you put that idea forward 
at home, you won’t come back.” 

The Congressman has an even better chance of 
not going back if our economy bogs down. One of 
the best ways to bog it down is to keep the taxes 
that destroy business incentives and block enter- 
prise—for example, the confiscatory rates which 
drive the people in 
the high brackets 


Because we can not avoid enormous federai cx- 
penses in the years immediately ahead, all badly 
needed reforms of the type to which this article is 
confined obviously can’t be made at once. Also 
there are other tax reforms bearing on consumption 
which obviously should be weighted in an over-all 
program of tax revision. 


But this is equally obvious: We should have a 
general design for tax revision which would line 
up all the necessary steps. Then we could get ahead 
with tax reductions as rapidly —and as sensibly — 
as revenue requirements and political courage would 
permit. Tax cutting may come piece-meal, but tax 
planning must not. 

Through such a 





away from risk- 
taking. 

To give the 
American system 
of individual enter- 
prise a fair chance 
was clearly the 
mandate of No- 


EXPERT OPINION ABOUT TAX REVISION 


TAX EXPERTS THINK WE SHOULD: 


design we might 
discover that some 
decidedly benefi- 
cial improvements 
in the federal tax 
structure can be 
made at relatively 
slight cost. But to- 


% Of Tax Experts 
Favoring the 
Proposed Changes 


PRR TET eT 
Fea Nit y 


vember’s election. 1 Eliminate double taxation of corporation divi- 


To give it that 
chance, enterpris- 
ing business men 
must have achance 
to make large re- 
wards — as well as 
the always-present 
chance to lose their 
shirts. Under pres- 
ent tax rates, they 
don’t get a break. 

Prevailing fed- 
eral taxation throt- 
tles bold business 
enterprise in other 
ways. It fails, for 
example, to en- 
courage research 
and rapid indus- 
trial moderniza- 
tion. It tends to 
siphon investment 
away from private 
enterprise, driving 
it into tax exempt 
state and local se- 
curities. (The ex- 
perts agree almost 
to a man that such 





dends which are now taxed as corporate profit and then 
again as individual income. 


2 Reduce corporation income tax rate (now 38%) 
as rapidly as budget needs permit until it equals the 
initial rate for individual incomes (now 20%). 


3 Provide for averaging business’ taxable incomes 
over a period of about 6 years to allow for losses in 
bad years. 


4 Provide for averaging individuals’ taxable in- 
comes over a period of a few years so as to treat fairly 
those whose incomes fluctuate. 


5 Reduce upper bracket individual income tax 
rates to a maximum of 50% in the $100,000 bracket 
and 75% in the million and over bracket. 


6 Treat capital gains, now taxed at a lower rate, 
like other income but provide full allowances for losses. 


7 Remove the privilege of tax exemption from all 
future issues of state and local government bonds. 


92% 


73% 


A] 
N 
3 


HeE 





86% 


76% 


to ee 





92% 








day there’s no way 
to be sure. No one 
in Washington with 
access to the infor- 
mation has even 
undertaken to 
make the neces- 
sary estimate. 
Instead, federal 
tax revision con- 
tinues to be a hit- 
and-run business— 
and a short-run 
political business. 
Take, for example, 
the proposal of a 
20 percent tax re- 
duction across the 
boards. There are 
virtues in such a 
proposal. But how 
they stack up be- 
side many other 
extremely urgent 
needs for tax re- 
form remains a 
mystery. 
Congress must 
dispel such mys- 
teries. Only in that 





tax exemption must be eliminated.) The list of 
obstacles could be amplified. 


Hit-and-Run Revision Disastrous 


Most of the reforms needed to prevent the federal 
tax system from smothering enterprise would lower 
federal revenues, at least temporarily. Elimination 
of the double taxation of corporate dividends might 
lop off $800 million. Dropping the corporate income 
tax from 38 percent to 20 percent might cut away 
as much as $4 billion. 


THIS IS THE 56rx 
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“Seal 


way will it do the job of converting our present 
jerry-built tax structure into a moderately safe 
abode for the American system of private initiative, 
sparked by adequate incentives. 
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HE independent radio and ap- 
pliance dealer never for long 


can turn his back on the 
salesman problem. Today, under un- 
usual and rapidly-changing business 
conditions, he is squarely faced with 
several particularly acute angles of 
this problem. 

First: Does he actually need sales- 
men now? If so: How many? Also: 
What types? Finally: How should 
he pay them? 

To sample current dealer think- 
ing on these questions, and especi- 
ally dealer practice today regarding 
salesman compensation, ELECTRICAL 
MERCHANDISING recently visited 44 
independent dealers spread across three 
states. These interviews reveal a wide 
difference of opinion on all counts. 


Operations Vary Greatly 


Some dealers now only employ a 
skeleton floor force on a comparatively 
low salary basis. Others, operating 
with a normal sales staff, insist all 
floor personnel be top-notch producers, 
and pay them accordingly. Still other 
dealers, with ample floor forces, also 
carry outside salesmen on a liberal 
salary-and-commission basis. 

Here is the way a dealer in a sub- 
stantial suburban area of a large city 
in Pennsylvania sizes up this general 
situation: 

“People buy our appliances off the 
floor as fast as the distributor delivers 
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The salesman who works 
only on “hot"' leads is a 
happy man. 


them to us. We don’t need salesmen 
at all. We assuredly don’t need an 
overabundance of experienced floor 
salesmen—and today it would be down- 
right crazy to employ outside salesmen 
at fancy compensation rates. Plain 
order-takers are all we really need 
now. Paying commissons would be 
pouring good money—my own profits, 
to be explicit—down the drain. 

“T have a fairly good floor manager, 
and at a fair salary. I also have 
three ex-G I’s, each at a fixed monthly 
salary of $150, to assist him. Right 
now my cost for salesmen is well below 
10 percent. When I have lots more 
merchandise, more than enough, then 
I’ll increase the sales force, and switch 
to a straight commission plan of com- 
pensation, except for the floor manager 
who will continue at his present salary 
plus a small over-ride on the total 
gross for the store.” 


Hold Same View 


Seven other dealers expressed some- 
what similar views. The current sup- 
ply-and-demand situation, as they see 
it today through their own outlets, does 
not call for more than a minimum sales 
crew, and on the floor only, at a 
nominal salary. 

Another 16 dealers, although at 
present restricting their activities to 
inside-the-store selling, have what 
they consider adequate staffs, in most 
cases the equal of that regularly car- 


Paying Salesmen 


states in the eastern area 





Independent radio and appliance dealers today pay 
their salesmen on one of three basic plans, with the 
majority of them favoring a salary-and-commission 
form of remuneration ... Here are the results of per- 
sonal interviews on this subject with 44 dealers in three 


By LANSDELL ANDERSON 


ried in the store in pre-war. These 
dealers also place a premium on sales- 
manship, with most of them paying 
their men on a salary-and-commission 
basis comparable to that paid before 
the war. All are ready to expand the 
moment they are assured that a stabil- 
ized supply condition exceeds the de- 
mand on certain major appliances. 
Twenty of the 44 dealers interviewed 
now are geared for highly competitive 
specialty selling, including capable out- 
side sales crews in some cases, and the 





nucleus of such crews in others. Com- 
bining their comments on this general 
situation, here’s their slant: 


“To Insure Survival” 


“Tomorrow—when realistic, hard- 
hitting specialty selling will be required 
to insure survival—is just around the 
corner. Last summer I was four 
months behind on deliveries of certain 
appliances. Now I’m only 30 days 
behind on some of those same appli- 
ances. Tomorrow I’ll be aggressively 














"Salesmen working on a straight commission basis alone are inclined to compete 
with each other for the customer's attention." 
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Remember 


selling those appliances. 
how suddenly small radios fell out of 
the seller’s market into the buyer’s 


market? And how shocked some 
dealers were? Well, it also takes force- 
ful outside selling to swing any volume 
in cleaner sales now. With produc- 
tion rolling the way it is, it won’t be 
too, long before we’ll be putting some 
pressure on washers. And after the 
spring rush, who will guarantee that 
customers will continue to storm the 
door for new refrigerators? 

“Why sit back under-staffed now 
and sell fair volume when you can go 
out after the business and more than 
double that volume? The dealer who 
concentrated on buying and expediting 
during the past several months, if he 
was backed both inside and outside 
of his store by able salesmen, averaged 
double the volume he did in a corres- 
ponding period of 1941. I’m not ring- 
ing any doorbells—yet—but I’m work- 
ing my customers and protecting my 
interests. The distributor and the 
manufacturer put the pressure on the 
newcomers in the field to build up 
their sales staffs a long time ago, so 
we have to follow suit to hold our 
position. There are new outlets in 
all the surrounding towns, which we 
used to consider our trading area, and 
department stores are falling hard for 
this appliance business, even to open- 
ing branch outlets with trained crews. 
So it’s up to us to reach our customers 
just as fast as we can deliver the 
goods, or hold the customers in line 
until we can deliver. Bear in mind, 
after this honeymoon is over the cus- 
tomers who are left will be armed 
with trade-ins. 

“There are several other excellent 
reasons for employing plenty of capa- 
ble salesmen right now. One is the 
recent consumer resistance to high 
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prices. It takes more selling to swing 
a deal today than it did yesterday. 
Another is the rise in consumer time 
payments. We want our appliances to 
stay sold—and that’s where order- 
takers fall down badly. Employment 
levels are high; you have to pay good 
money to get good men. And when 
you take a proven man back now whom 
you employed in pre-war at $90 a 
month plus 5 to 10 percent in commis- 
sions, you can’t expect to buy him for 
less today. He’s the kind of man who 
will know how to handle tomorrow’s 
trade-ins, so we pay him well now to 
hold him in line.” 


Compensation Plans 


Analysis of the methods by which 
these 44 dealers today are paying their 
salesmen reveals that 79 percent em- 
ploy some form of salary-and-commis- 
sion remuneration. Of the balance, 
eight pay their salesmen a straight 
salary, and one pays his salesmen 
strictly on a commission basis. 

The salary-and-commission system 
of payment varies considerably, par- 
ticularly insofar as commissions are 
concerned. A breakdown shows that: 

1—In 14 outlets the commission 
is based on a sliding scale of percent- 
ages applied against the gross dollar 
volume turned in by the salesman. 

2—In 15 outlets the commission is 
a set percentage of the gross. 

3—Four dealers pay commissions 
scaled according to the dollar value 
of each product sold. 

4—Two employ a flexible bonus ar- 
rangement in place of any pre-scaled 
commission. 

The case for those dealers using 
Plan No. 1 is well illustrated by Dealer 
A, an alert merchandiser who orig- 
inally introduced such a system into 
his operation in New Jersey about 15 
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years ago. Except during the last half 
of the war when appliances were ex- 
tremely scarce, this retailer insists he 
never has had cause to make any 
changes whatsoever in the plan. All 
told, including both store and outside 
salesmen, he now employs 16 in his 
sales staff. 

Dealer A’s main outlet is located 
centrally in an excellent trading area, 
in a city of approximately 25,000 popu- 
lation surrounded in turn by about a 
dozen communities of 1,000 to 5,000 
population each, all within a six-mile 
radius. The area beyond this radius 
is mostly top farming country. He 
also operates three small branch out- 
lets in towns roughly 20 miles from 
the main store. The populations of 
these towns, each located in the heart 
of this rich farming country, are ap- 
proximately 3,000, 8,000 and 11,000. 


Graduated Commissions 


Outside salesmen in this organiza- 
tion draw a basic monthly salary of 
$90, payable in two installments, on 
the lst and 15th of the month. Each 
is responsible for his own car ex- 
pense. Dealer A then pays commis- 
sions monthly to each individual as 
follows: 

Sales up to $1,000 5 percent 
$1,001 to $1,500 6 "™ 
$1,501 to $2,000 7 
$2,001 to $2,500 8 
$2,501 to $3,000 9 " 

All over $3,000 10" 

Analysis of these figures from the 
salesman’s standpoint thus shows that 
he starts out each month with $45 in 
salary, plus the assurance of another 
$45 coming to him, and with his car 
expenses squarely on his own shoul- 


ders. He receives $25 in commission 


credit on the first $500 worth of busi- 
ness he turns in, and $25 on the sec- 


"Today, it would be downright crazy to 
employ outside salesmen at fancy com- 
pensation rates. Plain order-takers are 
all we need right now." 


ond $500 worth he rings up. This 
brings him up to the $1,001 gross 
sales point where the increase in com- 
mission percentage starts to work in 
his favor, with the result that he re- 
ceives $30 for the next $500 in sales, 
at 6 percent, $35 for the next $500, 
$40 for the next, and $45 for the 
next, then breaks into the 10 percent 
classification where $500 in sales nets 
him $50. If he writes $5,000 worth of 
business, he collect a total of $400 in 
commission, plus his $90 in salary. 


Combines Two Plans 


Dealer A’s overall system actually 
combines both the No. 1 and No. 2 
salary-and-commission plans noted in 
the foregoing. He firmly believes 
salesmen belong principally on the out- 
side, rather than on the floor of the 
store. Therefore in his main store 
and in each branch he employs one 
sales girl. Each receives a salary of 
$35 per week and is charged with 
handling the various records necessary 
in the maintenance of the outlet. She 
also receives a commission of 2 per- 
cent on her sales—which means she 
is paid under Plan No. 2. 

In the event a sales girl turns a 
lead over to an outside salesman who 
follows through and completes the deal, 
she still receives her 2 percent, and 
this amount is deducted from the 
salesman’s commissions at the end of 
the month. In like manner, in case 
she closes a sale at the store which 
he originated in the field, she also 
receives 2 percent, with this amount 
charged against his commissions. 


Same Basic Salary 


When it was suggested to Dealer A 
that a basic salary of $90 per month 
for an outside salesman, or $35 per 
week for an inside girl, doesn’t go as 
far today as it did back in 1933 when 
he first introduced this systena into his 
operation, he pointed out that ap- 
pliance prices today are considerably 
higher than they were at that time so 
that the salesman and sales girl easily 
make up the difference on the com- 
mission end of the overall compensa- 
tion deal. Furthermore, with the closer 
discount margins prevailing today, he 
wouldn’t feel safe in paying any more 
for sales than he now does. Finally, 
he also added, it is not necessary to 
offer more in order to attract and 
hold high-type salesmen. 

During the last quarter of 1946 the 
12 outside salesmen employed by 
Dealer A averaged close to $500 a 
month. The top salary-and-commis- 
sion total ever paid during the year 
to any one of the four sales girls 
was an even $350. This was for De- 

(Continued on page 110) 
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Field tests by Farm Journal show hours 


saved by water system, water heater, 


washer, dryer and ironer in a farm home. 


By RUTH 


O one will question that doing 
N the family laundry is a long 
and tiresome task. To find out 
just how 


ong and tiresome it is, 
Farm Journal initiated a_ series 
of studies contrasting the hand 
method with the use of electrical 
equipment. Choosing 15 farm wives in 
as many states, they compared the 
labor, time and steps required for do- 
ing laundry 

The families did not have electricity 
when the first phase was started. For 
a period of three months they kept 
records, the questions for which were 
carefully worked out by persons fa 
miliar with the problems involved. 
Electricity was then installed and the 
families were given a water system, 
an electric washer, ironer and an auto 
matic iron, and in some cases an elec- 
tric water heater and electric dryer. 
They again kept records for three 
months of the labor and time involved 
in doing laundry, using the electrical 
equipment. 

Farm Journal asked the REA 
to supervise three of these studies. One 
family they chose was that of Paul J. 
Verett of Floydada, Texas. They are 
a young couple and have three small 


GAFFNEY 


children. Mrs. Verett did her washing 
in a house in the yard, and used a 
gasoline-powered washer. She heated 
the water in a wash pot in the house 
and hung her clothes on a line in the 
vard to dry. She used the old-fashioned 
sad irons for the ironing and heated 
the irons on a kerosene stove in the 
kitchen. 


Efficiency Improved 


Mrs. Verett has the reputation 
among her neighbors of being an ef- 
ficient housekeeper. But this family is 
an excellent example of what electrifi- 
cation does to raise living standards. 
Last September, after electricity had 
been connected, an “achievement day” 
display was held by the Crosby County 
Home Demonstration Club. The Verett 
home was chosen as the display project 
and over 100 people attended. The 
Veretts had spent more than $800 in 
painting and repairing their home, 
making such alterations themselves and 
always keeping efficiency and conven- 
ience in mind. Mrs. Verett said the 
laundry study had made her realize 
how much labor and time she wasted 
on her household tasks. 

During the first phase of the laun- 


The Complete FARM 


4 





— 





BEFORE: Mrs. Verett, without the benefit of electricity 
had to work hard to get her heated water. 











Ironing was no cinch when a big wash had to be done by 
hand, in addition to other chores. 
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dry study Mrs. Verett did the laundry 
12 times in the 13 weeks period, wash- 
ing 461 pounds of clothes, weighing 
932 pounds when wet. These wet 
clothes were taken to the clothes line, 
requiring more than 5 miles of walk- 
ing. To bring these clothes into the 
house when dry required more than 
4% miles of walking. 

After electricity was installed the 
Verett family was given all of the 
equipment, including an automatic 
washer and dryer. Mrs. Verett did the 
laundry 13 times, washing 422% 
pounds of clothes in the automatic 
washer. They were placed in the dryer 
and all of the labor and time involved 
in walking to the clothes line were 
entirely eliminated. It even reads 
easier ! 

In the first phase 682 gallons of un- 
heated water were used, and 188 gal- 
lons of heated water. She carried this 
heated water 2,208 feet. The family 
had a windmill and Mrs. Verett at- 
tached a hose to a spigot in the yard, 
thus eliminating any carrying of un- 
heated water. 
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Mrs. Verett uses as much hot water as 
she should, washing becomes easier. 


7 AFTER: installation of appliances, 


After the installation of the water 
system and the automatic water heater, 
Mrs. Verett used 744 gallons of un- 
heated water and 992 gallons of heated 
water. 


More Hot Water Needed 


Bearing in mind that Mrs. Verett 
did 38% pounds less clothes in the 
second phase, it is important to note 
that she used 804 gallons more of 
heated water. That is almost as much 
water as she used for her entire laun- 
dry in the first phase. These studies 
have proved that the farm wife does 
not use enough water, especially hot 
water, to get her clothes clean. 

The amount of walking done during 
each of the 13 weeks studies was care- 
fully recorded and Mrs. Verett wore a 
pedometer while performing her laun- 
dry duties. When the first phase was 
over she found she had walked more 
than 26 miles, spending more than 47 
hours doing it! When she had her 
electrical equipment she had walked 
6.3 miles in the second 13 weeks period 
and she had spent 9 hours doing it. A 
saving of more than 38 hours in time 
and 20 miles in walking. 

Not a little of this great saving in 
time and steps can be attributed to the 
dryer. Considering a single day in the 
study, Mrs. Verett washed 3114 pounds 
of clothes, walked a total of 6,600 feet, 
and spent 3 hours and 15 minutes on 
the task. In the second phase, doing 
exactly the same amount of laundry, 
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With an ironer, she no longer spends 
those long hours on her feet and doesn't 
have to force that smile. 


she walked 660 feet and spent 44 min- 
utes on the task. 

Careful records were also kept on 
the ironing operation. Mrs. Verett 
ironed 12 times in the “before” phase 
and ironed 21714 pounds of clothes. 
She spent 53 hours a week on the task 
and walked 7.8 miles in doing it—a 
lot of walking. 

In the “after” phase she did her 
ironing 13 times and ironed 182% 
pounds of clothes. She spent 2234 
hours on the task and walked .7 miles 
in doing it. This is a saving over the 
old method of 30% hours in time and 
64% miles in distance walked. 


More Rest 


Not only in time and walking dis- 
tance saved, however, was the elec- 
trical equipment of benefit to Mrs. 
Verett. In the first phase she stood the 
entire 53 hours. In the second phase 
she sat down 944 hours in using her 
rotary ironer. She used her automatic 
hand iron for the remaining 13% 
hours. 

To compare a single day in each of 
the studies, before use of the electrical 
equipment Mrs. Verett ironed 164% 
pounds of clothes, walked 3,300 feet, 
spent 534 hours on the task, and stood 
up all of the time. In the second phase 
she ironed the same weight of clothes, 
walked 310 feet, and spent 1 hour and 
36 minutes on the task. She stood up 
56 minutes of this time and sat down 
the remaining 40 minutes. 
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COMPARATIVE HOME LAUNDRY DATA — 
BEFORE AND AFTER ELECTRIFICATION 


Average 
WASHING Difference per 
washing 
No. washings in 13 weeks’ period: 
Before..... 12 
After 5 Ea a cee ncalraiay ee aaa 1 more 
Clothes washed (dry wt.): 
Before..... EEE ERGOT MOTTE RECT Tere 38.4 Ibs 
ee PL iis capacentanes DOE es: Weihc. <cvees 32.5 Ibs 
Clothes washed (wet wt.): 
ee Ss tadiwewa tie dinadweteReeeeounn 77.7 Ibs. 
Pia das <x, a in 656-06 0be Nears ATh Ibs. less......... 68 Ibs. 
Unheated water used: 
Before..... ee re ony Ter 56.8 gals. 
Affer...... 744 gals. (2.8 tons)....... 62 gals more. ....... 57.2 gals, 
Distance unheated water carried: 
Before..... 480 ft.(*) 
Pe ces xed eos ics ernewen 480 ft. less 
Heated water used: 
Before..... ee er ee rer ree 15.6 gals, 
ae 992 gals. (3.9 tons)....... 804 gals. more....:.. 76 gals. 
Distance heated water carried: 
Before..... OO oe PE ras hv fie dnereia nes daeeen 184 ft. 
ARe@...... ee eee Eee 2,208 ft. less........ 0 €o*) 
Distance walked to clothes line: 
Before..... eae re 2,228 ft 
Affer...... Diwtiis asd wnt paseans ted 5.06 miles less....... 0 (99%) 
Distance walked to bring in clothes: 
Before..... ES ee reer eer re 1,973 ft. 
After...... Oe cg Sion Meee ae Rea oo 4.54 miles less....... 0 (#99) 
Distance walked during washing operation (13 weeks period): 
Before..... SS 00a Oe cise eacsecccesasecewiwe 4,383 ft. 
re 8,080 ft. (1.53 miles).... 8.47 miles less....... 621 ft. 
Time spent on washing operation: 
Before..... BE FE ike tera. accords acai p eoetaceioce weed 3 hrs. 56 
1 mins. 
pe 8 hrs, 58 mins........... 38 hrs. 14 mins. less.. 3 hrs. 46 
7 mins 
i Average 
IRONING per 
ironing 


No. times ironed in 13 weeks’ period: 


Before..... 12 
After A Leere epaee tenets Sent ia pera 1 more 
Clothes ironed: 
ee... Pcs stan anebear oc cres ease Rrtesmans 18.1 Ibs. 
ee ene = eee 14 Ibs. 
Distance walked during ironing operation: 
See” ee ree rer 3,181 ft. 
Po ae 3,983 ft. ( .75 miles).... 6.45 miles less....... 306 ft. 
Time spent on ironing operation: ; 
Before..... ee 5 cw Vara nln ck peermedia 4 hrs, 35 mins, 
Affer...... 28 tk, OO Ws se 30 hrs. 24 mins. less. .1 hr. 46 mins, 
In doing ironing: 
Before, stood up...... 53 hrs. 10 mins 
Before, sat down...... None 
After, stood up....... 13 hrs. 25 mins. 
After, sat down....... 9 hrs. 26 mins. 
Pedometer reading at end of washing operation: 
RI DE a 97,185 ft. 
BE axcceeaseerkiake 29,720 ft. 
Pedometer reading at end of ironing operation: 
eee eae ee 40,590 ft 
Peed vencgenevnrs 3,993 ft 


First study begun—August 2, 1945 Second study begun—September 23, 1946 





(*) Had a windmill and attached hose to spigot in yard. This distance for turning water 
on and off. 
(**) Automatic hot water heater installed. 
(***) Electric dryer installed. 
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NE angle of the television busi- 
ness has a lot of dealers up 


in the air. They want to know 
the best way to display and demonstrate 
these sets. 

While I’ve been out combing the ter- 
ritory within 30 or so miles of New 
York where television signal strength 
is good, lots of the dealers broached 
this television subject to me themselves, 
bringing up such questions as the fol- 
lowing: 

Can television sets successfully be 
demonstrated and sold on the open 
floor? (Plenty of these dealers are up 
against a terrific floor space problem.) 
If the open floor is not suitable, will a 
wide bay, perhaps formed by a low 
partition or two in a corner of the 
floor, make a satisfactory demonstra- 
tion station? Or is an alcove, afford- 
ing more privacy, about the simplest 
workable layout for the dealer who in 
the long run is gunning for hig volume 
in television? 


More Questions 


If a separate room is needed, what 
size and shape should it be? Just large 
enough for one family, with two to four 
seats, or a regular auditorium which 
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will seat 20 to 40 or more persons 
at one time? And how furnished? 
Like a living room? Or in a modernis- 
tic, theater, or lounge style? How 
about lighting controls? Should sev- 
eral or many different models of tele- 
vision sets be set up for simultaneous 
demonstration in the same room? Or 
separate rooms for the various models? 
That also involves another problem 
because these dealers don’t want to go 
to the expense of installing a number 
of television antennas if they can get 
by with one or two.) And should 
large radio-and-player combinations be 
displayed in the television room? 

All told, during the past couple of 
weeks, more than 50 dealers com- 
mented to me on this general subject 
—and they covered a lot of ground. 
Some of them feel that the television 
manufacturers haven’t been any too 
forward with detailed layout plans such 
as the major appliance manufacturers 
have made available to them. Conse- 
quently, the boys out on the retail 
firing line, handling a brand new 
product which most people in the in- 
dustry believe requires special display, 
demonstration and sales treatment, 
have been strictly on their own. m 


A few of them, mostly among those 
who had some experience with tele- 
vision on a smal] scale in pre-war, 
already have spent big money fixing up 
ultra-special settings in which to dem- 
onstrate these sets. Also, perhaps sur- 
prisingly, some newcomers in the tele- 
vision field have invested even fatter 
wads of important dough in elaborate 
showrooms. But meanwhile—lots of 
dealers are marking time until they can 
collect more dope on this subject. They 
are sliding along on the least-possible 
investment in display and demonstra- 
tion facilities until such time as they 
can put up their money for this pur- 
pose with more assurance than they 
now have that they will be making the 
right move. To show you what I mean 
I have taken several photos of dif- 
ferent types of television sales arrange- 
ments, with brief comments on them. 


Flexible Set-Up 


For a dealer in a small outlet, Vern 
Wintermute (V. M. Wintermute 
Radio Service in Plainfield, N. J.) 
has about the most compact and 
flexible set-up I have seen. He sold 
television in pre-war and promoted it 
strongly all during the war. The first 





MARCH I, 





arted 


How dealers 
are getting set up 
to display and 
demonstrate tele- 
vision in the New 


York surburban 
area. 


and second of these three rooms, which 
are all banked together, are each 8 by 
10 feet. The third, with the big set 
in it, is 9 by 10 feet. This third room 
actually is built in permanently. Origi- 
nally it was intended to wrap up the 
whole television department in this 
one place, but when Vern saw those 
big sets coming along he knew he 
would need far more floor space. So 
he then added, on the open floor, the 
other two rooms formed by the low 
dividers, curtains, pull drapes, and 
columns. 

Any one of the three can be cur- 
tained off for privacy—which Vern 
swears is absolutely essential. Other- 
wise too darn many people always are 
butting in and hanging over his neck, 
watching the program, when he is 
getting around to closing a sale. Then 
it’s too late to chase them. The cur- 
tains, however, keep this annoying 
situation in complete check, he says. 

Another advantage is that when he 
demonstrates a large set with a big 
tube in the third room, his prospects 
can sit in the middle room, thus getting 
the proper distance from the set for 
best viewing of the program. You will 
notice that there is no low divider be- 
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Wintermute's demonstration layout is a highly flexible arrangement, The low 
divider, curtains and drapes assure complete privacy, whenever desired, in any 
one of the three units without affecting open program demonstrations in the 
others. This view was made from entrance into store. 





For a single room set-up, this one at the Good Housekeeping Shop fills the 
bill perfectly, according to Paul Joy, by taking all television demonstrations off 


Looking straight down the line, across the low divider between the first ggnd 
second units, into the third room in which this dealer displays and demonstrates 
the larger models. 








J. H. Kelly Co. temporarily uses a large balcony overlooking sales floor for 
television demonstrations pending construction of an auditorium, 15 by 30, 








the main sales floor. The room is 10 by |9 feet. 


furnished in lounge style. 








tween the second and third rooms, as 
there is between the first two. When 
his prospects get down to making a 
definite decision as to which one of 
the several models in this line they 
want, he eases them back into the 
third room and, if other people come 
into the store, he then closes it off. 
The newcomers, meanwhile, can view 
programs on the other two sets out- 
side. 


Don't Like Interruptions 


When people once sit down to look 
at a television demonstration it takes 
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a three-alarm fire next door to budge 
them before the program is over. You 
can’t sell them in the middle of a pro- 
gram because they become too absorbed 
in it. Therefore if a couple of people 
casually drop in and happen to be 
looking at a program on one of the 
big sets, for instance, when a hot 
prospect comes in by definite appoint- 
ment to see that same model, Vern 
can always gracefully swing the first 
couple over to one of the other rooms, 
leaving it open, while he brings the 
known prospect into the third room, 
curtaining it off for complete privacy. 


1947 


When he runs an open show, which 
he does one night each week, backed 
by good advertiging, the crowds mill 
around to suit themselves and watch 
the program on whichever set they 
care to. Vern then merely circulates 
around getting names of those who 
appear to be fair prospects. 

In other words, his arrangement has 
all the benefits of open-floor display 
and demonstration without any of the 
drawbacks. Note, for example, the 
two wide entrances into the first room 
in the row. At the same time this 
set-up has most of the advantages of 


a closed room, but again without the 
drawbacks. From the store window 
you can see clear to the rear of the 
floor. 


Lighting Important 


There are a couple of comfortable 
chairs in each room. The lighting in 
the first two is indirect, for general 
illumination, with ceiling spots for 
use when wanted. The 200-watt ceil- 
ing light in the other room is a flush, 
square fixture with ground-flass face. 
This is controlled from zero to full 

(Continued on page 222) 
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treamlined | 


Wholesaling 20,000 phonograph records a day, 
serving 380 dealers, 150 coin operators, requires 
a system. The Leo J. Meyberg Co., San Francisco, 
has built a streamlined operation that helps them, 


helps their retailers 


By HOWARD EMERSON 


T’S an ill wind, etc., say more 
I than 380 northern California 
phonograph record retailers, re- 
calling the September, 1945, fire that 
swept the offices and warehouse of 
their RCA-Victor distributor, the Leo 
J. Meyberg Company, San Francisco. 
From the ashes of one of the oldest, 
largest, best known appliance, records, 
electronic wholesaling houses, the 
dealers saw arise a streamlined record 
distributing organization as modern 
as a newcomer, as practical as its 35 
years warrants, equipped to serve its 
disc peddling dealers with efficiency 
unsurpassed if equalled elsewhere. 
Dealers had to wait, if not patiently, 
but eventually they had just about 
everything they could wish from a 
record distributor — a_ straight-line 
handling of records that speeded their 
orders at low cost, a self-service selec- 
tion department for visiting dealers, 
an up-to-date billing system, ete.— 
ideas attuned to the needs of mass- 
distributing records tomorrow, to the 
problems of distributing by allocation 
today. 
Into the decision to reorganize the 


Leo J. Meyberg Company went serious 
thought, the results of many confer- 


ences. Hardly had the smoke died 
down on Tenth Street when the smoke 
began to gather in the conference 
rooms. Two choices faced such men 
as “Al” Meyer, W. J. Lancaster, Al- 
lan Pontius, the Meyberg chiefs of 
staff, and other company officials—to 
patch up the premises in a hurry, get 
the old organization functioning as be- 
fore, with the least cost, least time,. 
least effort—or to consider the fire a 
breaking point with the past, a chance 
to clear away the organizational cob- 
webs that are likely to accumulate 
even in a very successful concern dur- 
ing the 15 years in which record sales 
doubled, then tripled, then continued 
to increase. They chose to streamline 
by applying their fifteen years experi- 
ence as distributors for Victor toward 
development of an organization that 
would function best in the future rec- 
ord market as they estimated it. 

Into the reorganization went several 
ideas—to streamline record receiving, 
handling, shipping and billing, so that 
costs would be at a minimum when un- 
limited production would increase 
greatly the volume of records handled 
and when the coming buyer’s market 
would require that the distributor- 
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Record Dastribution 


dealer handling cost be low enough to 
leave a good profit for both parties. 
At the same time, the reorganization 
had to provide a temporary basis of 
operation that would allow equable but 
efficient allocation during today’s short- 


ages. 
& ° 


Straight Down The Line 


But one of the many physical aspects 
of Meyberg’s new system of operation 
is the adaptation of straight line flow 
of goods from receiving door to ship- 
ping door with a minimum of handling. 

Cartons of records roll in from de- 
livery trucks on a steel-roller ramp 
which runs the full length of the stor- 
age room. The cartons can be taken 
off wherever they are to be stacked, 
without carrying. 

Next step in today’s operation is the 
physical allocation of these records. 
While the cartons are being opened by 


one man they are split up and allotted 
by another who marks on each the 
identification number of the dealer who 
will receive it. This number corres- 
ponds to the number on a large bin, 
one of 380 depositories which were 
constructed to handle allocations. 

Records for any one dealer are put 
in his bin along with those that were 
assigned to him yesterday, the day 
before, or anytime up to a week. 

On the. day that shipment is to be 
made to the area where that dealer is 
located, all records that have accumu- 
lated in his bin during the week move 
to the next department, shipping. They 
are wrapped, along with catalogs, 
stuffers, other promotional material 
which has been assigned to him, and 
shipped out that day. 

With the problems of ordering and 
allocation, Meyberg’s has streamlined 
by simplifying. 
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To each dealer, each week, goes a 
list of the “pops” that RCA-Victor has 
promised Meyberg’s. On this num- 
bered, column sheet, the retailer writes 
in the quantity of each selection that 
he would like to receive. Returned to 
Meyberg’s, the lists are totalled by 
selections, compared to the quantity 
expected from Victor. 

Where demand exceeds supply, each 
dealer’s order is pared to conform with 
an allocation ‘plan. The sheet then 
goes to the location where the cartons 
are opened and the records allocated 
then stored in the dealers’ bins. 

This arrangement has been devised 
so that, when records start flowing in 
sufficient quantities to handle all orders, 
the function of allocation, and the re- 
sulting accumulation for shipment, can 
be dropped without requiring any 
changes in the straight line flow of 
goods. .The method of ordering will 





allocation 
dropped, the dealer’s order will be 
filled from stock, wrapped and shipped 


be the same, but with 


immediately. The storage bins no 
longer will be needed. 


Self Service 


Outstanding feature for long-range 
distribution of records is Meyberg’s 
“cafeteria”—a self-service department 
where the visiting dealer can browse 
through stocks of records, order selec- 
tions, get sales inspirations. 

Used today as a depository for the 
very few records left over from a ship- 
ment, plus a few records which were 
sent to Meyberg in a quantity to few 
to allocate, the cafeteria is designed 
as the highlight of Meyberg’s future 
operation. 

Advantages, say department man- 
ager R. M. Bird, are: 

(Continued on page 227) 
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HE lot of most major appliance 

buyers in department stores is 

to take the store as they find it. 

With Rollman’s department store, Cin- 
cinnati, the case has been different. 

The Powers That Be have consulted 
Buyer Moses J. Loeb as to what kind 
of department he thought he could best 
do business in. And in asking, they 
took the rubber band off the cor- 
poration’s bankroll. The result has 
been a space that probably is the most 
beautiful in the store, and an expres- 
sion of the philosophy that Mr. Loeb 
thinks is going to bring in a lot of 
business to this enlarged department 

“The trouble with department stores 
in the past has been,” said Mr. Loeb, 
“they spread their shots. The store 
carried too many lines and had too 
thin a coverage. The fact that we are 
100 percent Frigidaire indjcates the 
change in Rollman thinking.” 

Department stores in the past have 
been worried when the prices in their 
advertising were undercut by inde- 
pendent, outlying dealers. They had 
relied on price alone to do the selling. 
The trouble really lay in the fact that 
department stores had not subscribed 
to enough training for their salesmen. 
With its advantages, and salesmen 
who could get in there and pitch, it 
should have been enough to offset the 
undercut. 

“The department store makes a mis- 
take when it thinks its name has pres- 
tige enough to sell a major appliance,” 
declares Mr. Loeb. “People may like 
a department store for its advantages, 
and its atmosphere and its personality, 
but they have a definite brand in mind 
when they come to choosing appliances. 
People like to buy from the little man, 





THESE OPEN LISTENING BOOTHS are for the quick turnover, 
popular records. Classical records have separate listening space 
which is enclosed. 
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One Department Store's 





DISPLAY 


IDEAS 


Rollman's, Cincinnati, 
streamlined their appliance 
and radio setup, came out 
with some original angles, 
not the least of which was 
more cooperation with the 
appliance manager. 


naturally. The advantages of a de- 
partment store, properly stressed, can 
help to overcome this tendency. 

The department store thinking in 
the past has been along cloak and suit 
lines. There has been too great a ten- 
dency to get something on which the 
store could cut the price. This led 
up naturally to stores buying specials. 
Mr. Loeb feels that a department store 
can easily “special” too much. It is 
like the boy hollering, “Wolf, wolf, 
wolf!” The time comes when the pub- 
lic doesn’t believe it. Again, some- 
thing that has hurt the major appli- 
ance department in the department 








M. J. LOEB, major appliance buyer, Rollman's, is 
a Cincinnati boy, but used to work in Omaha. 


store, according to Mr. Loeb, is the 
lack of cooperation given a major ap- 
pliance manager. With a number of 
authorities in the store, the tendency is 
to cancel out and accomplish nothing. 
Too many windows and the like have 
been thrown out by management be- 
cause it was interested in something 
else. 

When Mr. Loeb—who is well known 
in Omaha, although he is a Cincinnati 
boy—stepped into his job, one of the 
things he worked out for the major 
appliance salesmen was a combination 
salary and commission basis of com- 
pensation. Novelty of his plan is the 








ONE OF THE ABC WASHERS on display has a cover on it; 
why let the customer go to housewares for such a thing, or forget 
she needs one? 
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fact that the commission is paid on 
each item sold. 

Realizing that activities are always 
good for a major appliance depart- 
ment, Rollman’s plans to have many 
small cooking schools, demonstrating 
both electricity and gas. While the 
major appliance department is on the 
7th floor, occupying a space of about 
200x200-ft., the Rollman auditorium 
is on the second floor. Here one can 
run a small cooking school for approxi- 
mately 30 women. 

Records are also on the 7th and the 
department is in a quiet, peaceful loca- 
tion. Special rooms have been con- 
structed for demonstration of top model 
radios, and also for listening to classi- 
cal records. Listening booths are pro- 
vided for fast turnover records and 
there is a handy record bar for people 
who don’t want to listen at all. 

Table model radios are sold over a 
counter. Elaborate record changers 
get a more formal presentation 
Brands on hand when your reporter 
called were Philco, Stromberg-Carl- 
son, RCA-Victor, Zenith and a num- 
ber of lesser brands. Capitol, Colum 
bia, Decca and RCA-Victor records 
were displayed. 

The setting of the floor is modernis- 
tic, with carrugated wood and plywood 
employed as backgrounds, tinted gray 
and in pastel colors. Although pianos 
do not come in the major appliance 
department, the display is right off 
the floor, with a front of marble lino- 
leum. 

On the floor, when ELEcTRICAL 
MERCHANDISING called, were sales- 
men Hal Nolting, Lou Fletcher, Clar- 
ence Ruhl, Edith Kragmyle, Charlie 
Kalb, Charles Groene, Billy Waters- 
worth and Maxine Simmons and 
Louise Tuttle in records. 
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THIS LITTLE CABINET beside a sink is @ great little storehouse for sales litera- 


UNIQUE FEATURE of Rollman's, partitions and windows set at an angle, is shown 
ture and other needed material. 


here. The effect gained is striking. 











YOUNGSTOWN KITCHENS are against the wall, with space for chairs in front of 


EACH BRAND of washer has its own little alcove for most advantageous display. 
it. Note the striped soffit above. 




















VACUUM CLEANER displays are placed in one of the store's preferred spots, 


HERE'S THE TABLE RADIO DEPARTMENT. Note the “hurdles” that set the de- 
where the traffic passes. It is hard for the passerby to ignore them. 


partment apart from large radios. 
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Eli Steinberg, who is celebrating his 25th 


year as a radio merchant in Cincinnati. 


UST as Sophie Tucker has been 
billed as the “last of the red hot 
“"" mamas,” so Eli Steinberg of Cin- 
cinnati may be properly called the last 
or one of the last, of the exclusive radio 
dealers. 

Out of the host of retail stores that 
sold radio and nothing else back in the 
1923-1930 days, Steinberg’s was a 
survivor in the Middle West at the time 
World War II started. Others had 
diversified but Eli clung to his original 
love. 

The opinion of a veteran who has 
been selling radio at retail for 25 years 
should be a valuable guide to: radio 
departments, and his method of opera- 
tion well worth studying. 

It was back in 1921 that Eli Stein- 
berg gave up the idea of being a fiddle 
player. He liked music and thought 
that a phonograph agency would be 
a good thing for him. A venture with 
a partner didn’t work out, so he struck 
out alone. Radio came along, he still 
liked music and went overboard with 
the new toy. The name of Steinberg 
has been synonymous with radio in 
Cincinnati ever since. What Steinway 
meant to pianos, Steinberg meant to 
radio. In fact, the slogan is, “Radio 
is our business—not a sideline.” 

In the early days of radio everybody 
made money. It was a craze, a fad, 
and something new was coming along 
every minute. The nub of the Stein- 


Loudspeakers over the door at 633, give 
the public a free sample of recorded 
music as they pass by. 
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if Pays 
To Cultivate 


The parts department, under Jules Burnett, is one of the things 
People go where experts go. 


that attract trade. 


berg story is that Eli took his bumps 
in the early 1930’s like anyone else 
but since he knew the fundamentals 
of the business, he carried on by adapt- 
ing himself to the times. During the 
war Steinberg kept up his repair de- 
partment. Many times Eli Steinberg 
went out shopping, calling at other 
stores and buying tubes at retail for 
his customers. The point was he didn’t 


RADIO 


The public follows the expert amateurs, Eli Steinberg of Cincinnati declares .. . 
so he made his store a radio headquarters 





























fall down on those customers and the 
store held its reputation for repair 
work, 

In his buying, he goes after features. 
Looking in the newspapers he saw the 
wire recorder advertised by a depart- 
ment store in the east. Boldly calling 
up New York he asked for the name 
of the manufacturer and ran up to see 
him in Chicago. He convinced him 


ORR EN Ee 
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Store is headquarters for supplies for professional sound men, too. 
They know Steinberg's has what they need. 


his store was the logical outlet for such 
a feature. Time has proved him right. 
Steinberg’s has sold recorders to doc- 
tors for taking down interviews with 
patients. He has sold them to lawyers 
for putting down customer’s stories 
which can later be typed up. He has 
sold them to men in Cincinnati who 
make a business of recording wedding 
services and then transfer them on 











MERCHANDISING 











such 
right. 
. doc- 
with 
wyers 
tories 
e has 
| who 
dding 
m on 








“HAMS” 


By TOM F. BLACKBURN 


platters for the benefit of the family 
concerned. He sold them to detective 
agencies for use in gathering testimony. 

When the high priced Scott radio 
went on the market Mr. Steinberg 
made another trip to the manufacturer 
and got the franchise, 

He likes features in merchandise but 
also has his dislikes. They are: 


1. The way radio merchandise com- 
ing through is often without parts, 
poor cabinets, even short of tubes. 

2. The way manufacturers are fav- 
oring special markets. 


The Public Follows the "Hams" 


The Steinberg technique in selling 
is as plain as a pikestaff. He knows 
perfectly well that the Cincinnati de- 
partment stores with their one-half 
of 1 percent per month interest can get 
a lot of business. On the other hand, 
he knows that people like to go to 
headquarters where they can get advice 
from experts, can get what they want 
in a minimum of time. 

Eli Steinberg realizes that the radio 
ham has a tremendous influence on the 
buying public. If the hams trade at 
Steinberg’s, they act like bellwethers 
to the trade. For that reason he has 
a complete parts shop down in his 
basement and always keeps displays of 
parts in his windows to attract the 
real radio enthusiast. 

“It isn’t generally appreciated that 
the higher up a man is in the social or 
business brackets, the less time he has,” 


said Mr. Steinberg. “Consequently, 
he likes to go direct to headquarters 
because he feels he is getting expert 
advice and direction.” Steinberg has 
sold many members of the most prom- 
inent families in greater Cincinnati. 


Salesmen Able to "Fix" Radios 


The second line of policy is that of 
hiring salesmen who know radio well. 
Possibly there isn’t a salesman in the 
firm who can’t repair a radio if he 
has to. When they know it this well, 
they are able to point out the advant- 
ages of each set to customers. 

All Steinberg sales are made on the 
floor. The salesmen do not go out on 
home calls. They work on a commis- 
sion plus salary. The store has a record 
department operated by girls. Mr. 
Steinberg feels that records are like 
books, and while the titles may change 
they will never fall off in public in- 
terest. 

Steinberg salesmen do better for 
their pocketbooks than most radio men. 
He figures it is his own personal job 
to bring the customers in and let his 
men sell them. So, the firm does a 
great deal of advertising to lure trade 
to his location at 633 Walnut Street. 
Eli Steinberg subscribes to papers from 
sixteen cities. He gets them from all 
the big eastern centers, from Chicago 
and from even far away San Francisco 
Daily he goes over these sheets and 
clips everything pertaining to radio 
promotion. It is sorted and filed in 


SOME STEINBERG IDEAS 


op) salesmen know enough about radio to 


repair them. 


* 


Whe takes 1 16 out of town newspapers to follow 


5 He is a5 ‘uns ote in ‘merchandise. 


Hew hunts. for merchandise —even. nade bsoghi 


c vobes, at retail. 


He e Lo credit sheksshi= teh requires it 
more than other appliances. 


drawers under such heads as combina- 
tions, table sets, etc. He gets two 
things out of this procedure. One, a 
knowledge of what is being promoted 
and how. Second, advertising ideas. 

Because radio appeals to many 
economic levels of the country, passing 
on credit and selling is a much more 
ticklish job'than other appliances. With 
a refrigerator it is usually bought by 
a man who has signed a lease for an 
apartment at least. This indicates some 
stability back of him. With radio, 
all classes like it. 


Passing on Credit 


“In passing on credit, a proper in- 
terpretation of the report is important,” 
says Mr. Steinberg. “For example, I 
have here a report on a man who has 
just made a payment of $34 down on 
a radio. However, he has been sued 
on both grocery bills and on rent. In 
every case he has lost. That means 
he is bad, and we are giving back 
his money.” 
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One of the reasons that Steinberg’s 
feels it has had better luck than most 
firms from collections is that the store 
management is never greedy for busi- 
ness and tries not to take a chance. It 
subscribes to Dun and Bradstreet, and 
keeps the names of all customers. The 
customer has to have some good things 
in his favor before a set is allowed 
to go out to his home. A reclaimed re- 
frigerator is often returned in almost 
new condition. But this isn’t always 
the case with radio, where the cabinet 
may be damaged. 

In layout Steinberg’s has space of 
about 60 ft. by 150. The store is split 
in two stores, with an archway be- 
tween. The south store contains small 
radios, records and smaller items. 

North are rooms for display of 
larger models, washers, refrigerators 
and other major appliances which the 
store now carries. In the basement is 
a very complete line of amateur sup- 
plies, intercommunication systems, pub- 
lic address layouts, etc. 

In his buying, Eli Steinberg likes 
to play the field. He does not wish 
to tie up to any one particular line. 
He desires to give his public a choice. 
He belongs to a group of merchants 
with headquarters at Dayton, Cleve- 
land, Detroit and Chicago, which com- 
pare notes on how things are going and 
interchange information. 

Although Eli Steinberg has grand- 
children, he doesn’t have much time 
to spend with them, preferring to be 
down at the store where he even works 
some Sundays. 

Little known is the personal side of 
the man, by people who come in busi- 
ness contact with him. There’s a story 
told of how Ross Siragusa of Admiral 
Radio, Eli Steinberg and several others 
had dinner in some restaurant under a 
bridge. With Ross Siragusa at the 
piano, and Eli Steinberg at the violin 
these gentlemen who make their money 
on radio spent an evening doing, of 
all things—playing music! 


Popular priced radios and records are 
sold in one side of the store. 
models are demonstrated elsewhere. 


Larger 
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The time is come, says Paul Schafer, 
when installment selling must be resumed 
on @ big scale. 


N a recent release from the UV, S. 
I Bureau of Agricultural Economics 

it was revealed that 27 per- 
cent of the population (income $1,200- 
$2,000) had total liquid assets of only 
$230 per family, or yearly savings of 
$70. 

Thirty percent of America’s families 
have no savings at all. All told, 70 
percent of the nation’s families have 
darned little money with which to make 
a big down payment. 

Yet the Federal Reserve Bank which 
administers Regulation W still elects 
to put the bite on buyers of major 
household appliances, radios, phono- 
graphs, sewing machines and furniture. 
The customer must pony up with 33% 
percent for all articles other than fur- 
niture, which is in the 20 percent cate- 
gory. A uniform maximum maturity 
of 15 months is established for all new 
installment credits, whether they arise 
from sales or loans. 

Any one who has been waiting on 
trade during the final weeks of 1946 
has seen how strikes, high prices and 
layoffs have put people out of work and 
eaten into their capital. 

Regulation W was fathered during 
the war to check inflation by virtue of 
a directive from the President. At the 
present moment when buying is slump- 
ing and appliances are coming on the 
market in ever increasing numbers, it 
is seen by the trade as merely the ex- 
pression of a whim by bureaucrats who 
are trying to feather themselves a job, 
as happened with the OPA. 

“Regulation W should be thrown out 
the window,” declares Paul Schafer of 
the Benson Music Shop, 5224 W. Chi- 
cago Ave., Chicago, who is considered 
an authority on installment selling by 
windy city retailers. 

“The time has come,” says Mr. 
Schafer, “when we are going to have 
to get in and sell appliances. With 
the steady drying up of loose cash, 
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Throw Out Regulation W 


Says 


Paul 


Schafer of Chicago's 


Shop .. Wartime cash frittered away, the 


appliance industry must now sell on easy 


terms, he declares. 


more and more cashing of E bonds, the 
public doesn’t have in its pocket the 
kind of money that permits one-third 
payments down on large units of sale.” 

At Benson’s, whose three stores are 
located on different corners in the same 
block, the Christmas holidays found 
everything on the floor available for 
immediate delivery with the exception 
of washers and refrigerators. You can 
buy your radio and take it home, you 
can purchase a vacuum cleaner or an 
co tboard motor and buy it on time just 
as in the old days. Mr. Schafer antici- 
pates that very shortly everything in 
the store will be available for immedi- 
ate delivery—but the customers won’t 
have the kind of cash that permits one- 
third payment down on larger units. 

Benson’s is located in Austin, in Chi- 
cago’s West Side, in the midst of the 
70 percent type of customer whose in- 
come runs around $3,000 or less. Mr. 
Schafer knows as well as anybody else 
of the shortage of savings that the 
U. S. Bureau of Economics has been 
talking of. He has met it face to face, 
even though most of the people of this 
neighborhood were employed in war 
industries during the war and sup- 
posedly made big money. 





People don't have the kind of money to make down payments 
of one-third on big units. 


It is not appreciated by the Federal 
Reserve Bank that electrical appliances 
play a peculiar role in family eco- 
nomics. In a period of pinch, such as 
1946 rising prices put on the average 
family, the use of appliances helps the 
family to spread its income farther, and 
to hold up the standard of living. 


Examples 


For example, before the war, the 
Electrical Testing Laboratories proved 
that a washer permits a family to do its 
laundry at a cost of around 3¢ a pound. 
Whereas, if the laundry was sent out 
to a commercial establishment the av- 
erage cost for the same service was 
around 10¢ a pound. This has gone 
up considerably since the war, but the 


ratio of savings for the family is the- 


same if it possesses a washer. A 
washer can pay for itself on almost any 
kind of installment terms through the 
great amount of savings it yields the 
family. An ironer is in the same cate- 
gory. 

With the refrigerator, which is in 
the health category, it has been esti- 
mated that a family can save around 
$1.50 a week on food losses. An elec- 
tric refrigerator checks spoilage and 
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throw-outs of bits of leftovers which 
become unappetizing under ice refrig- 
eration. 

Irons, vacuum cleaners, heaters and 
many other devices are in the labor 
saving or health province that makes 
them an asset to a family. 

Even with radio, not many people 
realize that its great success has been 
through its ability to supply a family 
with cheap entertainment. Take father, 
mother and a couple of kids to the 
movies and it coats a dollar or more. 
Radio will entertain a family all eve- 
ning for 1¢. Therefore, radio pays off 
in spreading the family income, and 
has been particularly a godsend during 
the recent jump in the cost of living. 
For entertainment as well as meat 
from the butcher shop must be paid for 
out of the old man’s pocketbook. 

Because Regulation W stems from 
the President’s war powers, which are 
likely to be chopped off by the incom- 
ing Republican Congress, its life is ex- 
pected to be decently short. 


A Credit Report on Every Customer 


Nevertheless, all over the country 
dealers like Paul Schafer of the Ben- 
son Music Shop are girding their loins 
to go back to installment selling. 

Because of the success of the Benson 
Music Company, its methods of opera- 
tion and history may form an interest- 
ing footnote for this story. The Ben- 
son Music House was founded in 1914 
for the purpose of selling pianos and 
was located at the beginning at its 

(Continued on page 118) 











Even small appliances move much better if payments can be 
spaced over several months. 
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They MODERNIZE 





The complete electric 
modernizing of rural homes 
is the sales objective of 
E. J. McCollum and his son 
Harold, who own the Mo- 
dern Equipment Company, 
Great Falls, Montana. 


Long range planning by E. J. and Harold Mc- 
Collum of Great Falls, Montana, has devel- 
oped their 13-year old appliance business to 
serve the complete farm electrical market. 


é¢ ODERNIZE Your Farm 
M Home” is the slogan for 
the Modern Equipment 

Company, appliance and _ electrical 


dealers in Great Falls, Montana. But 
it serves as more than a motto to the 
owners, E. J. McCollum and his son 
Harold—it is the basic merchandising 
plan around which they have organized 
their business operation, a plan which 
is working to the extent of a $100,000 
gross volume in 1946. 

The McCollums look at every farm 
and ranch home in the wide, northern 
Montana plain as potentially a com- 
pletely electrified home and business. 
They have set out to provide each of 
these rural homes with all the elec- 
trical and allied equipment that is 
necessary to bring them up to full 
electrification, whether it means add- 
ing a few appliances, a complete farm 
shop, or starting from scratch with a 
full electrification job. — 

In order to plan, prepare and carry 
out such a merchandising plan, the 
McCollums had to have a market, had 
to know that market thoroughly, had 
to develop their store to have the lines 
of goods and the services that would 
fit into this market, and then they had 
to know how to sell it. 

The market served by the Home 
Equipment Company has been grow- 
ing by leaps and bounds since the time 
since the store opened more than 13 
years ago. The first days of the store 
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coincided with the period when empha- 
sis was placed on rural electrification. 
In Montana the focal point of rural 
electrification has been this wide fertile 
plain in the northeast, the grain farm 
and cattle ranch country for which 
Great Falls is the trading center. With 
the Montana Power Company extend- 
ing its facilities north into this plain, 
and the REA projects working down 
from the north and west, more and 
more of these once remote farms and 
ranches have become prospects for 
complete electrification of the type 
the McCollums are set up to provide. 

In developing the Modern Equip- 
ment Company to serve this market, 
the McCollums had to know the needs 
of these rural dwellers and take on a 
variety of lines that would be needed 
to modernize any of the home and 
outbuildings. With the Hotpoint line 
of major appliances and complete 
kitchen equipment, well known lines of 
small appliances, several sizes and 
styles of electric water pumping sys- 
tems, welding equipment, farm shop 
equipment including motors, electric 
milking and cooling machines, water 
softeners, a department for the service 
and maintenance of all this equipment, 
plus facilities for house, barn, yard, 
shop wiring and lighting installations, 
trained men for plumbing, tile and 
cabinet work, the McCollums feel 
that they are fully equipped to handle 
any modernization job. 


1947 


Disarranged because of today's feast or famine supply, is the showroom of the Modern 


The Farm Home 





Equipment Company, with displays of appliances, water systems, milking machines, water 


softeners. Welders are in the window. 


As the Modern Equipment Com- 
pany’s sales plans were developed 
through the years, always to the fore- 
front came the emphasis on knowing 
the farmer’s needs. As natives of that 
area, the McCollums knew the local 
farming and ranching methods, knew 
where and how they differed from 
agriculture in other regions, knew 
just where electricity could become 
not only a work saver and convenience 
for the rural home, but where it could 
be applied as a flexible tool to increase 
the financial return of the ranch or 
farm as a business. 

They had to know the psychology of 
the rural market, had to understand the 
farmer’s emphasis on the utility and 
quality of appliances and farm elec- 
trical equipment, and his de-emphasis 
on appearance, gadgets, etc., when 
they added greatly to the cost or de- 
tracted from the utility value. The 
McCollums had to realize, and govern 
their selling methods on the fact that 
most farmers, psychologically, are 
from Missouri—they’ve got to be 
shown. 

In the selling policies of the Modern 
Equipment Company has been the idea 
of the complete electrical farm. The 
McCollums are anxious to make one 
sale to each farm home so they will 
have a wedge for expanding sales to 
this family, of finally getting that 
home completely equipped electrically. 
Before the war, as well as today, one 


of the best sales that they could make 
is the electric water pumping system. 
The reaction is bound to be so favor- 
able that it puts the McCollums in a 
favorable position to sell the balance 
of the family’s electrical needs. 


Preceded the High Lines 


Even before the extension of the 
highlines to much of the Montana 
plain, the McCollums were electrifying 
the rural homes. With a complete line 
of 32-volt and 110-volt wind-driven 
and gasoline-driven generating plants, 
the Modern Equipment Company 
brought the first electricity to hun- 
dreds of farms and ranches, and then 
sold the special appliances that could 
be used with these systems. 

As direct evidence of the close atten- 
tion the McCollums pay toward mar- 
ket possibilities is their handling of 
these farm generating plants when the 
high lines moved in with unlimited 
power for eath farm. The Modern 
Equipment Company - arranged for 
the resale of these power plants to 
other rural homes in sections so remote 
that there was little chance of the REA 
or the Montana Power Company put- 
ting in lines. They handled the re- 
moval and re-installation of these 
plants, obtaining for each job two 
customers, one for DC farm appli- 
ances, another in the farm that now 
had the high line with AC current. 

(Continued on page 226) 
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hold saws, scythes and harnesses. 






























W. B. Allen, second generation mem- 

ber of the firm of R. R. Allen and Son, 

finds time to direct the business of his 

store from an office in the rear of the 
shop. 












































In business for 80 years, 
R. R. Allen & Son, Suffolk, 
Va., find that washers 
and refrigerators have 
replaced harnesses and 
plows as the store's best 
sellers. 
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Electrical appliances make up 75 per coft of the sales 
of this firm which has been in business for 80 years. 
Smaller appliances are displayed on shelves which still 








passerby. 


Where harness and buggy whips used to hang in display, 
gleaming white electric washers now lure the eye of the 


One of the two large front show windows in 
the Allen store displays only refrigerators and washers. 


Just as his grandfather used to do, a farmer of the Suf. 

folk, Va., area tries out a grindstone turned by foot pedals, 

Most of the farmer's interest these days, however, is in 
the appliances he can buy to modernize his home. 


FARM IMPLEMENTS 





and Appliances 


Son has supplied the hardware 
and home appliance needs of the 
residents of Suffolk, Virginia. There 
was a time when harnesses and plows 
were the store’s best sellers—today, it 
is refrigerators and washing machines. 
Founded in 1866, during the recon- 
struction days which followed the Civil 
War, the firm has been in continuous 
operation since, and has been in the 
ownership of the same family. W. B. 
Allen, son of the founder, is the pres- 
ent owner. Eventually his son, R. R. 
Allen, a student at the University of 
Virginia now, will take over the busi- 
ness. 


F's: 80 years, R. R. Allen and 


Appliances Added in '28 


Many changes in merchandising 
technique have taken place in the four 
score years of the firm’s existence, 
Allen says, but only one major change 
has ever been made by the store. That 
was in 1928, when electrical appliances 
—mostly refrigerators—were added to 
the stock as a sideline. Before the 
war, the sale of appliances constituted 
75 per cent of the store’s business. 

Allen, who grew up in the business 
under his father’s watchful eye, is 
regarded as a leading merchant in the 
south Virginia city of 15,000. His 
firm serves a trading radius with a 
population of approximately 100,000. 
He has lived in Suffolk all his life and 
knows most of his customers well. 
During the 40 years in which Allen 


has been active in the business, he has 
seen many changes in the habits of the 
buying public. Particularly is this 
true in the electrical.appliance field. 


Farmers Buying for Cash 


“The biggest difference in buying 
now and as it used to be,” he says, “is 
that now, practically every sale made 
is for cash. The farmers in this area 
have more money than ever before and 
they’re buying appliances as fast as we 
can get them in.” 

Suffolk, he points out, is not far from 
Norfolk, Portsmouth and other big 
shipbuilding areas. The horde of 
migrant workers who descended upon 
these spots to help build the big ships 
needed by a nation at war, demanded 
housing in staggering proportions. 
They overflowed the cities, the 
suburbs, the surrounding small towns 
and finally, the rural areas. 

“Almost every farm house in this 
part of Virginia rented rooms to ship- 
yard and ammunition depot workers,” 
he says. “Hundreds of them lived as 
far away as 50 miles from their places 
of work. This brought about the big- 
gest buying spree the farmers ever 
had. They used the rent money 
instead of the egg money to fix up 
their homes and buy home equipment.” 


Washer Demand Heavy 


Allen says the farmers in his trad- 
ing area “will buy almost anything.” 
The demand is for washing machines 
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first, with refrigerators a close second. 
Like her big-town sister, the farm 
woman now does most of the buying, 
Allen says, marking another change 
in rural buying habits. As it used to 
be, Pa not only paid—he also did the 
selecting. 

The current supply shortage no 
doubt is responsible for the most obvi- 
ous change in merchandising as ob- 
served by Allen. 

“We used to have to send salesmen 
out to sell appliances,” he says. “It’s 
entirely different now. All we do is 
call people on the telephone and tell 
them it’s here. 

“Much of this is due to advertising 
and the fact that people just haven't 
been able to get things in the last few 
years. All magazines carry good ad- 
vertising and the advertising is wel! 
read. People know all about an appli- 
ance before they ever see one—you 
don’t even have to stress the featured 
points. 

Even during the depression years of 
the 1930’s, his firm got along very well, 
Allen recalls. When a customer was 
in the market for an appliance, he knew 
the Allen store had it if it was obtain- 
able. 

The store is housed in a large build- 
ing approximately 40 feet wide by 120 
feet long, on Suffolk’s main street. 
Half of the store is given over to 2 
storage and service department. There 
are twenty employees on the Allen 
payroll. 
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Down at Chapel 
Hill, N. C., T. A. Rose- 
mond is doing a thriving 
business catering to stu- 
dent veterans’ appliance 
needs 







t the Sut. Wi the nation’s educational 
ot pedals, institutions jamed to over- 
ver, is in flowing with youngsters intent 
home, upon beating their swords into text- 


books, the college town appliance 
dealer has found a new and valued 
*customer. 

Many veterans now registered at 
colleges and universities are married. 
Housing is the greatest problem they 
have faced. And hand in hand with 
the problem of housing is the question 
of comfortable living and the desire 
for household appliances. 


Chapel! Hill Typical 


Typical of this great mass back-to- 
college movement is the University of 
North Carolina at Chapel Hill, where 
more than 2,100 veterans are enrolled 
as compared with approximately 1,800 
other students. Chapel Hill is not a 
large city and its housing facilities 
are strained to capacity. Some young 
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T. A. Rosemond, who is known as "The 
Little Flower of Chapel Hill", finds a new 
and valued customer in the student veteran 
at the University of North Carolina. More 
than 2,100 veterans, most of them married, 
live on or near the college campus. 
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CLCvan 
s a Good Customer 


IS a 








Mrs. T. A. Rosemond, sole assistant to her husband in his elec- 
trical appliance business in Chapel Hill, is always ready to 
lend a sympathetic ear to the student veteran in his search for 
comfortable, time-saving household equipment. 


couples live in converted hospital 
wards, others live in makeshift dormi- 
tories, while still others crowd together 
three or four at a time in homes which 
normally house a single couple. 

But whatever place a veteran and 
his wife call home in Chapel Hill, 
there is usually a demand for hot 
plates, coffee makers, fans, lamps, 
toasters and other small appliances. 

“Business is booming here and our 
only trouble is trying to supply the 
demand,” says T. A. Rosemond, vet- 
eran appliance dealer. “We are finding 
that our best customers are among the 
returned veterans. Many of them do 
all their cooking on hot plates. They’d 
be lost without them.” 

As an example of the resourceful- 
ness by which some veterans are meet- 
ing the housing situation, Rosemond 
points to one of the college hospital 
wings, the wards of which are fully 
occupied by married students. Here, 
veterans and their wives study, work, 
eat and sleep in fairly comfortable 
style. Most of them cook their meals 
on two burner hot plates, listen to pro- 
grams on pint-sized radios, make coffee 
on electric coffee makers, read under 
small table lamps, and on chilly nights, 
warm themselves with electric heaters. 
All the comforts of home in one big 
room. 


t, Fee? 








shortages. 


The outlook for future sales in 
Chapel Hill is bright too, according to 
Rosemond’s_ calculations, A _ pre- 
fabricated housing program has been 
projected by local contractors and the. 
University itself has embarked on a 
building program which will add 150 
units to its present set-up. Every 
new couple who enters the city is a 
potential customer. 

Rosemond, who operates the shop 
with his wife, goes out of his way to 
woo the veteran trade. 

“T do it for sentimental reasons as 
well as business reasons,” he declared. 
“You see, we have a son in the Army 
ourselves. He’s in Germany at the 
present time and we just naturally feel 
kindly toward these youngsters.” 

One of the ways in which he gives 
free assistance to student veterans is 
by lending them old stoves. As soon 
as a used stove comes in, he immedi- 
ately lends it out to some young couple 
occupying one of the basements or 
extra rooms in houses near the college. 
He feels that this is a humanitarian 
gesture as well as a bid for future sales 
on new stoves. 

“The ex-Gl’s are very appreciative. 
Their attitude is one of gratefulness 
for anything you do for them and on 
my part, I’d rather have their apprecia- 
tion than their money,” he says. “We 





Small appliances are proving best sellers in college towns, 
where the enrollment of veterans has created critical housing 


Hot plates, coffee makers, fans, lamps, and heaters 
are in heavy demand by young couples living in makeshifts. 


have less complaint from them than 
from any other group. That’s why 
we'll go out of our way to help any 
of these veterans who are in poor 
shape for living conditions.” 

That such an attitude is appreciated, 
is evident. The small shop, measuring 
approximately 50 feet long by 14 feet 
wide, draws a steady stream of cus- 
tomers throughout the day. The young 
married students usually shop together, 
carefully pricing articles and making 
inquiries about future deliveries. 


College Controlled Town 


The retail merchandising picture in 
Chapel Hill probably is different from 
anywhere else in the country, accord- 
ing to Rosemond. Until about 10 years 
ago, the University of North Carolina 
controlled everything in the city. It 
owned the power company, the tele- 
phone exchange, the coal company, ° 
and did most of the selling in the area. 
In 1937 the North Carolina legislature 
passed a law which forbade the insti- 
tution to deal in retailing. Naturally, 
a rush of retail dealers to the city fol- 
lowed. 

Rosemond, who had been an em- 
ployee of the college since 1924, was 
among the first to open a shop. He 
went into the electrical appliance busi- 

(Continued on page 120) 
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Extra large 4-way Full-vue 
ironing surface speeds ironing 





TAPERED, ROUNDED BACKmeans faster, 
easier ironing because either end of the 
iron reaches easily, surely, into tricky 
pleats, ruffles and gathers without twisting 
or turning the iron around. 


BUTTON SAVER EDGEMeans easier ironing 
under buttons. It’s slanted all around so 
every part of it slips easily under buttons 
without prying them loose or weakening 
the threads. 


f q 


iEA RO. means faster ironing, 
greater ‘safety for delicate fabrics because 
it’s the fastest-acting, most accurate known 
type of iron heat control. (The soleplate 
itself is actually a part of this new, more 
accurate ironing temperature regulator.) 








EXTRA LENGTH, EXTRA AREA MEANS LESS 
W ORK,more ironing at every stroke, fewer motions, 
speedier ironing. The 4-Way, Full-Vue Ironing 
Surface of the General Mills Tru-Heat Iron is 15.7% 


larger, 28% longer than the average of five other 
leading irons—as shown in the actual scale dia- 
gram above. Its new shape lets the iron glide smooth- 
ly in any direction without bunching up material. 


General Mills Tru- Heat Iron 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, 
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SPONSORED BY 


Bett, Chocken 


NOW BEING DISTRIBUTED IN: Minnesota, Nebraska, the 
Dakotas, Wisconsin, lowa, Michigan, Indiana, Ohio, the 
New England States, New York, Montana, Wyoming, 
Utah, Colorado, New Mexico, New Jersey, Delaware, 
Maryland, Virginia, North Carolina, District of Colum- 
bia, Pennsylvania, and parts of Idaho, Illinois, Kentucky 
and West Virginia. 


Copyright 1947, General Mills, Inc. 
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1620 CENTRAL AVENUE, MINNEAPOLIS 13, MINNESOTA 
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P. T. Montfort 
of Texas beats drum 
for units big enough 


to earn profit 
and feed family. 








he Market For An All-Purpose 


Farm Refrigerator 





COMPARATIVE FOOD PRESERVATION COSTS 


*Assuming 2 trips to locker per week and allowing 64 trips at no charge. 


(2 to 6 cu. ff.) freezer compartment: 


done at locker plant): 


from such sources as the following: 





Using locker plant in connection with standard household refrigerator: 


Locker rent—3 lockers . $10 per year each................. $30.00 
1 locker—7 mo. @ $1 permo................ 7.00 
Processing—1 ,500 Ib. . 134¢ perib..... 2.2.0.0... cee eee 22.50 
*Extra trips fo town 40. T5¢ each..... 0... 00. eee ee eee 30.00 
ER CoD Nr ene ee Ce ee a EN $89.50 


Using locker plant in connection with household refrigerator having large 


Locker rent—2 lockers @ $10 ea. per year................ $20.00 
1 locker—7 mo. @ $1 permo................ 7.00 

Processing at locker plant—1000 Ib. @ 1144¢............... 15.00 
Wrapping and packaging at home—500 Ib. @ 4¢.......... 2.50 
Annual cost of refrigerator at home...................- 12.50 
Extra annual operating cost of two-temperature refrigerator... . 7.20 
Extra trips to town —15 @ 75¢..............c cece eee eee 11.25 
MI as Soi igsso5d. ewig ER LAOS Ca ee Sodid ey $75.45 


Using individual farm freezer chest (with some chilling and processing 





Processing at locker plant—750 Ib. @ 114¢...... $11.25 
Wrapping and packaging at home—750 Ib. @ 4¢.......... 3.75 
Annual cost of freezer Chest... 6... ccc cc cece eens 25.00 
Annual operating cost of freezer chest..........-......000- 27.00 
Extra irips to town—5 at 75¢ each...................0000- 3.75 
URS pete tenon nee Nee See $70.75 
Using “All-purpose” farm refrigerator: 

Wrapping and packaging at home—1500 Ib. @ 4¢.. ..... $7.50 
Annual cost of refrigerator... ..... 2... cece cece cee eee: 52.10 
ee ee eee 45.00 
104.60 

Less possible credit to general storage.........-....--.. 52.30 
Total cost of freezer storage. ................... $52.30 


Additional profits could be realized from the All-purpose” refrigerator 


Premium on 3000 Ib. cream @ 3¢ per Ib................... $90.00 
Premium on 70 cases eggs @ $1.50 per case......... Pere 105.00 
Premium on 500 Ib. fryers @ 3¢ per Ib...............--05- 15.00 
Premium on 1,000 Ib. cured pork for sale @ 5¢Ib........... 50.00 
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S a Southerner, perhaps Profes- 

A= P. T. Montfort will hold his 

horses while we tell about the 

little colored boy who was confronted 
with a mountain of watermelons. 

“Ain’t no such thing as too much 
watermelon,” he said. “It’s jus’ a case 
of not enough boy.” 

So down in the Lone Star State, 
where the heat beats your brains out 
ten months out of the year, they have 
arrived at the eminently sensible con- 
clusion that it’s best to begin contem- 
plating farm refrigeration with units 
big enough to take care of what a fam- 
ily is going to eat. And none of those 
lowdown, measly corn pone diets, 
either. The total annual requirement 
of a Texas family of five, according to 
the Texas State Nutrition Committee, 
is as follows: 


Total Annual 
Food Requirement 
RN or cere id a 230 to 455 gal. 
a as alretanr prea 150 dozen 
sa ede aee 875 Ib. 
EEE FE OP 1000 Ib 
Green or yellow vege- 
ES Ae 1000 Ib 
Other vegetables....... 1000 Ib 
Citrus, tomatoes, cabbage, 
melons 500 to 1000 Ib. 
PON 0 Gates vats 1000 Ib. 
Grain products......... 850 Ib. 
errr rere 100 Ib. 
RN, os eid acke ees 350 Ib. 
Dried peas, beans, etc... 75 Ib. 
ME exec oe ... 8,910 to 11,370 Ib. 


(average 10,140) 


What sort of refrigeration does the 
Texas farm family need to stash away 
all this provender? asks Professor 
Montfort. 

Let’s take the different solutions 
apart to see what makes them tick. 


Locker Plant: The advantages of us- 
ing a locker plant in connection with 
the standard household refrigerator 
are: low investment; less chance of 
losses because of current interrupton 
or equipment failure; greater flexibil- 
ity of operation; less labor required; 
probably better quality. 

On the other hand, frequent trips to 
the locker plant are required and the 
small storage space at home makes it 
difficult to keep a variety. Storage cost 
may be higher in case of large volume 
and cash outlay for processing is 
higher. 

Locker plant and a household re- 
frigerator (with a large—2 to 6 cu. 
ft.—freezer compartment): About the 
same, says Professor Mantfort, ex- 
cept that you can carry more stuff at 
home. 

Individual farm freezer chest: 
Cuts out the necessity of frequent trips 
to the locker plant, gives variety, pos- 
sible lower cost, affords freezing facili- 
ties for fruits, vegetables and poultry 
on the farm. Cost of labor is lower 
since labor is provided on the farm. Of 
course there is a chance for losses due 
to current interruption or equipment 
failure, and there is a probable higher 
cost in case of small volume. There is 
also no space available at temperatures 
from 32 to 40 deg. for chilling and 
short-time storing. 

All-purpose farm refrigerator: It 
offers numerous opportunities for in- 
creasing farm income through the sale 
of better quality products such as eggs, 
cream, poultry and vegetables which 
may be temporarily stored in the bulk 
freezer compartment. Of course it is 
more expensive. 

Cost of using these various facilities 
is in the accompanying table. 

(Continued on page 225) 
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Control Adjustment 


The automatic percolator is adjusted so that the 
control operates between 7 to 12 minutes at the 
“Mild” position on the dial starting with the 
percolator at room temperature conditions. 

To test for the proper operation the percolator 
should be filled with one (1) quart of cold water 
and with the interior in place but without coffee; 
then operated at the rated wattage until the ther- 
mostat opens the circuit as indicated by the pilot 
light coming on. This thermostat cut-out must 
be between the 7-12 minute period specified above. 
In the event that the percolator does not operate 
between the limits specified, proceed as follows: 





Look through “Base Opening A" and turn “Control 

Knob D” so that the slot opening in “Control Screw 
F" is as close as possible to being directly under the open- 
ing. Take out “Base Screws "E" and remove “Base B" 
by lifting upwards. Remove “Control Screw Stop Re- 
tainer G", but care should be exercised to see that the 
“Control Stop H" is not dislodged from the “Control 
Screw F". To alter the control timing, use the following 
procedure: 
Turn the “Control Screw F' clockwise until "Stop H" 
bears against “Control Bracket Lug |". From this point 
do not move the contro! screw but remove its “Stop H”. 


NOTE: VERY IMPORTANT: Particular care 
must be exercised to see that the base is properly 
centered on the body and the adjusting knob turns 
freely without any indication of binding when the 
case screws are tightened in position. It is 
advisable to start the “Screw E” slightly into 
“Base Studs J”, then shift the base around until 
the knob feels perfectly free before definitely 
tightening the screws securely in place. The con- 
trol knob should then be turned clockwise until 
it hits the stop. Then loosen “Set Screw C” -and 
shift “Knob D” so 
“Strong”. 


that the pointer is at “R” on 
Tighten “set screw”. 


After the pot has been re-assembled, recheck the 
timing in accordance with specifications described 
above. 
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To increase timing, set back the “Stop H" (counter 

clockwise) from “Lug |". One notch is equivalent to 
approximately 3-3!/. minutes longer timing. To decrease 
timing set “Stop H" past “Lug |" (clock-wise). One 
notch is equivalent to approximately 3-3!/2 minutes 
shorter timing. 
When the "Stop" is engaging the "Control Screw" it is 
satisfactory to move the "Screw" so that the “Stop H" 
may position itself against “Lug |". Slip back the "Stop 
Retainer G"' making sure it fits firmly into its groove 
in the "Control Screw". 
In replacing the Base, set the “Control Screw F" so that 
the slot is in a vertical position (or as close to it as is 
practically possible); then set the flattened section of 
the "Control Knob D" shaft so that it can drop into this 
slot. Be sure that the shaft drops into the slot by looking 
through "Base Opening A". 


Pumping 

Complaints classified as “Coffee Not Strong 
Enough” should first be checked for control opera- 
tion to be sure that the control operates within 
the specified limits of 7-12 minutes. In the event 
that the control operates satisfactorily the “pump- 
ing time” should be checked. The pumping .time 
referred to is the time that it takes for the first 
drop of water to come out of the tube on the 
spreader plate. This time should not be more 
than 3.0 minutes with the pot filled with one (1) 
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Remove the interior from the pot and unscrew the 

valve seat. Be sure that the valve seat is clean, which 
may be checked after removing it from the interior. If the 
seat and washer are clean, place a good straight edge 
across the two inside rings of the seat and draw the 
straight edge across. Both rings should show a mark 
on each side of the center hole. If markings do not show 
on all four surfaces the seat is not level and should be 
replaced. 





quart of water (no coffee in the basket) and 
operated at the rated wattage. 

In the event that the pumping is slow, check the 
valve seat and washer for levelness in the manner 
shown in the illustration above. 

At the same time the washer should be checkea 
in a like manner and failure to show a marking 
across the complete face indicates a poor washer 
which should be replaced. 

After replacing with the proper seat or washer, 
the pumping time should be rechecked. 

Failure of the pot to then pump within the speci- 
fied 3.0 minute limit indicates that the fault is in 
the pot which must be returned to the factory for 
proper adjustment. 


Pilot Light 
Does Not Work 


In the event that the “Pilot Light K” does not 
work, remove the “Base B” as described under 
item “1” on Control adjustment. The lamp 
operates at 6 volts and may be checked with 
ordinary dry cell batteries. 

The bulb may be removed with a long nose pair 
of pliers applied to the metallic part of the bulb 
which protrudes outside the screw shell. It is 
important that the new bulb be screwed down com- 
pletely so as to insure proper contact. We strongly 
advise that it be checked across 6 volts as recom- 
mended before re-assembling the pot. NOTE: In 
many instances where the pilot light does not 
come on in the required time it is because the 
pilot light has worked loose in the socket. To 
correct this simply screw pilot light all the way i. 
Another means of replacing the “Light K” is 
to remove the complete assembly of the “Pilot 
Light Shell L” and “Pilot Light K”. By re 
moving this assembly it is possible to unscrew the 
light by hand without the use of any tools. 
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EAB4400 Coffeematic same as EA4400 


except new cover and glass top. 





Bose “8 
/ 


‘ 
u 


Base screws, E" 
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i--Control knob 
sef screw “C” 


Bose studs ‘J'~_ 


Resistor terminal 
"in 1 ds silliemiana eee 
Resistor bracket "W™--- 4 __ 


Resistor, terminal - - - - 
jumper “C-C" 


4 
Heot control a 
bracket R~ 


4 
Control screw spring “0~~/ 


Terminal studs “U™--------- fuk 2 ; % ee “*>-Pilot light jumper"Z" 
‘ ‘ ~ 
, , ‘ . ~ 
—* oe . ~N. Pilot light contact 
Caste? apring P-c<c---F 6 ., , Pilot light “screw mica "X" 
‘ me P conta <—- 
ry 2 ’ screw nuts M 
Pilot light bracket "B-B"---/ + : 
F “ Pilot light 


contact screw Nv" 


° Resistor “T" 













_ Unit terminal 
7” «screw "A-A" 
_-~Bimetal “s* 
--~ __ Heat contro! bracket "R” 


- 


-* _-Silver contacts "Q” 

-~  __Control screw stop 

_-°” retainer “G" 
_-—Control bracket lug “I* 


-—-Control screw "F" 


- --Contro/ screw stop “"" 


---Pilot light “k* 


~~~ Pilot light shell 1 








4 To remove assembly, take off outer “Contact Screw 

Nut M" and remove jumper off "Contact Screw N". 
Remove inner “Contact Screw Nut M" and “Contact 
Screw Mica J". The assembly may now be removed and 
the Pilot light replaced. In replacing be sure that 
“Jumper Z" is formed so that it is below the height of 
= Studs J" and at least 1/8" above "Contact Spring 


IMPORTANT: Be sure that when “Base B” 
is replaced that it is properly centered so as”to 
eliminate any binding of the “Control Knob D”. 
Consult for proper instructions under “Item I” 
on Control Adjustment. 
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To replace "Resistor T" in case of its failure proceed 
as follows: 
Remove “Base B''—reference Item |. 
Terminal Screw Y" and "Pilot Light Contact Screw Nut 
M". Remove "Pilot Light Jumper Z" from "Pilot Light 


Take out "Resistor 


Contact Screw N". Remove "Unit Terminal Screw AA" 
and slide "Resistor T" off “Resistor Bracket W". Replace 
in converse order. 


IMPORTANT: Be sure that “Base B” is re- 


placed with “Control Knob” free from any bind- 
ing. Consult “Item I” for proper replacement. 
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Contacts “P” and ‘Q” 


The “Contact Spring P” and its “Contact Q” 
are part of the complete assembly with the “Pilot 
Light Bracket BB” and any failure of the spring 
or contact necessitates replacement of the whole 
assembly. To replace, proceed as follows: 





EOE AF 


Remove Base as Per Item |. Take off “Pilot Light 
Jumpet Z" at "Pilot Light Contact Screw N'. Remove 
“Resistor Terminal Screw Y" and bend upright and out 
of the way “Resistor Terminal Jumper CC". Remove 
Base Stud. J" nearest "Terminal Stud “"U". Remove nuts 
on "Terminal Studs U" which hold "Pilot Light Bracket BB" 
in place. Remove Bracket and change pilot Light As- 
sembly to new Bracket. Replace in converse order. 
(Continued on next page) 
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More and More 


KitchenAid 


Gor your orver 1x with your distributor? 


But all that we can, as fast as we can—more and more. 


KitchenAid mixers, just as before the war, are built to 


demand in a generation. 
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PROOUCT | 
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Dehvertes ! 


We're shipping KitchenAids to him—mixers and coffee mills 


both—attachments, too. Not all that he needs, of course—yet. 


out- 


perform and outlast the field. Together with the other 
KitchenAid products, they give you a fast-selling, nationally 


advertised, guaranteed line for which there’s the greatest 


Better make your plans to cash in with KitchenAid now! 


~ 


a 


— 


x 


KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 
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After the Bracket is re-assembled check to see 
that the “Contacts Q” line up properly. It is 
satisfactory to bend or twist the “Pilot Light 
Bracket BB” so as to obtain satisfactory align- 
ment. DO NOT ATTEMPT TO BEND THE 
“SPRING P” OR THE “BIMETAL S” AND 
ITS BRACKET AS ALL THESE PARTS ARE 
HEAT TREATED. 


IMPORTANT: In replacing the “Base B” be 
sure that it is properly centered to eliminate bind- 
ing at the “Control”. ALWAYS TEST FOR 
CONTROL OPERATION WHEN POT IS 
COMPLETELY REASSEMBLED. 


Bimetal “S” And Its Contact “Q” 





In the event of the failure of "Bimetal S" or its "Con- 

tact Q" it is ary to replace the “Heat Control 
Bracket R" as a unit with “Bimetal S" and its mounting 
bracket. To replace proceed as follows: Remove “Base 
B"—Item |. Remove “Resistor T" Item IV. Remove the 
"Terminal Studs “U" and their insulating mica. Remove 
“Base Studs J". Replace “Heat Control Bracket R” with 
"Bimetal S assembly." Re-assemble in converse order. 





IMPORTANT: Be sure that base is properly 
centered and that the percolator is tested for con- 
trol operation after assembling. 


Unit Replacement 





.In the event of a unit burn out, dis-assemble perco- 

lator as follows: Remove “Base B"—Item |. Take out 
“Base Studs J" Disconnect unit at “Terminal Stud U" by 
removing nut and at Resistor Bracket by removing “Unit 
Terminal Screw AA". Lift off complete "Control As- 
semly". Pry out unit cap from body with small tool, pre- 
ferably having a hooked end, inserted into the holes 
through which the "Base Studs J" pass into the heater 
plate. Extreme care must be used in removing the unit 
cap to prevent the percolator body from being distorted 
by the application of excessive pressure. 


IMPORTANT: Do not try to pry out unit cap 
by inserting tool between edges of cap and de- 
pression in percolator body. This will ruin the 
body. 


Re-assemble in converse order. Be sure that the 
“Base Studs J” are securely tightened in place 
and that “Contacts Q” are properly aligned. 
Reference Item V. CARE SHOULD BE 
TAKE TO SEE THAT THE BASE IS 
PROPERLY CENTERED. ALWAYS TEST 
THE POT FOR CONTROL OPERATION. 
REFERENCE ITEM I—after assembly or wnit 
replacement. 
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—| PROFIT TIP: 
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When you sell light 
bulbs...don’t forget 
their “relatives”! 


RELATED SELLING works two ways to help 
you make more money with G-E lamps 





1. RELATE your lamp sales to other products. When 2. RELATE your lamp merchandising to General Elec- 
customers buy G-E bulbs, ask ’em if they need lamp shades, tric’s national advertising and display material. Remember, 
small appliances, extension cords—and other items that help G-E Lamp ads pre-sell bulbs for you—and G-E Lamp dis- 
to brighten the home. By the same token—no matter what plays follow through at the point of sale. It’s easy for you to 
else they came in to buy, always remind ’em of G-E lamps! turn these eye-catchers into profit-catchers! 


GENERAL @ ELECTRIC 








a LEADERSHIP THAT 











-‘ The Nation’s Fastest Range... 
Out in Front by Two Full Years! 


: x 
(S v 
mt: 
mam’ 


UNIVERSAL 
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PROOF IN FEATURES / 


Packed with Features for Salesational Selling 


1. New Super-Heat Surface Units ... new 
“Monotube” construction gives tops in effi- 
ciency ... greatest ease in cleaning. 

2. New Mult-l-Heat Control ...now you 
can get any degree of heat desired for any sur- 
face cooking ... pioneered by Universal. 

3. New Thermo-Chef Auxiliary Oven... 
does completely automatic cooking when large 
oven capacity is not required. Heated by side- 
wound unit and thermostatically controlled. 
4. New Tru-Bake Automatic Oven... new 
“ push-button” Preheat Switch and new oven- 
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exposed thermostat combine to give even tem- 
perature control through successive bakings. 


Completely automatic with new easy-to-use 


timer. 


5. New Tel-A-Switch Panel with Signalite 
Control... for easy identification and extra ~~ 
convenience. Ovens automatically switch from - 


preheat to bake. 


6. New Automaticook for Completely Au- 
tomatic Cooking...controlled by Select-A-Trol 


.-. amazingly efficient and easy to use. . . elim- 
inates oven watching. 


BUILDS YOUR DEALERSHIP! c 
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Mechanical 
Vacuum 
Cleaners 


im 
Ni 


Toasters 


Flour 
Sifters 


Coffee 
Makers 


Electric 
Roasters 


Fore-N-Aft 
Pointed Irons 


Food Mixer 


Bo and Juice 


5 Extractor 


Portable 
Food Mixers 


Electric 


Vacuum 
Cleaners 


~——-AUTOMATIC ROASTER 
_ Crtags them ta to bag! 


Standard 
Massagers 


Ball-Type 
Massagers 
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® Profits go up and selling costs go down 
when you feature the new Miracle Automatic 
Electric Roaster. 

Like all other quality-crafted Miracle ap- 
pliances, the new roaster has exclusive selling 
features that make it easier to sell . . . stream- 
lined functional design ...22-quart capac- 
ity ... positive thermostatic control with on- 
off Tel-tale light ... aluminum cooking pans 
with lids. It bakes, roasts, fries, grills, broils 
or stews...cooks a complete meal perfectly. 


What’s more, Miracle’s powerful national 
advertising campaign brings prospects right 
to your door! Over 60,000,000 Miracle sales 
messages, including full-page and half-page 
vere} o) me Dou atiseelsela-Mmebtaceam olen etel-ae-laaselaleye| 
to the complete Miracle line. You benefit 
from multiple sales, because every Miracle 
sale leads to another. 

Make more money selling the complete line 
of Miracle traffic builders. Call your Miracle 
distributor for information, or write us. 


Quality-Crafted Miracle Appliances Enhance Your Reputation as a Responsible Dealer 


é 


ESTABLISHED 1925 


ELECTRIC COMPANY 


CHICAGO 3, ILLINOIS 


Automatic 
Steam Irons 


Auxiliary 
Room Heaters 
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URING the months of *Octo- 
D ber and November, hundreds of 

thousands of people all over :the 
United States filed through the gates 
of county fairs, just as they have-dur- 
ing the past several decades. : 

Typical of these fall displays was 
the Alabama-Mississippi State Fair, 
which despite its name, is a county fair 
held annually in Tupelo, Miss. On 
hand in their usual exciting order 
were the livestock pens, the exhibit 
halls, the grandstand attractions, the 
midway—and E, R. Chisholm. 

Mr. Chisholm, who is the owner 
and operator of Chisholm Electric 
Company, South Broadway, Tupelo, 
has had the same booth at the Tupelo 
fair for the last 20 years. Like pop- 
corn, hamburgers and cotton candy, 
he is a fixture. 


Gets Ready Early 


The Chisholm booth at the fair 
meastred some 25 feet wide by about 
22 feet deep and in size alone, was little 
different from scores of other booths. 
But in the expert handling of it, Mr. 
Chisholm has reaped a golden harvest 
in appliance sales, just as he has every 
year since opening his first fair ex- 
hibit back in 1926. So important has 
this annual fair become to the Chis- 
holm system of merchandising, plans 
for operation of the booth are begun 
two or three months before the exposi- 
tion opens in late October. 

- figure out on paper exactly what 
'm going to exhibit, how it’s going 
to look and what it’s going to cost 
me,” explains Mr. Chisholm. “For 


Cou nty 


Of the thousands of people who attend. the county fair daily, about half are po- 
tential customers for some kind of electrical appliance, large or small. 
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coe 


‘example, the interest this year in 


freezer units is greater than it has ever 
been before. Therefore, I know I’m 
going to build up part of my exhibit 
—probably the - background—arounil’ 
freezer units. There are new develop- 
ments in refrigerators and.ranges too, 
so they are going to have a place. 
Every detail is carefully worked out 
by arranging a display here in the store 
as a trial before preparing it for the 
fair. We therefore can get an idea of 
how it’s going to look.” 








Fair-going crowds are interested in the ac- 
tual working parts of the appliances they 
want, as well as in outside appearances. 
Here E. R. Chisholm (left) shows a Tupelo 
city official how he demonstrated a working 
part at his county fair booth last October. 








1, 1947 





A BEST 
SELLER 


One of the best, cheapest 
and most effective ways of 
advertising electrical ap- 
pliances is from an exhibit 
booth at the county fair, 
and £E. R. Chisholm, of 
Tupelo, Miss., who has done 
it for 20 years, tells why. 





An attractive corner of the Chisholm Electric Co. building in downtown Tupelo, 


Miss. 
made at the county fair. 


Approximately $125 is allotted by 
Mr. Chisholm every year for expenses 
at the fair. The cost of renting a 
booth is a flat $25. Decorations 
usually cost about $35 and the remain- 
der is allowed for personnel salary and 
miscellaneous items. Of course the 
fair association is anxious to have 
his display and saves the booth for him 
every year. 

“The amount of advertising and re- 
sulting sales I get from that $125 
makes it the most profitable investment 
I can make,” Mr. Chisholm declares. 
“In this part of the country, it works 
better than radio and newspaper ad- 
vertising.” 


80% See Displays 


Mr. Chisholm explains just why 
it works better. Approximately 80 
percent of the persons who attend the 
fair enter the exhibit halls to see the 
booth displays, he says. Of this traffic, 
about half are potential customers for 
some kind of electrical appliance, 


Many customers like the rural gentleman, center, are obtained by contacts 


large or small. If they see equipment 
in operation, handle it and operate it 
themselves, they are more impressed 
than if they read or hear about it. 

Among these possible buyers are 
large numbers of rural families who 
have waited all year for the fair, know- 
ing they can see new merchandise 
displayed and can make selections at 
that time, according to Mr. Chisholm. 
To prove his point about impressing 
people, Mr. Chisholm cites instances 
where customers have entered his store 
from two to five years after seeing an 
appliance on display at the fair, and in- 
quired about it. 

For the last three years Mr. Chis- 
holm hasn’t had much trouble selling, 
of course. He takes no orders at the 
fair booth but simply tells those who 
want to buy, to come to his store down- 
town and register. A total of 375 
persons signed up for refrigerators 
alone, following the 1946 fair. He 
takes no deposits. 

(Continued on page 23%) 
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@ Once again, as they have so many times in the 
past 38 years, ABC research and engineering have 
done the “impossible.” This time, the accomplished 
miracle is to increase washing speed while, at the 


same time, decreasing washing wear. 


The exclusive “Centric’’ agitator is responsible 
for reaching this long-sought ideal. It differs im- 
portantly, in both design and function, from the 
standard agitator. Its twelve perforated vanes and 
central column create hydraulic pressure and suction, 
alternately, in thirteen controlled, pulsating orbits 


of action within the water itself. 


Washing conditions, under “Centric” agitation, 7 
balance flexing, gentle rubbing, squeezing, and im: 
flushing more perfectly than ever before. These 
actions are the four elements essential to speed, 
cleanliness and gentleness, as ideally exemplified 


in thorough washing by hand. 


“Centric” agitation combines with the patented 
ABC “Scum-Free’’ Rinser to make ABC-O-MATIC 


the new national standard of washer performance. 


ALTORFER BROS. COMPANY - PEORIA, ILLINOIS 











PATENTED ‘‘CENTRIC” AGITATOR 


Permits normal load of 12 to 14 Ibs. 
CANNOT BE OVERLOADED! 


Faster and, at the same time, gentler 



















: 
than any other known washing prin- 


ciples ! 


" ie BL} Malic... 
DS Fil S0%guate oad 
cuts washing time /o! 


The ONLY washer in the world with 


“Centric” agitation and “Scum-Free”’ 





running water rinse! Does a 72 lb. 


To line: 
d wash in 30 to 40 minutes! Just put 
B the clothes in...and take them out 
CLEAN! 
PATENTED ‘‘SCUM-FREE” RINSER 
M Rinses away loosened dirt and soap- 


fat globules in a bath and shower of 
constantly clean, running water. 


Whites come whiter, colors brighter. 


NATIONAL DISTRIBUTORS FOR CANADA 
NORTHERN ELECTRIC. COMPANY, LTD. 
HEAD OFFICE: MONTREAL, QUEBEC 
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Night or day, both pedestrian and auto traffic can see the full display at Blight's appli- 


ance store in San Carlos, Calif. 


The silhouette atop the building is a special, 6-foot 


neon clock which, along with a large "Blight's” in neon script beneath it on the facade, 


still await the arrival of transformers. 


EATHER REPORT: San 
V \ Carlos, Calif., any day. Fair 

and warm with plenty of sun- 
shine around Wallace Blight’s appli- 
ance store. 

Well, after all, that should be a 
“sunny” spot, considering that Blight 
has just opened a brand new, ultra 
modern appliance store in a brand new 
building on his own ground. And be- 
cause for that new store he has fran- 
chises for General Electric, Philco, 
Norge, Bendix, Deepfreeze, RCA- 
Victor radios and records, etc., etc. 
And because in his market area people 
are scrambling to build hundreds upon 
hundreds of new houses which are 
going to need appliances, and hun- 
dreds of others who built durimg the 
war are seeking new appliances or re- 
placements. And because, behind 
Blight and his organization is appli- 
ance, radio, record retailing experience 
in that locality since 1939, plus a war- 


From neer the door, one sees to the left the 


time appliance servicing reputation 
that’s worth plenty in future sales. 

But, come to think of it, sunshine is 
not an unusual substance around 
Blight’s. Sunshine is the reason for 
the whole thing—for the new appliance 
store, for the market he serves, for 
his years of experience, even for 
Blight’s connection with the appliance 
business. 

You see, it was all because of the 
weather, good and bad. Good in San 
Carlos, bad in San Francisco. Wallace 
Blight and his family lived for years 
in the City by the Golden Gate, but 
unlike most San Franciscans, they 
were not in love with the fog and cool 
breezes that rode in regularly from 
the Pacific. To them it was fog and 
it was cold and they “wanted out”. 


Sun Seekers 


Blight gave up his job with the 
State of California, and with his fam- 


i . 
plete major 





tables of traffic appliances line the route to the model kitchen and complete laundry 
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alcoves in the rear. Overhead lighting has had reflectors added since photo was taken. 
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ily he followed tHe migration “down 
the Peninsula”. Twenty miles down, 
just below the Belmont Gap, was the 
small, bustling town of San Carlos, 
sheltered by low mountains from the 
fog and wind of the Pacific. Statistics 
boasted of more than 300 sunny days a 
year. At the end of the town the Red- 
wood City sign said “Climate Best 
By Government Test”. The Blights 
looked, squinted in the sunshine. This 
was for them. 

But business-minded Blight saw 
more than a rugged tan and barbecued 
suppers in his judgment of San Carlos. 


T here's romance in 
the appliance business. 
Witness Wallace Blight, 
San Carlos, Calif., dealer, 
who set out to find more 





sunshine for his family and 
got it—plus a thriving ap. 
pliance, radio and record 
business. 


He saw, then in 1939, a community 
wholly unprepared and undeveloped 
commercially to handle the flood of 
newcomers who were making this 
town the fastest growing community 
in-the United States, percentagewise, 
that is. Blight’s only decision was to 
pick a business in which he felt he 
had a chance to learn and develop. 


Starts With Records 


He picked the record and music 
business. -A check showed the town 
lacked a well developed record store, 


(Continued on page 228) 


To the right, from the entrance, is the console radio department, still sparsely stocked, 
of course. Album racks of the record department line the right wall while single records 


have special tables on the floor. Listening booths are at the far corner, 
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Part :e 


A HEAD FOR BUSINESS... he looks ahead, 
sells ahead . . . uses local Never-Lift 
advertising and promotion to tie in 
with Proctor’s million dollar adver- 
tising program. 


Part 2. 


A-HEART IN THE RIGHT PLACE ... proves 
it by recommending his customers 
wait for the iron that eliminates tire- 
some lift-work, the Proctor Never-Lift, 
and takes orders for future delivery. 


Part 3. 


_ AN EXPERIENCED HAND... at demon- 
® strating the amazing “‘no-lift, no-tilt, 


f and 


3 Gp- 
cord 























nmunity no-twist’’ action of the Proctor 

a Never-Lift . . . the iron that lifts itself. 

ng this 

nmunity 

a Part 4. 

4 A PROCTOR NEVER-LIFT ... on display 
at all times . . . in windows, on count- 

— ers ... the most distinctive, most dis- 

1e town tinguished iron ever made. 

d store, 


CTOR 


NEWSHIAKER. IN APPLIANCE MERCHANDISING : 





PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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At the present moment, Mr. Cayot says, major appliances like these are carrying 
the small items. 


Here you see percolators and linoleum competing with the Filter Queen cleaners 
for the salesman's attention. 


A L Distributor’s Wie 


Cayot-Wellman, Cheyenne, feel that small 
appliances are “carried” by larger items 


F. H. Wellman isn't quoted in this story, 
but he says ‘amen’ to its contents. 


N his novel, “The Hucksters,” 
author Frederic Wakeman makes 
his hero say, “I have friends who 

get me theater tickets, reservations on 
trains, steaks, rooms in hotels. Ours 
18 a good, clean friendship. The token 
of our friendship is money.” 

W. P. Cayot of the Cayot-Wellman 
Conijany, Cheyenne, Wyo., (pop. 22,- 
474) holds much the same attitude 
toward small appliances. 
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“The time is rapidly arriving when 
every tub must sit on its own bottom,” 
he says. “At the present moment small 
appliances are riding on the backs of 
the major items. This cannot go on.” 

This firm of distributors has four 
salesmen traveling an area that catches 
much of Wyoming, parts of Nebraska 
and Colorado. Its four men average 
around 80 dealers apiece. They repre- 
sent these lines of merchandise: 


The appliance industry 

should realize that distribu- 

tors have non-electrical as 

well as electrical items 
these days. 


This spreading out on the part of 
a distributor to non-electric lines has 
been necessitated by the fact that he 





COOLING EQUIPMENT 
Beverage 

Milk 

Water 

Food 

Home and office 
Comfort coolers 


REFRIGERATION 


Commercial refrigerators 
Domestic refrigerators 

Display cases 

Frozen food cabinets 

Farm freezers 

Home freezers 

lcre cream freezers and cabinets 


ELECTRIC HOME EQUIPMENT 
Grills, plates 

Roasters, broilers 

Dishwashers 

Washing machines 

lroner stands 

Vacuum cleaners 

Sewing machines 

Electric heaters 





RADIOS 

Television 

Radio-phonograph combinations 
Tubes and supplies 


RANGES AND STOVES 


Electric, gas 
Oil, coal and wood 


KITCHENWARE AND EQUIP- 
MENT 


Coffee maker, food mixers 
Beverage mixers, grinders 
Pressure cookers, slicers 
Glass, aluminum cooking wear 
Kitchen furniture 

Floor coverings 

Kitchen cabinets 


HEATING AND VENTILAT- 
ING EQUIPMENT 

Home heaters 

Heating plants 

Water heaters 

Ventilating fans 

Suction fans 

Air conditioners 
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has to make a living, and during the 
war electrical stuff was not available. 
The distributor’s salesman must carry 
more lines if he is to eat in these days 
of difficult traveling. More lines dilute 
the attention he can give to any one of 
them. 

Appliances won’t stand dilution, Mr. 
Cayot points out. 

The philosophy of small appliance 
manufacturers has been to appoint 
anybody with the idea of getting a big 
volume of business. It may look good 
on paper, but Mr. Cayot believes that 
in the long run it is certain to kill the 
interest of the distributor or whole- 
saler. 


No Profit 


With everybody distributing small 
appliances, nobody makes any dough. 
The result is the end of a friendship— 
based on that good clean medium, 
money, which Mr. Wakeman speaks 
about. 

“The other day,” says Mr. Cayot, 
“Gnadt Hardware Co., Casper, Wyo., 
got a dozen irons from a Salt Lake 

(Continued on page 232) 
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-SEASON UTILITY 


From heater to fan in 29 seconds.. . simply remove heater housing 


In any kind of weather—from sub- 
zero cold to sweltering heat 
Surf SEASON- 
Air. This revolutionary room- 


your 
customers need 


conditioner does either job heating 
or cooling—at a moment’s notice. 

Smart in looks, low in price, 
Season-Ark has DOUBLE sales 
appeal... double PROFIT-PULL 

. all year round. 

SEASON-AIR now is in full-scale 
production. At last we are in a 
position to fill orders as fast as 
they come in. Contact your distri- 
butor now, while you can still be 
first in your neighborhood to show 
this great ALL-season seller. 
Remember: SEASON-AIR will help 
solve your fan problem this 
summer. G-M Laboratories Inc., 
4292 N. Knox Ave., Chicago 41, Ill. 


NON-STOP PROFITS! 

















BEAUTY... Handsome crackle finish 
e Chrome heater grill e Modern-de- 
sign fan blades e Separate fan guard. 


STABILITY... Sturdy all-metal con- 
struction e 74-inch base e Finest 
materials and workmanship. 


UTILITY... For summer, a 10-inch 
fan with air displacement of 500 
cu. ft. per minute e For winter, a 
1320-watt forced air heater. 


ECONOMY... Heater and fan COM- 
BINED for one low price. 
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This is the hardware store's added annex. Note the brands listed along the upper 
part of the windows. 


Trains Salesmen via 
G. |. Bill of Rights 


St. Louis Hardware firm also 





builds new appliance annex 


AVING the way for future ap- 

pliance merchandising, St. Louis 
Shade and Hardware Co., St. Louis, 
has capitalized on the G. I. Bill of 
Rights to train an efficient sales force, 
shop repair staff, and to build a beau- 
tiful new “appliance annex”. 

Owner Joseph Marion has spent 
$7,000 in his new annex. For this he 
got 3,000 square feet of additional 
space, enclosed in light buff brick, 
with six wide, postless, glass display 
windows through which passersby can 
see the entire store. In his first ven- 
ture into the home appliance field, Mr. 
Marion is franchised with Westing- 
house, Zenith, Crosley, Philco, Uni- 
versal, and Apex appliances, at least 
three samples of which are on hand. 

Instead of waiting until plenty of 


stock was available, Mr. Marion got 
an early start on building an efficient 
sales personnel. First, he went to the 
Veterans’ Administration, and care- 
fully studied the provisions of the 
G. I. Bill of Rights. Then, he advised 
the Administration that he would ac- 
cept three men, all to be paid much 
better than average salaries, for future 
specialty appliance selling. More than 
100 applicants were interviewed, be- 
fore Mr. Marion found the exact com- 
bination he wished. These three men, 
all between 20 and 30 years of age, 
are being paid full-time salaries in 
addition to their G. I. Bill of Rights 
subsistence, while learning “the ap- 
pliance game”. At the same time, 
they work in the hardware store to 
(Continued on page 72) 








Joe Marion shows four major lines of refrigerators on this raised platform to @ cus- 
tomer in the new annex. 
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result of @x4x Applied Imagination 
—and more than thirty years of successful 
Washer and Ironer manufacture 

and selling. Pra 
Write today for infor--” ®, 4 
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U° Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, Ill. & 
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See your ESTATE Representative now 
and get ready to roll with ‘’the line that’s 
going places in 1947.” The dealer who 
stocks ESTATE and stays with ESTATE is 
going to hit new highs in sales and 


profits! We’re seeing to that! 
ESTATE HEATROLA DIVISION 
NOMA ELECTRIC CORPORATION 
Factory: Hamilton, Ohio 
Executive Sales Offices: 
55 West 13th Street, New York 11, N.Y. 
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Here’s where shoppers find out where to buy. Here, in 
the ‘yellow pages’ of your local Telephone Directory, is 
where you should be to meet competition. 


Because shoppers do go to the ‘yellow pages’ first for 
buying information, it’s important that you be there 
to meet them . . . to catch their eye, to let them know 
what products or services you offer, and to direct them 
your way. 


Years of publicizing the ‘yellow pages’ have 
helped make them the starting place for shop- 
pers. Make sure prospects are started your way. 





For further information, call your local 
telephone business office. 


Trains Salesmen 





CONTINUED FROM PAGE 66 qmmmmmms 


learn customer-approach, sales tech. 
niques, etc. 

As soon as merchandise begins to 
outnumber the customers, as Mr, 
Marion put it, the three men will Zo 
into restricted areas of the city for 
bird-dogging, door-bell ringing, fol. 
lowing up hot prospect leads, ete. 
Each will receive a salary, a 5% 
commission, and will alternate floor 
time during the day and in the eve. 
nings. The store will be open three 
nights a week to permit salesmen to 
“clinch” prospects with actual demon- 
strations. Every appliance shown js 
“live” with such deluxe features as 
hot and cold running water in laundry 
equipment, actual foods in refrigera- 
tors, etc. 


Provides for Service 


Finding that many appliance dealers 
went by the board through failure to 
provide adequate service maintenance, 
Mr. Marion’s next step was to set up 
a repair shop which will be able to 
completely recondition and repair all 
standard makes of refrigerators. This, 
staffed by ex-G. I.’s as well, will be 
set up separately, concentrating only 
on the store’s own customer. Trade- 
ins will be rebuilt, refinished, and re- 
sold through the appliance annex—to 
pave the way for full profits on new- 
refrigerator sales. 

Standard policy in the store now is 
to urge every hardware customer to 
enter the appliance annex, and look 
over the comfortably furnished room. 
Six Philco refrigerators are always on 
view, one of the largest such displays 
in the city. 

Currently, St. Louis Shade and 
Hardware Co. is discounting its credit 
paper on appliance sales to a nearby 
finance company, with a nominal 
carrying charge. This will be con- 
tinued as long as customers are will- 
ing to pay the carrying charges, after 
which the company will absorb it it- 
self. All paper is discounted without 
recourse, however, as Mr. Marion in- 
tends to remain free of that nasty 
word “repercussion” as long as pos- 
sible. “We are looking for every 
unprofitable aspect of appliance sell- 
ing now while we have the time,” he 
said. “When the competition gets 
tough, we feel that we are ideally set 
up to meet it.” 











“CAN'T YOU FORGET THAT BASEBALL GAME 
FOR JUST A MINUTE?" 
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VACUUM CLEANER 





AN OUTSTANDING PRODUCT 


Thousands now in use—giving perfect satisfaction! Here are 10 big reasons: 


1 Distinctive Design—unmatched in the 6 Broad 4-Point Base—won’t upset! 


vacuum cleaner field! ‘ 
7 Compact Size—easy to store and carry. 
2 Vertical Dust Bag: empties in5 seconds! 
8 Rolls easily on wheels and glides— 


3 “Safety” Bumper all around—protects lens fatigue! 


furniture, doorways, etc. 
4 More Suction Power—gets all the dirt! 9 Heavy-duty Motor—Lamb Electric. 


5 Cast Aluminum Housing—lasts a life- 10Ten heavy-duty accessories —from 
time! floor to ceiling cleaning. 


AN OUTSTANDING DEALER POLICY 


Interstate, as a manufacturer, is sold on the merchandising ability of specialty 
dealer organizations. That’s why Compact Cleaners will be ‘sold only through 
authorized dealers. 


AN OUTSTANDING PROFIT PROPOSITION 


There’s a larger profit margin in the Compact than any other cleaner of this type. 
And Interstate has a well-rounded promotion program that will make the Compact 
move out of your store after you move it in. 


Deliveries are now being made! For our full Dealer Plan write or wire today: 
INTER-COASTAL COMPANY, INC., 649 SOUTH OLIVE ST., LOS ANGELES 14 


EMPTIES IN 5 SECONDS 


The Interstate Compact empties just as fast 
as it takes to tell it. 1-Unsnap lid. 2-Empty 


bag. 3—Replace bag, close lid. That’s all! 


A QUALITY PRODUCT OF ENGINEERING CORPORATION, EL SEGUNDO, CALIFORNIA 
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Lowest-price Frigidaire model RJ-10 has new flowing lines, 
new chassis, Radiantube Units, large all-porcelain oven, 
tefinements and convenience features that make it a 
standout value 





Frigidaire RJ-20 has lamp, Simpli-Matic switch, utensil 
drawer, oven light, smokeless type broiler rack and 
surface-unit signal light, to make it a low-priced, de luxe 
model. Toe plate is aluminum finish. 
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New Frigidaire RJ-60 Automatic Electric Range 
is presented by C. J. Prashaw, Mgr. Range and 
Water Heater Sales, to R. E. Krumm, C. H. 
Glenny, Mgr. Major Dealer Div., and H. M. 
Kelley, Mgr. Appliance Sales. New, modern 
design, chrome-and-gold trim, new Cook- 
Master, new full-width utensil drawer and new 
Sturdi-weld construction technique are all 
features of this favorite of the Frigidaire line. 


Frigidaire RJ-40... beauty of trim with chrome handles. 
Fluorescent light, Cook-Master oven control, Time-Sig- 
nal, new type deep broiler pan which doubles as a roast- 


ing pan are additional features. 


MARCH 





Frigidaire Deluxe RJ-70 features two ovens. Other de luxe 
appointments and conveniences include automatic appliance 
outlet and convenience outlet, on the newly-designed, 
modern type escutcheon plate. 
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Streamlined for Beauty .. . for Step-up Selling 


Here’s streamlining with a practical purpose! Stream- 
lining of new, smooth, flowing design to win the 
heart of every housewife. Streamlining of selling with 
one basic design and chassis . 
.. . for all five models. 


. one basic selling story 


To Frigidaire dealers this means practical two-way 
selling. First, because of the new beauty and new im- 
provements. Second, because of the natural selling 
step-up from lowest-price model to highest-price model. 

This new line of Frigidaire Electric Ranges brings 
the answer to an old, old merchandising problem— 


“How to have what each customer wants at a price he 
can afford to pay’’— because: 

By adding deluxe features and conveniences, each Frigid- 
aire Electric Range is automatically put into the next price 
bracket. 

Thus, the new and beautiful Frigidaire Electric 
Ranges, with their in-built streamlining of design and 
merchandising, are one more example of Frigidaire’s 
knowledge of its dealers’ problems . . . another reason 
why Frigidaire dealers and their customers know they 
can: Depend On Frigidaire To Do Things Right! 











You’re twice as sure with two great names 


QV FRIGIDAIRE made only by GENERAL MOTORS 





Full-width Utensil Drawer is new. Deep enough and wide 
enough to hold plenty of large utensils. All-steel, and 
gliding on roller bearings, this improvement offers a much- 
wanted convenience to the housewife. 





New Style Cook-Master oven control is simple to use and 
accurate in operation. Ease of operation makes it simplest 
control possible for making the Frigidaire Range fully 
automatic, Dial designed as kitchen clock. 


Roll-Front Cooking Top is seamless one-piece steel with 
stainless. porcelain finish. Front rolls down to include 
surface-unit switches. Cracks and crevices are eliminated. 
Easily, quickly removed for service. 


atk le an Ns arab i Cadi nero. 


5-Speed Radiantube Units exclusively Frigidaire. Armored 
in chrome-nickel alloy, self-cleaning, economical, efficient. 
Inner section heats independently for small utensils. Easily 
removable for cleaning or service. 
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Sturdi-Weld Construction is another Frigidaire improvement, 
and removable exterior panels on all models are inter- 
changeable. This allows service right in the home, greatly 
reduces inconvenience and service cost. 





Frigidaire Lifetime Porcelain is a big feature of these electric 
ranges. Work surface is stainless porcelain and impervious 
to fruit acids. Porcelain is applied by Frigidaire in its own 
porcelain plant — largest in the world. 
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Fackaged-in-Glass’ 



































No Rusting! No Corroding! Under 
any water condition, the all- 
modern Permaglas Water Heater 
CANNOT rust or corrode! It’s 
ever ready with all the hot water 
needed, for even the newest 
homes, pure and clean as the 
source itself. 


























































SMITHway WATER HEATERS 


The Permaglas Water Heater has 

the tank of glass-fused-to-steel— 
mirror-smooth and sparkling 
blue. Rust that ruins clean laun- 

dry...and corrosion dirt that 
stains both water and porcelain 
..are banished. 


THERE'S ONLY ONE 


“PERMAGLAS” 


A GREAT AID TO SALES 


Only A. O. Smith offers you the 
water heater that’s news! The 
“Permaglas” sales story is the 
newest and most dramatic in the 
appliance business. Get all the 
facts now on this new discovery 
about hot water. Write the A. O. 
Smith office nearest you for “The 
Inside Story of Permaglas.” 

































































HOT WATER “Packaged-in-Glass”’ 


Guardian of the Nation’s Health 


a .0. Smorel 


Corporation 


New York 17 * Atlanta3 * Chicago 4 * Houston2 ° Seattle 1 
Los Angeles 14 °* International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Limited 
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Does the Distributor 
Need a Home Economist? 


Utility home service girls are good, but 
they can't do the special selling jobs your 
products demand, says Willie Mae Rogers, 


ITH the shortening of the dis- 

W tributor discount by OPA a 

good many firms are bringing 
up this question, “What on earth do we 
want with a home economist?” It’s 
going to be tough on us to get along 
now.” 

Possibly to a distributor who likes 
to run a nice nuts and bolts business, 
this is a logical answer. Get a place 
down by the railroad track, put your 
stuff on dark shelves, and wait till 
they take it away from you. The trou- 
ble with this conception is that appli- 
ances are not passed out—they must 
be sold. 

Manufacturers in this business have 
long ago learned that there is a good 
deal of a three-ring circus mixed up 
in their activities. It is a line that 
has to have the elephants, the band, 
the steam calliope, the pink lemonade. 
Stirring up the public pays dividends 
on big ticket stuff. And the best little 
stirrer-upper you can find is a home 
economist for your firm. Even though 
she may not look it, she is the girl who 
can turn doughnuts to dollars. 


Willie Mae Rogers 


Miss Willie Mae Rogers, home eco- 
nomics director of Admiral Corp., is 
a veteran in working with dealers and 
distributors. In a little brochure she 
recently wrote are jotted down all the 
ways and means of a distributor getting 
the most out of his home economist 
and vice versa. 

“Appliances are used by women,” 
says Miss Rogers. “Home economists 
are interpreters who talk the house- 
wife’s language and build up a liaison 
between the distributor and his con- 
sumer. 

“They are good in time of trouble. 
A service man is not enough. I have 
seen service men go out and check 
ranges with thermocouples, come back 
and pronounce the oven mechanically 
perfect. Still the owner got bad re- 
sults. I have followed up on these 
cases, and discovered that the cookies 
always browned more quickly in the 
back of the oven than in the front. 
That serviceman didn’t know that 


housewives are often oven peepers, 

“On one case I remember a cus- 
tomer uttered one lusty complaint after 
another and finally I was sent out 
She insisted the oven would not bake 
a cake properly. 

“I carried along a kit of measuring 
tools and in my routine sought to find 
out how she measured out and put 
together the cake. 

“Oh, I haven’t time to fool around 
with any measuring like you do,’ she 
explained. 

“At once I saw what was wrong and 
it was something beyond the reach of 
a service man, A little selling on the 
reason for care in measuring and mix- 
ing turned that woman from a dis- 
satisfied customer who would have 
knocked our range all over the block, 
to a booster.” 

A housewife must live with the ap- 
pliance she buys for ten or fifteen years. 
Depending on the way she is satisfied 
or dissatisfied, hangs the distributor's 
reputation. 


Few Customers Kick 


If a distributor is in the appliance 
business purely on a hit and run basis, 
he doesn’t need a home economist. But 
if he is eager to have his volume ac- 
celerated by that snowball action that 
satisfied customers give to a business, 
he must have one. She is one of the 
best assets he can lay hands on. 

Not one appliance buyer in a hun- 
dred kicks up a row. The customers 
you have who cause trouble are so rare 
that you can afford to satisfy them. 
But, boy, if they are allowed to fester, 
they will stir up a row that your com- 
petition will be glad to use. 

To an average family an investment 
put in a major electric appliance seems 
mighty large, and represents an im- 
portant decision. If it doesn’t work 
properly the folks burn. They shout 
from the housetops that it is no good, 
and scare away sales for blocks around. 

Miss Rogers recollects a woman who 


protested that her electric range 
steamed. On a trouble call, it was 
found to work all right. Again and 


(Continued on page 78) 





ability. 


men must respect her ability. 


n> 


investments, Miss Rogers says. 





WHEN YOU LOOK FOR A 
HOME ECONOMIST, 


1. Don't hire a girl fresh out of school — get one with experience. 
2. Your experience with salesmen permits you to judge whether she has sales 


3. Common sense is what you want, plus ability to work with salesmen; those 


. It's going to cost $175 to $250 a month, plus expenses. 
- On a long haul basis, a home service girl will be one of a distributor's best 
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30,000,000 


* FULL-PAGE, FULL- 
COLOR IMPACT! 


* APPEALING TO 
YOUR BEST PROSPECTS! 


* AMERICAN’S 20 EX- 
CLUSIVE ADVANTAGES! 


* SMARTNESS AND 
MODERN EFFICIENCY! 


* FOR NEW BUILDING! 
FOR REMODELING! 


* EASY TO OWN— 
EASY TO PAY! 


* FACTORY-TRAINED 
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* PLANNING BOOK! 


* AD-CLINCHING 
COUPON! 


* SELLING YOU—THE 
DEALER! 
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To help you sell the finest—merchandised for the volume 
market—American Central proudly presents its great new 
color advertising campaign, to appear regularly in the Satur- 
day Evening Post, Better Homes and Gardens, American 
Home, House Beautiful, Parents’, Farm Journal, and Good 
Housekeeping! 

22,000 women have written us monthly for information 
about Ameriean Kitchens—and where to buy them. With the 
tremendous added punch of this new national advertising 
campaign, we will be able to direct more and more thousands 
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of purchasers to you to sell! 

Remember: American Kitchens are destined for a lion’s 
share of the great virgin market which has already absorbed 
44 million washing machines. 

American Kitchens are unsurpassed for beauty, quality, 
advanced features, ease of perfect installation in any kitchen. 

American Kitchens dealers are assured quick deliveries from 
79 strategically located distributor warehouses. Heightened 
profit from increasing allotments, quick turnover —lower 
inventory. 
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SMITHway WATER HEATERS 


The Permaglas Water Heater has 

the tank of glass-fused-to-steel— 
mirror-smooth and sparkling 
blue. Rust that ruins clean laun- 

dry...and corrosion dirt that 
stains both water and porcelain 
..are banished. 


THERE’S ONLY ONE 
“PERMAGLAS” 


A GREAT AID TO SALES 


Only A. O. Smith offers you the 
water heater that’s news! The 
“Permaglas” sales story is the 
newest and most dramatic in the 
appliance business. Get all the 
facts now on this new discovery 
about hot water. Write the A. O. 
Smith office nearest you for “The 
Inside Story of Permaglas.” 


eett® te 
®eeeeeee® *e 
oF 


6a the water heater 


provides 


‘Tackaged-in-Glass' 


Hot Water . 


No Rusting! No Corroding! Under 

any water condition, the all- 
modern Permaglas Water Heater 
CANNOT rust or corrode! It’s 
ever ready with all the hot water 
needed, for even the newest 
homes, pure and clean as the 
' source itself. 





HOT WATER “Packaged-in-Glass”’ 


Guardian of the Nation’s Health 


ao. Sanaa 








& 


New York 17 * Atlanta 3 
Los Angeles 14 °* 
Licensee in Canada: 
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* Chicago 4 * 
International Division: Milwaukee 1 


Corporation 


Houston 2 * Seattle 1 


John Inglis Co., Limited 











Does the Distributor 
Need a Home Economist? 


Utility home service girls are good, but 
they can't do the special selling jobs your 
products demand, says Willie Mae Rogers, 


ITH the shortening of the dis- 

\ \) tributor discount by OPA a 

good many firms are bringing 

up this question, “What on earth do we 

want with a home economist?” It’s 

going to be tough on us to get along 
now.” 

Possibly to a distributor who likes 
to run a nice nuts and bolts business, 
this is a logical answer. Get a place 
down by the railroad track, put your 
stuff on dark shelves, and wait till 
they take it away from you. The trou- 
ble with this conception is that appli- 
ances are not passed out—they must 
be sold. 

Manufacturers in this business have 
long ago learned that there is a good 
deal of a three-ring circus mixed up 
in their activities. It is a line that 
has to have the elephants, the band, 
the steam calliope, the pink lemonade. 
Stirring up the public pays dividends 
on big ticket stuff. And the best little 
stirrer-upper you can find is a home 
economist for your firm. Even though 
she may not look it, she is the girl who 
can turn doughnuts to dollars. 


Willie Mae Rogers 


Miss Willie Mae Rogers, home eco- 
nomics director of Admiral Corp., is 
a veteran in working with dealers and 
distributors. In a little brochure she 
recently wrote are jotted down all the 
ways and means of a distributor getting 
the most out of his home economist 
and vice versa. 

“Appliances are used by women,” 
says Miss Rogers. “Home economists 
are interpreters who talk the house- 
wife’s language and build up a liaison 
between the distributor and his con- 
sumer. 

“They are good in time of trouble. 
A service man is not enough. I have 
seen service men go out and check 
ranges with thermocouples, come back 
and pronounce the oven mechanically 
perfect. Still the owner got bad re- 
sults. I have followed up on these 
cases, and discovered that the cookies 
always browned more quickly in the 
back of the oven than in the front. 
That serviceman didn’t know that 


housewives are often oven peepers, 

“On one case I remember a cus- 
tomer uttered one lusty complaint after 
another and finally I was sent out. 
She insisted the oven would not bake 
a cake properly. 

“I carried along a kit of measuring 
tools and in my routine sought to find 
out how she measured out and put 
together the cake. 

“Oh, I haven’t time to fool around 
with any measuring like you do,’ she 
explained. 

“At once I saw what was wrong and 
it was something beyond the reach of 
a service man, A little selling on the 
reason for care in measuring and mix- 
ing turned that woman from a dis- 
satisfied customer who would have 
knocked our range all over the block, 
to a booster.” 

A housewife must live with the ap- 
pliance she buys for ten or fifteen years. 
Depending on the way she is satisfied 
or dissatisfied, hangs the distributor's 
reputation. 


Few Customers Kick 


If a distributor is in the appliance 
business purely on a hit and run basis, 
he doesn’t need a home economist. But 
if he is eager to have his volume ac- 
celerated by that snowball action that 
satisfied customers give to a business, 
he must have one. She is one of the 
best assets he can lay hands on. 

Not one appliance buyer in a hun- 
dred kicks up a row. The customers 
you have who cause trouble are so rare 
that you can afford to satisfy them. 
But, boy, if they are allowed to fester, 
they will stir up a row that your com- 
petition will be glad to use. 

To an average family an investment 
put in a major electric appliance seems 
mighty large, and represents an im- 
portant decision. If it doesn’t work 
properly the folks burn. They shout 
from the housetops that it is no good, 
and scare away sales for blocks around. 

Miss Rogers recollects a woman who 


protested that her electric range 
steamed. On a trouble call, it was 
found to work all right. Again and 


(Continued on page 78) 
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men must respect her ability. 


WHEN YOU LOOK FOR A 
HOME ECONOMIST, 


1. Don't hire a girl fresh out of school — get one with experience. 
2. Your experience with salesmen permits you to judge whether she has sales 


3. Common sense is what you want, plus ability to work with salesmen; those 





4. It's going to cost $175 to $250 a 


investments, Miss Rogers says. 





5. On a long haul basis, a home service girl will be one of a distributor's best 
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ALCOA ALUMINUM 


helps your sales curve climb 


Aluminum Washer Tubs 
are light, 
strong, rustproof 


The Maytag Company has pio- 
neered the one-piece aluminum 
washer tub—knowing the sales 
advantages aluminum offers. 

Alcoa Aluminum helps you to 
sell washers—and other appli- 
ances. Aluminum combines light- 
ness with strength, beauty, long 
life; it is easy to clean and can’t 
rust. Women appreciate these 
features. 

With an eye to sales points and 
an eye to performance, appliance 
manufacturers are using more 
aluminum than ever in new models 
... using more ALCOA Aluminum 
in alloys, forms and finishes best 
suited for each purpose. ALUMINUM 
Company or America, 1860 Gulf 
Building, Pittsburgh 19, Penna. 











MORE people want MORE aluminum for MORE uses than ever 


cE Viana. C G@omeeee ne R CUAL FORM 
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Distributor’s 
Home Economist 


ommmmmmms CONTINUED FROM PAGE 76 cum, 


was interested. The range was picked 
up, a loaner put in, and the offender 
was tested at the factory. There it was 
discovered that there was nothing 
wrong with the range, but that a com- 
bination of tile wall, plus draft in cer- 
tain weather conditions would cause 
any range to do tricks in that particy- 
lar kitchen. The owner was made to 
realize what the situation was. 

It is in these trouble spots that the 
home econoniist can perform as no- 
body else in a distributor’s organization 
can. 


Training Dealer's Salesmen 


Nevertheless, her most important 
duties are to give the distributor's 
dealers and his salesmen sales training, 
She can instruct them how to talk Mrs. 
Coneumer’s language better than any- 
body else in a distributor’s organiza- 
tion. Product training classes for 
salesmen give men a chance to operate 
the appliances in the same way as the 
housewife and learn the advantages 
they present. The salesman gets a true 
picture and learns that extravagance 
and exaggerated sales arguments are 
not necessary, He is more effective 
because he knows his business, from 
the same side of the fence as the 
housewife he is talking to. 

The showy side of the distributor’s 
home economist lies in the demonstra- 
tions she can put on. She is able to 
put on interesting group shows, either 
in the distributor’s kitchen or the 
dealer’s premises. She can operate 
continuous floor demonstrations on the 
distributor’s sales floor that will pro- 
vide the dealer a good opportunity 
for talking with customers and obtain- 
ing leads. She can go out into de- 
partment stores and on special appli- 
ance promotion projects. In rural 
areas the distributor’s home economist 
is the dealer’s best means of contact. 

Willie Mae Rogers points out that 
the one sure way to solve customer 
“trouble calls” is for the service man, 
the home economist and the customer 
to get together. This eliminates the 
otherwise inevitable ‘he said’. and ‘she 
said’ business. The details of this sort 
of thing are covered in the foregoing 
paragraph. 

It is in public relations, the heart 
blood of a distributor’; activity, that 
the home economist shines. With a 
department in the shop, the distributor 
can arrange for demonstrations for 
church and club groups, can cooperate _ 
with local home economics teachers 
and schools, can promote products with 
business groups and can offer home- ~ 
maker classes. 

If you have ever noticed how the © 
daily newspapers run 100 pictures of © 
women to one of a man, you can get © 
the idea of how naturally your depart- ~ 
ment ties in with newspaper activities. © 
Virtually all newspapers do a great 
deal of plugging of food products, and — 
the pores of the city desk are wide open 7 
for material of this sort. Because your 
appliances are the means to an end 
in preparing these products for home | 

(Continued on page 82) 
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Uouldnt you rather sell he tnest7 


Of course you would... and one look will tell you Camfield is in a class by itself. And the 
secret of its performance (excelling its beauty) is “Equa-Therm,” which assures perfect toast 
every time. Other expertly designed features are Finger-Trip Release, Cushioned Pop-Up, 
Hinged Crumb Tray and “heat-right” Oven-Type Construction. 


Also, we're carrying your sales message into the homes of over 24 million housewives through 
the well-read pages of the Saturday Evening Post, Collier's, Ladies’ Home Journal and Good 
Housekeeping. You sell rich beauty and 
sound engineering fortified by strong na- 


* 
tional advertising when you sell Camfield. ¢ A an F ¥ ¢ f ZL D 


Bieta 


Fair traded in all fair trade states. 
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Maytag dealers to benefit 
advertising hits new high 









The post-war seller’s ‘““honeymoon’’ is almost over. Then the chips will be down. 
So Maytag comes through with stepped-up advertising support for the 8000 loyal 
Maytag dealers. 
Now, as production begins to catch up with demand, more SELL is added to 


Maytag advertising. It talks a little louder than before . . . also oftener! 


Total Maytag messages carried, first half 1947, 
62,329,450 


Never before has so large and important a list of magazines been used to carry the 
Maytag washer story. Below are the names of the 15 leading magazines and 


farm publications scheduled. 


Life Magazine Parents Southern Planter ino 
McCall’s True Story Capper’s Farmer 

Better Homes and Gardens Household Country Gentleman 

Good Housekeeping Woman’s Home Companion Progressive Farmer 


Grit Farm Journal Successful Farming 


Here’s the first full page advertisement in the new series, appear- 
ing in February issues of Country Gentleman, McCall’s, Better 
Homes & Gardens, Successful Farming; also Grit, February 9, 
and Life, February 17. Note how various features are emphasized 


in different ads...just the kind of information wanted by the 
” 












women who are going to buy Maytags. 


If you are not now a Maytag dealer, a franchise may be available in your locality. Write Maytag Co., Newton, Iowa (or Winnipeg, 
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Less Weight-lifting. May- 
tag’s €xclusive Ro}j. 
er Water Remover 
takes out far more 
water. Clothes 

faster. Flexible top 
roller folds around 
lumps, buttons. Fin. 
&er-tip control. 
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SALES SENSATIONS foc HANKSCRAFT 


HANKSCRAFT 
Anneli Electric 


EGG SERVICE 


Ivory base, with dome 
of gleaming chrome. 
Attractively packaged. 
Reta price, inctud. 
ing poaching dish, 


MODEL NO. 8151 


$7.95 


RETAH 


of hand ivory porcelain with dome 





A striking ensemble .°. . Standard model egg k 
of sparkling chrome, four double egg cups, poaching dish and metal tray, all finished in 
matching ivory. Egg cooker boils, poaches, scrambles eggs in live steam, automatically timed 
to your taste. Water poured into base closes circuit, turns to steam almost instantly. When 


$ 4:50 all water is consumed, current shuts off automatically. A splendid gift item! 





Popular Priced 
EGG COOKER 


Medel No, 7948 


A favorite pre-war appliance 
again available! Cooks eggs in live 
steam, just as you like ca then 
shuts off automatically. Gift pack- 


aged, this fast-moving item retails 


for only 








View AUTOMATIC ELECTRIC 


BABY 


BOTTLE WARMER SET 


MODEL NO. 6731 


$3.95 
RETAIL 


Includes automatic electric Hanks- 
craft Baby Bottle Warmer, plus 
vaporizer and porringer for heat- 
ing vegetables, cereals and other 
foods. All attractively gift pack- 
aged. Choice of pink or blue 
porcelain, 
Medel 10134 


BOTTLE WARMER 
AND VAPORIZER 


Heats baby's bottle to proper 
temperature, then shuts off auto- 
matically, Vaporizer attachment is 
used to steam away Baby's colds 
and croup. Retail price, including 
tax, $195 








De Luxe Baby Bottie Warmer 
ss attractive packaging ane this 
unit a best seller. Finished in pink or blue 


elein and decorated with a silvery in- 


jaid medallion. Retail price, including tax 


$5.00 





HANKSCRAFT Automatic Electric 
BOTTLE STERLIZER 


Model Ne, 872 


Sterlizes seven bottles and nipples in live 
steam shuts off automatically at end of 
sterlizing period. A real volume and 
profit item, the sterilizer retails, including 


tax, at 
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$5.95 





HANKSCRAFT 


MAJOR VAPORIZER 


Model No. 891 : 


Medicated steam is produced quickly with this 
automatic electric vaporizer. The steam picks up 
medicant vapors and can be directed horizon- 
tally so that a person in bed can inhale steam 
comfortably, When all the water hes been 
turned to steam current shuts off automatically, 
Retail price, including tox 


$3.50 
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Distributor’s 
Home Economist 
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use, an active home economist can get 
a thousand times more publicity for a 
distributor than a distributor can get 
without her assistance. 

Recipe sheets for use in demonstra- 
tions, contributions to the food and 
equipment sections of the newspapers, 
local radio and television broadeasts 
are merely a few of the avenues of 
approach in this direction. 

Chief catch with the distributor in 
the hiring of a home economist, Miss 
Rogers points out, is the shortsighted 
feeling that because she is not signing 
up orders like salesmen, she is excess 
baggage in an organization. 

The truth is, the home economist is 
the person who sows the seed which 
the salesman reaps later. When a 
home economist comes in contact with 
owners it is a poor day that she can’t 
bring him back a lead from every call, 
a tipoff that somebody is on the mar- 
ket for something. While the distribu- 
tor’s home economist has very little 
time as a rule to make home calls, 
nevertheless, she does have a lot of 
contact with owners and housewives, 
and in their chitchat she picks up a 
lot of information that can be obtained 
in no other way. 

All right, says the distributor, where 
can I get a good home economist? 


Picking the Right One 


“The first thing you should look for,” 
advises Miss Rogers, “is a girl with 
a degree in home economics. Cooking 
is chemistry and homemaking has a 
lot of engineering. A girl must under- 
stand the scientific background for 
everything she says, if she is to bear 
weight with the public. Therefore, a 
degree in home economics is very nec- 
essary. It assures you that she has a 
good general knowledge of the busi- 
ness, it guarantees you her recognition 
by the top people in her field in your 
locality. It means her acceptance by 
local teachers, which can be an excel- 
lent contact to your dealers.” 

The ability to meet and get along 
with people is very important, and in 
this regard the distributor can size a 
girl up as well as anybody else. Two 
thirds of her success will depend on 
this, Miss Rogers points out. 

It’s going to cost from $175 to $250 
a month with all expenses paid when 
out of her headquarters city, to have 
a home economist working for a dis- 
tributor. 

She’s going to need an electric 
kitchen with room available for ade- 
quate seating space for demonstra- 
tions. She can use the same room by 
removing chairs and putting up a small 
work table for sales training classes 
and similar projects. She will need an 
equipment trunk with the necessary 
utensils and equipment for giving dem- 
onstrations outside the distributor's 
kitchen. She’s going to need some 
provision for mimeographing or print- 
ing handout material. 

Get a good girl, sell her to your 
organization, have her report to you 
monthly, and you will get dividends 
for both yourself and your dealers. 
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It’s Here 


GREATEST 


GLENWOOD 


EVER BUILT! 





THE 












The GLENWOOD Duplex — 
Oil and Gas combination — 
heats with oil, cooks with 
oil or gas. Also gas and coal 


combination - 




















My The great New GLENWOOD 12-100 Gas Range —The finest 
creation of Glenwood craftsmanship in 68 years of manufacturing 
experience. Soundest-built, most carefully engineered range on the 
market today for the woman who wants the fest 


More Range for the Money —in every FEATURE 


1 Waist-high Roll-O- Matic Smokeless Broiler —rolls out into the open 
at the lightest touch. 

2 Lustrous, one-piece Unitop—ample serving space on top — individually 

set burners. 

Focused- Heat top burners — horizontal ports, bright metal reflectors — 

and Glenwood’s unique Air Curtain around each burner. 


wn 


4 Even-Heat-Flo Oven — domed, rounded, enameled — even heat in 
every inch — automatic temperature never climbs or fades. 











/ 5 Air-cooled sides and top—so cool you can rest your hand comfortably 


on sides or top. 
| Built to “CP” standards 






More Money for You—in every RANGE 












Backed by the Biggest Promotion 
in GLENWOOD History. 


A program designed to give selected authorized Glenwood 

ealers every support. Intensive, high-frequency, sa/es-appealing 
campaigns in newspapers and Woman's Day that backs you 
up /ocally —sells where your customers are. Your Glenwood 
salesman will tell you about the ingenious, profit-building 
tie-in features available to yow. 










Big, traffic-arresting point-of-sale displays that make your sell- 
ing easier can be used in any combinations for window or 
store display 






Full-color, lavishly illustrated catalogue — the finest sales aid 
we've ever offered—complete description of every model, 
every sales point. 






Color leaflets, mail stuffers, newspaper mat services, radio 
script and transcriptions, and other selling aids 
Available for manufactured, L P gas, and natural gas. 
Glenwood Range Co., Taunton, Massachusetts 








SELL THE BEST — 
SELL... 
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Wash., has shrewd planning behind it. 


The fourth floor appliance section of the Bon Marche department store, Seattle, 


The Bon Marche’ Prepares 
A New Appliance Center 





Seattle * department store's "Home Appliance 
Center" takes all the angles into account 


N effective display of appliances, 
a trained staff to sell them, a 
home service department which teaches 
the customer how to use what she has 
bought and a model repair department 
which will take care of them after they 
are sold—these are the elements which 
make up the ideal electrical appliance 
department as planned by Harold E. 
Soden, buyer of major appliances of 
the Bon Marche, Seattle department 
store. 

All these elements he has included in 
the “Home Appliance Center” which 
has been established on the fourth 
floor. This provides space for appli- 
ance display about a quarter of a block 
in area, with a. separate auditorium 
and demonstration room in one corner. 
The whole is separated from the home 
furnishings department which occupies 
the remainder of the floor by a mod- 
ern glass partition with a silhouette 
lighted sign over the entranceway. A 
soft pastel background, with indirect 
lighting supplemented by occasional 
spotlights brings the appliances to the 
attention of the spectator in their full 
beauty. So attractive is the department 
as viewed from outside that practically 
every customer reaching the fourth 
floor comes in to look it over, although 
many of them have not been interested 
in electrical equipment previously. 


Adequate Demonstration Space 


For the first time Mr. Soden has 
adequate demonstration space. He has 
always emphasized the importance of 
teaching customers how to use the 
equipment they buy. This need has 
long been recognized with certain of 
the household appliances—he believes 
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in extending it to all and has trained 
his staff to make this part of their 
selling technique. In pre-war years a 
fair proportion of the selling of his 
department was in the field. Under 
present conditions, this will be min- 
imized, although there will be occa- 
sional need for closing a sale at home 
which may lead to some field work. 
However, he has provided for facili- 
ties within the department which will 
make it possible to give a full dem- 
onstration and to simulate home condi- 
tions within the store. A large area in 
one corner of the department has been 
walled in with a solid partition to a 
height which will furnish background 
to a range or other kitchen appliance 
of this level, and with glass above, so 
that there is no sense of isolation. This 
will be used as an auditorium and 
demonstration room. A model West- 
inghouse kitchen and laundry is to be 
set up on the raised dais so that equip- 
ment will be ready at all times for 
demonstrations. 

This is to be headquarters for the de- 
partment’s own home economist, who is 
Miss Beatrice Donovan. She is to 
have a store name and will become the 
adviser on household problems, as the 
store’s bride’s counselor and interior 
decorator, respectively, advise on other 
problems. Her particular task is to 
see that women know how to make the 
best use of the electrical equipment 
they buy, whether it be a washing 
machine, ironer, dryer, refrigerator; 
freezer or electric range. Experience 
has shown that it is tremendously im- 
portant that the customer who pur- 
chases home equipment be satisfied 

- (Continued on page 88) 
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ALL OVER AMERICA CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In San Francisco, Calif, 46% of the women shoppers interviewed at 
Acme Appliance Co. read Ladies’ Home Journal 


In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ cove ‘same 


* 61,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—Ladies’ Nene Journal, Independence Square, Phila. 5, Pa. 
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retail promotion Ra hp 


ciluhiig the biggest story in refrigeration 
Any refrigerator does all its business through its door! CROSLEY 
This simple, basic fact makes the new Crosley campaign 


the high-voltage refrigerator promotion for right NOW. 
This smashing program will tell the women in 


your community that the exclusive Crosley Shelvador* 
is the only refrigerator that gives extra help every time 
she opens the door; that "28 feet of front-row food” is 
her “Speed Way For Meals,” and that only her Crosley 


dealer can deliver her big Shelvador*. 
It's ready. A buttoned-up pfogram to give every 
Crosley dealer a stand-out advantage in his community. 


tle meide- a4 caokcicenee 
St Whig Faster, easier breakfasts @ Faster, easier lunches ¢ Faster, easier dinners 
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NATIONAL ADVERTISING 


98,568,587 hard-hitting messages in 
60 days! Full-color, full-page ads-in 
American Weekly, This Week, Parade, 
Saturday Evening Post, Collier’s, Amer- 
ican, Good Housekeeping, Ladies’ 
Home Journal, McCall’s, Better Homes 
and Gardens, Parents’, Woman’s Day 
and Household. 


RADIO SCRIPTS 


STORE DISPLAYS Striking displays 
carry the theme of this story right into your 




















store windows . 
attract store traffic . 
on the national advertising. 


A new national recorded radio program is ready 


—the 30-minute hit “SHOWTIME” . . 


. and 


available through Crosley distributors for dealer 
promotions. Spot radio announcements for local 
use are available now . . . to hit the “Speed Way 


For Meals” theme day-in-and-day-out. 


Refrigerators—Home Freezers 
Kitchen Sinks and Cabinets 


Ranges—Laundry Equipment 
Radios—Radio-Phonographs 
FM—Television—Short Wave 


eat i -CROSLEY 
Nation’s Station” 
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on the way fo you now 
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. onto your sales floor . . . 
. capitalize to the fullest 










NEWSPAPER ADS 


Hard-hitting ads are ready to run in 
local newspapers over Crosley dealers’ 
signatures; they tie-in with the na- 
tional advertising, and the displays. 






HELPFUL BOOKLET 


Every woman who walks into a Crosley Dealer's 
store will get her copy of an authoritative guide on 
food arrangement . . . telling her what shelf ar- 
rangements will save her food and time, and why 
. . . explains the many advantages of orderly food 
organization and why the Crosley Shelvador* is 
the only refrigerator feature that helps solve that 
universal household problem. 





& le 


a 


The retail guide to this activity is on its way to Crosley 

¢alers now. It outlines the entire activity . . > gives a 

A time-table that makes it easy to fit this program to yout 
own sales activities. 


Be on the alert for this “Speed Way To Sales”. 


a 


DIVIStON. The Aviation Corporation, 


Cincinnati 25, Ohio. KJ 
. S 
=, bane 


‘> 
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Low in price, yet high in utility, In- 
Jand’s Magic Finish Tilt Out Tray is 
favored for original equipment ~by 
leading automatic refrigerator 
makers, as well as for replacement 
sales by dealers. 

Fast freezing and “immediate de- 
livery” of full-sized ice cubes—two 
at a time or a trayful — make the Tilt 
Out Tray the low priced favorite with 
users, too. 

Moreover, the efficient Inland Tilt 
Out comes in both single tray and 
double duty Dessert Tray sizes, with 
of without pan lifter. 


ICE CUBE TRAY 


For prices and full iefovestion write to— 


FOR TWO CUBES As shown in il- 
lustration above, it is easy to use the 
Operating Lever and get two or 
more full-sized ice cubes from the 
Inland Tilt Out Ice Cube Tray. 


FOR A TRAYFUL After cubes are 
loosened the grid 1s lifted vertically 
and cubes fall into the single tray 
pan — or Inland Dessert Ice Cube 
Tray Pan as shown above. 


INLAND MANUFACTURING DIVISION, General Motors Corporation, D&ton, Obio 


TEASING — 


MANUFACTURING 


INLAND 


MARCH 


Bon Marche Prepares 
New Appliance Center 


ome CONTINUED FROM PAGE 84 emmy, 


with what she buys, This means that 
the article must be of a good quality in 
the first place and then that she know 
how to use it properly. Other types of 
purchases are returned or exchanged 
if unsatisfactory, but if something goes 
wrong in her kitchen the customer jg 
genuinely irritated and not only in. 
jures the cause of electrical appliances, 
but also causes the loss of much good. 
will which the store has taken a great 
deal of trouble to build up. 


Home Service Help 


Miss Donovan will give demonstra- 
tions to new owners of major equip- 
ment which will make home follow- 
up calls unnecessary and will save a lot 
of trouble for the service department, 
Of course, such classes will also bea 
great help in interesting prospects, 
Home freezers, automatic washers, 
ironers, range and refrigerator will 
give her plenty to do and keep a variety 
of programs going at all times. 

In the old building which the store 
formerly occupied a model home sery- 
ice department is to be organized, as 
photogenic in its own way as is the 
main electrical department. Mr. Soden 
proposes to have photographs taken of 
this which he will frame and hang 
about the walls of his department. In 
talking to a customer it will be stand- 
ard practice among his sales staff to 
point out that the store gives a com- 
plete service, with high quality appli- 
ances, with instruction to teach the 
housewife how to use them and with 
an excellent service department (re- 
ferring to the pictures) to keep them 
in order after they are delivered. 

Like all other dealers at the present 
time, the Bon Marche suffers from the 
fact that appliances sell so quickly 
and deliveries are so limited that it 
is difficult to build up the necessary 
reserve to make a good showing on the 
sales*floor. Mr. Soden believes, how- 
ever, that the time is not far off when 
the picture will change rapidly to one 
of competitive selling. When that 
time comes he is going to be ready for 
it. 


“WHY DON'T YOU EVER SPEND AN EVENING 
AWAY FROM HOME, LIKE OTHER MEN DO?” 
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Have shattered all records... 


thanks to your help 


YOU'VE SOLD AMERICA ON £571.42 {-)-) 75 


We’ve always known that Ray-O-Vac LEAK PROOFS were 
outstanding, but you’ve sold them to your customers in 
volumes beyond our rosiest dreams. The way you’ve 
accepted LEAK PROOFS—promoted them—merchandised 
them — recommended them— has built a LEAK PROOF de- 
mand that’s been mighty hard to meet! 


YOU'LL GET [57:\.4. (1°) 3.5 FASTER IN ’47 


Last year’s production was the highest in LEAK PROOF’S 
spectacular history. But even this tremendous increase 
couldn’t meet the rising demand. This year’s produc- 
tion schedules are higher, and you'll get more LEAK 
PROOFS for your customers. Before too long, we hope, 
LEAK PROOFS will be delivered as fast as they are sold! 


If your flashlight is damaged by corrosion, leakage, or swelling of 
this battery, send it to us with the batteries and we.will give you 


YOU WANT MORE [571.4 {-)-)73 NOW! 


You need LEAK PROOFS fast! You want them now because 
Ray-O-Vac’s “Buy Spares— They Stay Fresh!’ campaign has 
stepped up LEAK PROOF sales, because customers have con- 
fidence in LEAK PROOFS—the only batteries guaranteed 
against flashlight damage. And, naturally, you want the 
extra sales you can make with LEAK PROOFS! 








FLASHLIGHT 


B 
AGAINST FLASHLIGHT DAMAGE cae 





FREE a new comparable flashlight with batteries. 


RAY-O-VAC COMPANY, MADISON 3, WISCONSIN 
Branch Offices: 200 Fifth Avenue, New York 10, N. Y.; 203. W. Wacker Drive, Chicago 6, Ill; 423 Sheldon Building, 


San Francisco 5; Calif.; 1131 Sterick Building, Memphis 3, Tenn. In Canada: Ray-O-Vac (Canada), Ltd., Winnipeg, Manitoba. 
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MARQUETTE . 


HOME FREEZER 








. 










Marquette Home Freezers 
are designed to Attract... 
engineered for Efficiency and 
Priced to Sell! 


Marquette Home Freezers are fin- 
ished in gleaming white Dulux en- 
amel with contrasting black base trim 

. aluminum name plate and door 
lifts such beauty deserves center 
position on your display floor. 


“Engineered for Efficiency” Your 
customers will be quick to recognize 
the fine workmanship and materials 
that make every Marquette Home 
Freezer truly dependable. Triple- 
Sealed doors and Scientific Thermo- 
Breaker for positive, airtight seal and 
efficient operation. 


Marquette Home Freezers are 
“Priced to Sell” with generous dealer 
and distributor mark-up schedules. 
Everyone takes pride in demonstrat- 
ing the Marquette Home Freezer be- 
cause it's really BUILT to sell! 

Marquette is geared for action. 
New production records are being set 
every month. 


ADVERTISED in the SATURDAY 
EVENING POST. Marquette Home 
Freezers are advertised in the Satur- 
day Evening Post . . . if you are not 
already a Marquette Dealer, take this 
opportunity to write or wire for Deal- 
ership Details . . . Go Forward with 
Marquette! 
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MARQUETTE APPLIANCES, Inc., Minneapolis 14, Minnesota 
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Getting Along Without 
Outside Salesmen 


If you believe today's margins are too 
slim to support a sales force, take a 
leaf from Leonard Electric's book . . . 





The man behind the Leonard Electric Co., 
Medford, Ore., has ideas on how to 
make the most of store selling. 


OST dealers are getting along 

these days without outside sales- 
men—there just isn’t margin enough 
in electrical appliances to pay them. 
While customers are lining up to get 
appliances still scarce on the market, 
this works out well enough, but for- 
ward looking merchants are beginning 
to reckon up the score as it will appear 
when the assembly lines once more 
are really rolling out the goods. Mar- 
gins, it is to be hoped, will loosen up 
somewhat, but there seems to be a gen- 
eral feeling that never again will they 
reach quite the generous proportions 
of pre-war figures. Costs of living, on 
the other hand, are going up, and sales- 
men have to eat. It is probable that 
they will have to be rather better paid 
than before the war. Just how a future 
active outside sales force is going to 
be financed is giving some enterprising 
merchants considerable of a headache 
right now. 


How Leonard Met Problem 


The Leonard Electric Company of 
Medford, Oregon, faced this problem a 
long time ago and licked it, to its 
owner’s satisfaction. Even in a pre- 
war world costs of doing business in 
Medford were high and freight charges 
added from $3 to $4 to the cost of 
every such item as a refrigerator, 
which the retail merchant must ab- 
sorb. Salesmen were hard to come 
by and were not always satisfactory 
when obtained. The result was that 
this firm got along in pre-war days 
without any salesmen at all—almost, 
it might be said, without any em- 








ployees. Mr. Leonard and his wife 
handled the entire permanent set-up, 
assisted occasionally, of course, by help 
from outside agencies. 

It was by no means a small business 
—in fact, the way to make a success 
of selling without salesmen is to have 
an attractive store and an impressive 
stock, in Mr. Leonard’s experience. 
He kept at all times from twelve to 
twenty refrigerators and about a dozen 
ranges on the floor (nice to remember, 
isn’t it?), not to mention washers, 
ironers, radios, furnaces and small ap- 
pliances. This made an excellent im- 
pression on the customer, who is 
always glad to deal with a store which 
so obviously does a large volume of 
business and which offers her a wide 
selection. She much prefers to drop 
in to make her purchase, Mr. Leonard 
found, rather than to deal with a sales- 
man who calls with a catalog at her 
front door. 

There was another advantage in this. 
as Mr. Leonard points out, the Medford 
dealer, being far from jobbing centers, 
had to maintain his own stock reserve, 
not being able to sell from samples, 
drawing at will from a wholesaler’s 
warehouse, as did the city dealer in 
many cases. He figured that he might 
as well have the advantage, as well as 
the financial burden, of maintaining 
this large reserve. 


Light for Advertising 


The money he saved in salesmen’s 
commissions he spent in other ways 
of reaching the public. The store was 
kept always looking modern and fresh 
in all its appointments. A neon sign 
in the window was kept lighted at all 
times and the lights in the interior of 
the display rooms were kept on a 24- 
hour schedule. ‘“Doesn’t it mean an 
awfully large light bill?” inquired a 
merchant across the street, who ap- 
parently thought he was saving by 
keeping illumination in his store at a 
low level through the use of low-wat- 
tage lamps. Mr. Leonard’s answer was 
that light is the cheapest advertising 
a merchant can buy. To maintain the 
best lighted window in the block and 
to keep his store bright all night added 
perhaps $3 or $4 to the monthly light- 
ing bill, but as advertising, the value 
was far in excess of cost. Although 
street traffic in the small hours of the 
morning in Medford is not large, there 
are always a few belated travelers. On 
these the lighted store made a real 
impression, contrasted with the dark- 
ness of other windows. Viewed after 
other lights have been turned out, the 
Leonard establishment gave the im- 
pression of being the only store in 
town. Mr. Leonard tells of one $500 
sale which was definitely started at 
(Continued on page 92) 
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THE COR-O-AIRE CONSOLE HEATER IS TAKING THE SALES LEAD EVERYWHERE BECAUSE: 
hav ... IT'S "MORE FOR THE MONEY” ten 


ressive 

rience, ®eeeess? 
elve to 9 22° ee°e 
. dozen Cor-o-aire is the most efficient, free standing, gas fired, ducts. . . circulates, humidifies eoeee380 
iemb . .) 

ree. console heater and winter air conditioner on the market. and filters the air... everything 020.982, 
all ap- 
nt im- 
vho is 
which 
ime of 
a wide 
o drop 
eonard 
i sales- 
at her 








Se LEE LON PE CEI NT 


is wife 
set-up, 
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@©22239990 
It heats an average five room one floor house without a basement heater does. The 9ee2e00 


patented, cast iron exclusive 





Venturi tubes . . . 46 of them 


Exclusive, patented, cast iron 


eee make all this possible. Venturi tube beat exchanger. 


..» USERS PREFER IT 


Cor-o-aire cuts gas bills by as much as 20% to 50%... 


in this. 
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saler’s 
ler in 

might 
yell as 
aining 





heats homes in Great Lakes area for as little as $5 per 
month. Compact in size, handsome walnut finish. Quiet, 
efficient, fully automatic operation makes it the preference 


of prospective buyers. 


.. IT GIVES MORE PROFIT TO THE DEALER 


— Cor-o-aire gives the dealer more cash profit per sale. 


- ways 
re was 
1 fresh 
n sign 
at all 
rior of 
.a 24- 
san an 
ired a 
10 ap- 
ng by 
e ata 
w-wat- 
er was 
rtising 
1in the 
‘+k and 
added 
- light- 
value 
hough 
of the 


Satisfied Cor-o-aire customers are good prospects for 





additional sales of other products. 

The Cor-o-aire Hi-Boy, for basement installation, has the 
same exclusive patented features that give the Cor-o-aire 
console model amazing efficiency and economy such as 
have never before been achieved in any other heater. 
Ask your nearest Cor-o-aire distributor for further infor- 


mation or write us direct. 


THE COROAIRE HEATER CORPORATION 


GENERAL OFFICES, CLEVELAND 15, OHIO 


“THE SCOTCH HEATER’’—HEATS A FIVE ROOM HOUSE FOR PENNIES A DAY 
‘,  Ore7 PAGE @1 
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Thousands of these superd 
irons are being shipped . «+ 
order yours today. 


jentific 

Many months of scien 
engineering and plain hord 
work have resulted in -¥' 
post-war irons. U. >. ©. 2 : 
refused to run the usual 
“Coming Soon—Have Patience 
advertising which creates 
general disappointment. — 

We purposely waited until 

our production line could 

take care of orders... 

ond NOW IS THE TIME. 


. Blectre Home Products 
os are built for long hard 
service and scientifically 
designed for really constant 
and accurately controlled 

heat. They ore priced to 
sell quickly and yield 
o very attractive 


ic — AC - DC 
e Non-Automatic 
m-8 Standard Automatic AC — pe os 
M - 10 De Luxe Automatic AC— 


Outstanding Fealures 


M- 6A De Lux 


@ Finger-touch 
control 

@ Perfec 
handling 


even heat distribution 


& Quick, ehanite sole 


a Copper-clad Me 
plate 

@ Minimum heat ra 

@ Air-vent sole plate 

@ Extra-large ironing 

@ Curved, natural-grip 

a Tear-drop sole plate, 


diation 
@ Minimum 
surface @ Just-right w 
handle, cool to touch 
bevelled edges 0" 





automatic 


+ balance for easy 


. insulation 
s Fiberglass in differential 


eight 


d rounded corners 


Beat bap Scorcks Pattern Toit! 





Getting Along without 





two o’clock in the morning, when a 
customer returning home from an even- 
ing’s entertainment was attracted by 
the light and became interested in the 
electrical kitchen equipment she saw 
displayed. 

Similarly, the light kept on during 
the day meant a cheerful, live-appear- 
ing interior, with the impressive stock 
of appliances displayed at its best. 

Although the Leonards employed no 
salesmen, Mr. Leonard himself did con- 
siderable field work, Mrs. Leonard tak- 
ing over the management of the store 
in his absence. In particular Mr. Leon- 
ard found that furnaces must be sold 
in the field, and that many other 
major appliances must be followed up 
from floor leads. On the other hand, 
it was surprising how many deals could 
be closed on the floor without home 
contacts. Four refrigerators in one 
morning sold as purely store sales is 
not a bad record. 

Demonstrations on most appliances 
were discouraged. Should a prospect 
ask for a washer demonstration, she 
was asked what she wanted it for. 
To prove that the washer could get 
clothes clean? Or that the appliance 
operates without mechanical difficul- 
ties? The firm had been carrying this 
equipment for years, she was told, and 
had experience enough to feel that it 
would give satisfactory service. If she 
had any doubts, why not buy the 
washer and have it sent home, with the 
understanding that anything not satis- 
factory would be made good, or that 
she might return it and receive her 
money back at the end of a month’s 
trial if so desired? There was never 
a washer returned. 


lroners Demonstrated 


Ironers, on the other hand, were 
demonstrated by Mrs. Leonard in the 
store. She made a practice of ironing 
in the store on Tuesdays and Wed- 
nesdays, doing all of her own laundry 
in this way. Customers came to under- 
stand that if they had any questions as 
to newly purchased equipment, they 
might drop in at this time for instruc- 
tions, while those thinking of buying 
an ironer dropped by to see how it 
worked. The store sold ten ironers a 
week on occasion and did not find it 
necessary to give home lessons except 
in extreme instances. 

‘Because he maintained no regular 
store help, Mr. Leonard went out of 
the way to keep his records complete 
and in excellent shape. Bookkeeping 
was done by a young woman who came 
in for part-time service. Between times 
the Leonards kept careful account of all 
transactions. A perpetual inventory 
was maintained, so that at all times 
they might know where they stood and 
be warned when re-orders were neces- 
sary. A card record was kept of every 
appliance sold, with entries of all sub- 
sequent follow-up contacts and of serv- 
ice rendered, so that when a customer 


Outside Salesmen 
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partment of its own, but used a local 
transfer service, which Mr. Leonard 
found less expensive and more flexible. 

The Leonards believed in advertis- 
ing and kept small ads in the local 
paper at all times, Attention was called 
regularly to the furnace department in 
this way. Spot advertising on the 
radio covered the complete service of 
the store. This was not price advertis- 
ing, but was given news yalue by keep- 
ing up with seasonal interests and new 
developments. 

Best advertisement of all was the 
store’s long record of service and the 
body of satisfied customers who had 
learned that this was a satisfactory 
place to shop. The result was an envi- 
able record in volume of business, rank- 
ing well toward the top among stores 
which employ large sales staffs, com- 
bined with that eminently desirable 
factor—a low overhead. 


Store Sales Emphasized 


Since the war, the store has added 
two salesmen, son and son-in-law of 
Mr, Leonard, and looks forward to do- 
ing some outside selling. Emphasis 
will still remain upon store sales, how- 
ever. Even when there were no appli- 
ances available during the war years, 
the firm had kept going by selling fur- 
naces and records, keeping the store 
predominantly an appliance center, so 
that customers continued to think of 
it as a place to turn for electrical wares. 
Now the store is again well designed 
and well kept up, with an impressive 
display of appliances and with modern 
lighting. Mrs. Leonard still handles 
the record department and takes over 
store sales when the others are in the 
field closing sales. 

Along with all other dealers, Mr. 
Leonard hopes for better margins, 40 
percent by preference, but if he has to 
get along on a somewhat lower figure 
than pre-war, he at least knows how to 
go about cutting his cloth. Make your 
store electrical headquarters for the 
community, store some of your appli- 
ances in the store rather than in the 
warehouse, bring them in to buy by 
advertising and by attractive light- 
ing, and keep your field selling as much 
as possible to the follow-up of sales 
already started in the store—these are 
mottos which will help to keep sales- 
men within the available margin. 








U.S. ELECTRIC HOME PRODUCTS, INC. tresxiyn 20 NY. 


called in for some need of repair or 
replacement, the history of the transac- 
tion could be located in a few seconds. 

The store maintained no delivery de- 





“NEVER MIND, DEAR, | FOUND IT." 
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BIG YEAR-ROUND SELLER FOR STEADY TURNOVER 


Think of it—warm or cool circulating air 
from the same unit by the simple flick of a 
switch! Yes, that's COMFORTAIR —a real 
twelve-month seller. !t's doubly “desirable 
in household and office because it combines 


heater and fan in one beautiful, modern unit. 


lightweight and thoroughly portable, 
COMFORTAIR can be plugged in anywhere 


for comfort-conditioning nursery, sickroom, 


MIMAR PRODUCTS, INC., 


bedroom, playroom, office or living room. 


The market for this amazingly attractive, 
Tite) (Melle olaelaiicel Mel >) >lilolia mt mol elle Mer: 
America itself. You'll find that stocking 
COMFORTAIR helps keep inventory down 
to a minimum because it is a heater and fan 
in One space-saving unit—eliminates dupli- 
cation of merchandise. Write for free 


profit-making circular today. 


BROOKLYN 5,NEW YORK 


Branch: El Monte, Colifornia 
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THE BEST DEALER IN 
TOWN SELLS NORGE! 
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"years, Norge dealers have encountered no difficulty 


in securing a satisfactory volume of 








Norge, you're in business! 


A BORG-WARNER INDUSTRY 
Norge is the trade-mark of Norge Division, Borg- 
Warner Corporation, Detroit 26, Michigan. In 


Canada: Addison Industries, Ltd., Toronto, Ont. - 


BEFORE YOU BUY 
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Through more than 27 years, 
Briggs & Stratton 4-cycle air-cooled 
gasoline engines have demonstrat- 
ed they have the stamina to give 
maximum performance under sever- 
est conditions of long, hard use. By 
this record of dependable operation, 
they earned worldwide recognition 
as the “right power” for all types 
of appliances, farm machinery and 
industrial equipment. Only by spe- 
cifying Briggs & Stratton engines 
can users, dealers and manufactur- 
ers benefit by the long experience, 
technical knowledge, and manufac- 
turing facilities of an organization 
which has built over 2% million 
Single Cylinder air-cooled engines. 


BRIGGS & STRATTON CORP. 
Milwaukee 1, Wisconsin, U.S. A. 
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The problem faced by Shartenberg's department store, New Haven, was to get cus- 
tomers into this brand new recofd section in its fifth floor Music Shop and to keep 


them coming back for more. 


Tie-Ins Start 
Records Rolling 


Shartenberg's builds customer acceptance 
for its new radio and record department 


HARTENBERG’S department store in 

New Haven, Conn., has a neat, 
redecorated Music Shop and a brand 
new record department on its fifth 
floor. Until recently it also had a 
problem—how to establish a reputation 
for its record department that would 
draw repeat customers against the 
strong competition of established con- 
cerns. 

When the store developed its plans 
for a complete Music Shop it naturally 
included records. It turned the buying 
and selling of its musical merchandise, 
radios, radio-phonographs, phono- 
graphs, and records, over to one of its 
oldest buyers, Perry Tucker. Second 
step in the program involved the tak- 


ing over of a goodly portion of its fifth 


floor and modernizing and redecorat- 
ing. Blond woodwork, trim display 7 
cases, inviting listening booths and © 


compact filing shelves for records wer 4 


built into one corner, thus creating a 
store within a store. 


Wanted—A Traffic Builder 


With the physical assets complete 
and a sales staff selected, Mr. Tucker ~ 
began to look for a way to build traffic © 
through the department and to keep 
the cash register ringing. That was 
the ultimate objective. Like any good 
general, sales or military, he selecteda ~ 
primary objective to ease the task— — 
the building of record sales. To sell © 
records, Mr. Tucker knew, you have © 

(Continued on page 100) 





RECORD PLAYER 


to attach to your present radio 
ae 


If you missed out on our last promotion,—don’t miss this one! 


WE REPEAT ONE SELL-OUT with ANOTHER—and HOW! 


Fou 
FOR INDUSTRIAL, CONSTRUCTION 


RAILROAD AND FARM 7.00 vorth of RECORDS 


EQUIPMENT of your own choosing Hore, indeed, ts that “special” gift fer © gorticuler 


person—provided, of course, you can part with it 


1S =e 


$7.00 worth of records! 


i. .% 


RECORD SHOP on the Fifth Fleer 











The answer to its problem was provided by tie-in sales such as the one promoted by 
this newspaper advertisement. A similar offer included a $156.70 radio-phonograph 
and $25 worth of records for $179.95. 
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@ Valued as a fine possession by those who.own it. High 










on the want-list of folks eager to have the best. And a 
treasure, too, for you who sell it. For ‘“Toastmaster’™ is 
America's top name in toasters. It will continue, in the 


most competitive of times, to be the easiest brand for you 


TOASTMASTERS 


a 
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$1875 


Fair Trade Price 



















BELL BOY, 
ETC., CALLS 







THE 
AUTHOTONE 








BEDROOM CALL SIGNAL 





RECEPTIONISTS’ DESKS 
OR WINDOWS 


Model No. 880 


SERVIS 
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DOOR ANNOUNCER 
STORES AND SHOPS 


THE 
AUTHOTONE 


Tuo 








FOR 


SENTINEL an 
New Popular 














Hf you haven't seen 


tone chimes, 





of the year! Send 
Bulletin 110 today. 
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complete line of AuthO- 
you're 
missing the biggest news 


no electricity, wiring, batteries, or trans- 
formers—are now available to the hun- 


dreds of your customers who'll want them 


the 


for 


for doctors’ office doors. And with no elec- 









run down! 


STREET LONG ISLAN 


Officesin 


SINCE 


COUNTER CALLS 


i= 
Model No. 865 om tagere | 


PORTABLE 
CHIME 


DOOR ANNOUNCER 
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CHIME 
NOUNCER 


AUTH Chimes 


These two brand new chime signals—with 


for home, office or stores. Imagine clear, 
melodious chime tones instead of jangling 


bells or stabbing buzzers for maid calls or 


tricity to hook up and no batteries to 


Because they use the same two-tone, long- 
life mechanism as other AuthOtone chimes, 


the quality is high and the price is low. 


AUTH ELECTRIC COMPANY, INC. 


DCITY 1 



















On these tables are displayed samples of all the electrical items carried by the A. A. S. 


Electric Supply Co., St. Louis. 
brought from the warehouse. 


The customer sees what he wants, orders it, and it is 


Display Tables "Sample" 
Entire Wiring Device Stock 


St. Louis 


Contractor 


Saves 


Both Customers’ and Firms’ Time 


4 poy: novel display tables have 
been built at A. A. S. Electric 
Supply Company, St. Louis, to in- 
corporate in a single space at least 
one sample of every electrical item 
which the contracting firm installs, 
sells or stocks, 

Arthur A. Smith, head of the con- 
cern, calls this “an adaptation of 
supermarket selling to the electrical 
contracting business.” He spent $200 
each on constructing the heavy ten- 
foot tables of five-ply wood, wiring 
them for two ten-foot slimline cold- 
cathode lamps to illuminate each, and 
displays an inventory which amounts 
to more than $5,000 on them in the 
store’s front showroom. 

“We went to all this trouble simply 
to save time and eliminate one of the 
worst nuisances of contracting,” he 
explained. “Builders and owners alike 
don’t enjoy being hustled around to a 
supply house showroom to pick out 
the fixtures, switches, outlets, etc., 
which go into their construction, and 
they don’t like waiting around while 
the electrical contractor digs through 
his stockbins and finds the items in- 
volved in whatever job is ahead. 
Therefore, we have simply collected a 
100% complete category of our ma- 
terials and put them out where the 
customer in a few minutes can pick 
out everything he wants.” 


How Tables Are Made 


The three tables, as shown, are ex- 
tremely heavy two-level types, ten 
feet long by six feet wide, and di- 
vided into 20 partitions 14 inches by 
25 inches and 3 inches deep. Light- 
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ing for the table top is provided by 
cold cathode lamps hidden under the 
“riser” shelf slightly below eye level. 
In addition, slanted shelves at the floor 
level are used to show large, heavy 
items, again under cold cathode light. 

Two of the shelves are devoted to 
general items, including switches, 
cable, wire, angle connections, bush- 
ings, conduit, circuit breakers, insula- 
tion, range receptacles, timers, switch 
plates, meters, etc. Even flash lights, 
lamps, and extension lamps are in-* 
cluded in the complete stock. Running 
up the side and down the length are 
50 sockets on two of the tables which 
display 50 varieties of electric light 
globes for every conceivable purpose, 
any of which may be switched on in- 
dependently to give an idea of their 
output. “Each partition shows sizes 
from the smallest to the largest,” Mr. 
Smith said, pointing out for example 
a quarter-inch bushing and a 7 inch 
one side by side. “We don’t carry 
anything that isn’t on the table, but 
there are few items not included.” 
There are more than 1600 items on 
the two front tables, including 102 
light bulbs of various types. 


Rear Table Layout 


The rear table is devoted entirely to 
switch boxes, 60 samples running the 
gamut from small cottage varieties up 
to huge factory panel switches. Laid 
out in orderly rows on slanting back- 
boards, customers see one plug, one 
fuse 30 amp. types up to three pole 
200 amp. models, fuse panels, remote 
control switches, reversing and stop- 
(Continued on page 100) 
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'Me-fersuade em to Buy 7 


Persuasion is the last thing you’ve needed to sell quality off again. And, by the way—how’s your selling technique? 
appliances—your big problem has been getting them. But Are you all set to demonstrate the famous Manning- 
now that they’re returning, personal salesmanship will pay Bowman Twin-O-Matic Waffle Baker, for example? ... 





Tell customer: “It makes two big Rotate waffler. Explain : “Now pour Point to wide batter troughs that 


waffles—ends waiting! Dial regu- fy batter into reverse section, close catch overflow. Prove bakelite han- 
o lates both waffles. When indicator @ cover, return to original position. J} dies stay cool—and set off chrome 
says BAKE, pour batter in top half?’ When steam stops, baking’s done” finish that “shines with a wipe!” 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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... the Original Nickel-Chromium Heating Element Wire 


NICKEL _ CHROMIUM 
WIRE 


* Trademark Registered U.S. Pat. Off. 


HOSKINS MANUFACTURING COMPANY oe 


you'll FIND 


IN THESE 


How’d you go for a grilled cheese sandwich? Done to perfection . . . 
just the way you like ’em ... thanks to the durable CHROMEL heating 
element wire used in modern electric grills. CHROMEL, you know, is 
the original Nickel-Chromium resistor wire. With its fine durability it 
lasted over 300 times longer than any other then known material. Thus 
CHROMEL first made electrical heating really practical. It provides a 
clean, even, odorless heat that can’t be beat for... well... grilling tasty 
cheese sandwiches. Try one! 


Yes, you'll find durable, desirable CHROMEL resistor wire carrying 
the heating load in millions of electrical appliances . . . grills, toasters, 
ranges, roasters . . . and in countless industrial and commercial devices, 
too. For, through the years, manufacturers of such products have found 
that, when they’re made with CHROMEL, they’re made to sell... and 
stay sold . . . to satisfied customers. 


Detroit 8, Michigan 





PRODUCTS 
YOU 
SELL 
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Display Tables 


| ——_—- cONTINUED FROM PAGE 9@smmmmcmms 


ping varieties, circuit breakers and 
timer models. The stock, incidentally, 
is larger than that shown by most 
supply houses in the St. Louis area, 
and has brought in dozens of plant 
managers and factory operators “look- 
ing for ideas” in improving electrical} 
service in their own businesses. 

The “supermarket” phase of the 


| idea is continued in the way Mr, 
| Smith makes it sell. Every item has 
| a white tag attached, which gives a 
| number for reference. The customer 
| may walk around the table, ordering 
| seven of this, two of that, etc., and 
| the order is then checked against a 
| master book kept in the sales office 
| immediately behind the showroom, 


Entries against the tagged numbers 


| give the name of the item, its manu- 
| facturer, company cost, retail price, 
| stock number, code number, installa- 


tion practice, warranties, and any tips 


| on the item’s use. Mr. Smith worked 


this out himself, against his own ex- 
perience, and the information included 
after each listing goes far beyond 
what even the manufacturer fur- 
nishes. ‘The idea of the book is that 
anybody in the store can sell the item, 
look it up, and tell the buyer exactly 
how to use it, what to look for in the 
installation, etc. Our customers like 
the idea, and can figure their costs 
against advantages more easily.” 

To keep the display at peak ef- 
ficiency, Mr. Smith has set an in- 
violable rule that nothing will be sold 
off the table, unless there is an im- 
mediate replacement in the warehouse. 
Thus there are no “holes” in the in- 


ventory to contend with. 


| Tie-Ins 


CONTINUED FROM PAGE 96mm 


to sell records. But how? A shipment 
of radio-phonographs, a windfall in a 
season of shortages, provided the 
answer—tie-ins. 

A radio-phonograph which sold 
alone for $156.70 was offered with $25 
worth of records for $179.95. The idea 
clicked and the registers rang. Within 
a few hours the offering was sold out; 
the customers had gone home. Im- 
portant to the store, however, was the 
fact that they would be back. They 
hadn’t been required to make their full 
selection of records at the time of pur- 
chase. They could, and most did, spread 
their selections out over a period of 
months, returning again and again. 
Each time they returned, of course, 
there was an opportunity for additional 
purchases. 

The original offer worked so well 
that Mr. Tucker and his record depart- 
ment chief, Miss Tillie Brandt, re- 
peated it with other combinations. In 
many instances where term buying was 
arranged they found that customers 
purchased an additional $25 or $35 
worth of records and spread the pay- 
ments out over the period of the in- 
stallment plan. 
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BROILER COVER PRESSURE COOKER COVER COFFEE MAKER COVER 
Retails for $1.50 Retails for $1.25 Retails for $1.25 


he idea 
Within 
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ne WASHING MACHINE ELECTRIC MIXER , , 

ons. In COVER COVER ' The Seal Sac "SALES TEST ASSORTMENT” 

ing was Retails for $6.95 Retails for $1.50 costs little, takes up little space . . . BRINGS 
; : IN BIG RETURNS. Order an assortment today 


stomers “a : 
or $35 *B. F. Goodrich Flexible Synthetic . +. you'll see results — FAST! 


he pay- 
the in- 
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EW Si REFRIGERATORS 
FOOD STORAGE IN THE SAME 


Greatest advatice 





atiiah i 





Look inside this great new General Electric (Model ND-8). Big 
Super-Freezer holds 20 standard packages of frozen foods, plus 
4 ice trays (80 ice cubes). Bottle space big enough for 12 square 
one-quart milk bottles; enough headroom for really tall bottles! 
Notice the ample, conveniently arranged shelves . . . the big 
fruit, meat, and vegetable drawers for keeping these foods 
market-fresh! Did you ever see such a refrigerator? Don’t you 


want one? 


ay ‘tricity 


goge => y p| 


before ss war! 
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$ | GIVE ONE THIRD MORE 
E | KITCHEN SPACE! 


ce | mm home refrigerators iin 20 Yeats... 


ig | demands of women everywhere / 





t 




















| for 
8 is 
d— 
ars! : 
rig- ; 
Cas 4 
: 4 
a 
a 
2 
ator 4 
es 5 A, 
loor ew. he wets 4 
ity! ; t S-cubic-foot Space Maker model i 2 
- Space Maker model in the 4 
res The pictures tell the story! same kitchen. Notice the difference in the 8 
the On the left is a standard 6-cubic-foot re- sizes of the freezer (for frozen-food stor- = 
om frigerator in a kitchen. Note the size of age), and how much more room there is a 
you the freezer and the food-storage space. for general food storage. a 
red Note, too, that a bigger refrigerator Yet this refrigerator fits in exactly the 4 
wouldn’t fit in this kitchen. same kitchen space as the usual 6-cubic- ie : 
On the right is the new Gencral Electric foot model! J 
| 
Model illustrated is the NB—8-cubic-foot | 
ors % 
en- me wl 
Greater-than-ever dependability! oh 
cen Rigid tests and inspections prove that these new, more s 
the compact refrigerating units should give even more Bes 
: dependable performance than the great “sealed-in- ¥ a 
steel” units that have set an unmatched record! a 
And that’s a vital advantage! For constant, trouble- ffs ° * + a 
fie ? vel SELWICE be 
de free refrigeration—day in, day out; year in, year out 0, 7 aaillion “a 7 


—is primarily what you’re buying when you buy a 


Yen years or longer 






pnt : 

refrigerator. More than a million General Electric 

Refrigerators have been in service ten years or longer. 

on- 

2 See the “Space Maker” models at your retailer's. GE YJ cE 4 A ‘ b i kt ‘TR i C 
ore 

z They’re the answer to your prayers for more food- 

me storage space without buying a bigger refrigerator! 


General Electric Company, Bridgeport 2, Conn. 
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WHIRLPOOL 


and i saves he suds! 


WHIRL-MATIC pumps the suds into laundry 


The \900 


tub and returns them automatically to the 
washer for re-use ... Another example of the 
kind of problem solving that has assured 
enthusiastic home-maker acceptance for 


NINETEEN HUNDRED home laundry equip- 


ment for forty-nine years. 


WHIRLPOOL is the Complete Line of Home 


Laundry Equipment. 


This is the way A. S. Mehagian Co., Phoenix, Ariz., looks from the front. Large 
electrical appliances are featured in the windows at the right, while small ones are 
given a position of prominence in the center. 


Home Furnishings Firm 
Segregates Appliances 


A carefully planned store is 
doing business in Phoenix, Ariz. 


STARTING from a firm specializ- 
ing in floor coverings, A. S. Me- 
hagian Company of Phoenix, Arizona, 
has expanded—first, to include furni- 
ture of distinction and now a complete 
line of electrical appliances. This 
latter development is the outgrowth 
of a department featuring small ap- 
pliances which was established some 
time ago. In the spring of 1946 the 
main appliance department was opened 
under the management of R. J. Mor- 
rissey and Mrs. Helen Fagan. Five 
thousand attended the opening. 

The new department occupies fully 
half the floor space of the modernistic 
building locate@ on the main business 
street of Phoenix and is laid out to a 
departmentalized pattern. One divi- 
sion is given over to refrigeration 
equipment, another to water heaters 
and laundry. Radios have a room to 
themselves, while records have their 
own section, complete with listening 
booths. In the very center of the store, 
with a window frontage of its own 


and accessible from both the floor-cov- 
ering and appliance side of the build- 
ing, is a room entitled “Gifts”. At 
the present time this houses a variety 
of gift wares, but it is the intention 
of the firm to display here all types and 
makes of small appliances. The room 
is designed with decorative niches and 
modern shelving painted an attractive 
blue, so that every type of small appli- 
ance may have the most attractive 
background for display. The firm be- 
lieves that small appliances deserve 
major attention in every electrical 
store. They represent cash sales, with 
as a rule no follow-up or servicing 
problems, they give daily satisfaction to 
their users, they are less difficult 
hurdles for the customer to surmount 
because of the relatively small outlay 
involved and they are year-round at- 
tractions. 

A model kitchen, complete with 
cabinets, has already been set up in the 
rear of the store and is expected to be 

(Continued on page 108) 


NINETEEN HUNDRED CORPORATION 


Manufacturers of the World's Finest Home Laundry Equipment 
ST. JOSEPH MICHIGAN, U.S.A. 


IN CANADA: JOHN INGLIS. LTD. 


Here is part of Mehagian's appliance department. The opening of the section was 
attended by five thousand people. 
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THE OTHER SIDE 


nnouncing a 1S WARMER 


sensational new line 
to bring you 


new sales 











What’s new about these pads? Every- idea... one side ahways warmer than the 
thing! An entirely new idea. New con-- other, whether on low, medium or high 
struction. New illuminated switch. New _ ...they’ll surely want to buy. 


comfort and added utility. Be sure you see this amazing new line 
-When the comfort-seeking public sees | of WARM-O-HOT pads. 
WARM-O-HOT with its revolutionary new Write today. 


The LOBL MANUFACTURING COMPANY 


MIDDLEBORO, MASSACHUSETTS 
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NAME IS Westin 


Md 


ano PLENTI-POWER 


THE PERFECT PERFORMANCE COMBINATION 


FOUND ONLY IN VW esinghouse e 


Westinghouse FM incorporates the most advanced 
engineering. With Westinghouse FM you get all 
the tones and overtones that blend to make great 
music or a great speaking voice against a back- 
ground of perfect silence. 


Westinghouse Plenti-power is an exclusive de- 
velopment that provides Westinghouse radios 
with TWICE the undistorted power output of 
comparable prewar sets. Plenti-power gives you 
all of the dynamic range of sound exactly as it is 
broadcast. 


Just as FM greatly increases the frequency range, 
PLENTI-POWER greatly increases the dynamic 
range. Together, they reproduce the program 
exactly as broadcast—with brilliant, true-to-life 
realism never before achieved. 


Westinghouse will have ready shortly a com- 
plete new line of FM sets in various tube comple- 
ments and in each of the low, medium and deluxe 
value levels. Every Westinghouse console radio- 


RADIO 
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phonograph and console radio will have FM. 
Every deluxe table model radio also will include 
FM. Westinghouse radio retailers will have a 
broad selection of models to meet the public’s 
requirements. 


Westinghouse Radio is prepared for the expand- 


ing FM market. 


Westinghouse Radio will continue to produce a 
complete line of top performance AM receivers 
with outstanding competitive sales advantages, 
for while FM indicates a tremendous market po- 
tential in the next few years, AM is and will 
remain, a major factor in the receiver business 
for some time to come. 


You can depend on Westinghouse Radio origi- 
nality and engineering to give you both AM and 
FM receivers that are built right, designed right, 
and priced right. 


Home Radio Division, Westinghouse Electric Corporation, Sunbury, Pa. 


house 
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Pigs, 


— 


Errtly tended food 


--- AT THE FLICK OF YOUR FINGER! 


@ Here’s the easy way to those fine-flavored, smooth-tex- 
tured foods that result when all your ingredients are thor- 
oughly mixed. 

Flick the new Hamilton Beach Food Mixer’s finger-tip 
bow! control. That’s all! And you blend the mixture at the 
edge of the bowl as evenly as that in the center. No stop- 
ping the motor. . . no tilting of beaters. . . no lifting of bowls! 

A real time and work saver. Only the Hamilton Beach 
Food Mixer has it! Available now at electrical appliance 
and department stores. Hamilton Beach Company, Divi- 
sion of Scovill Manufacturing Co., Racine, Wis. 


ONE-HAND PORTABILITY 
at the range, at a table, ony- 
where! Nothing to release or 


detach. One-hand 
too! You regulote speed with 
your thumb. 


HAMILTON BEACH 
Food Mixer 
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means sales 
for you 
just about 
as easily! 


The word is out that more and more 
women are set to wait for quality ap- 
pliances. In food mixers, we think 


you'll agree that means Hamilton 
Beach. 


Production is growing every day. 
So, it shouldn’t be long before you 
can give your customers what they 
want... the mixer they’ve been wait- 
ing for .. . the one that’s.so easy to sell! 


Keeping old prospects alive for 
you—and interesting new ones— 
is the double-duty job of the national 
magazine ad on your left. Out this 
month, it’s part of a consistent cam- 
paign to make your Hamilton Beach 
dealership increasingly profitable. 





Home Furnishings 
Firm Segregates 
Appliances 


mmm CONTINUED FROM PAGE 104 emmmmmmmne 


an important selling item as a unit 
sale. The company does not plan to 
install kitchens, but has a working 
agreement with a carpenter who will 
undertake this work, so that prices 
may be quoted and installation prom- 
ised. At the present time complete 
kitchens of this kind are sold on about 
a five-month delivery basis. 

The various centers of interest in 
the store are expected as time goes 
on to become educational centers in 
laundry work (automatic washer and 
ironer), cookery, or refrigeration and 
home freezing. The firm believes in 
teaching the customers how to use the 
appliances sold and plans to feature 
demonstrations and classes in every 
subdepartment. Being shut off from 
the remainder of the floor on three 
sides, with the remainder open, the 
departments provide convenient pri- 
vacy for the closing of a sale. Differ- 
ing backgrounds in pastel shades, com- 
bined with modern glass brick in par- 
titions, also serve to set off these 
semi-rooms from one another. 

The electrical department already 
employs four salesmen and expects 
later to have a field force of some size. 
This will enable them to carry out the 
policy already set up of following up 
each sale with a personal call within 
a few days after the appliance has been 
sold. This enables the store to make 
sure that the customer understands 
the use of the equipment and is per- 
fectly satisfied with the purchase. Of 
course, it will help to develop prospects 
and to uncover needs which may lead 
to successive sales of other equipment. 


Helps Record Sales 


This has already proved particularly 
valuable in the case of radio combina- 
tion sets. The store has found that 
frequently the customer buys such a 
set, expecting to get full satisfaction 
out of a collection of old records, most 
of which may be in extremely bad 
condition. The call gives the salesman 
a chance to examine the customer’s 
records and to point out if they are 
not of the type to give satisfaction. It 
inevitably leads to additional record 
sales and sometimes to the sale of 
other equipment. 

At the beginning of his career in 
Phoenix, Mr. Mehagian adopted as a 
slogan for his store the phrase “Never 
a dissatisfied customer”, and the firm 
has scrupulously lived up to this motto. 
It still remains as the standard for his 
employees, but when the number of 
the staff increased beyond the original 
four or five, the proprietor’s scrupulous 
honesty would not permit him to con- 
tinue to use it in his advertising. The 
customer’s interest, however, is still 
regarded as paramount and hence the 
service department is to be one of the 
important features of the electrical divi- 
sion of the firm. A convenient arrange- 
ment has provided an alley at the rear 
of the store, with a warehouse and 
service space across the alley. 
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| HOWTO GIVE YOUR CUSTOMERS 
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isfied customer. 


Here’s the Secret of 


Slectvesteem 


Over-all Superiority! 


Only Electresteem offers dual 
steam heating at-no extra cost. 
It provides forced steam heating 
through pressure jets in all eight 
sections PLUS turbulent steam 
boiler heating from the patented 
Electresteem boiler. That’s why it 
throws man-size heat on a midg- 
et consumption of electricity. 















‘CLEAN, HEALTHY, THRIFTY © 
HEAT from a WALL PLUG 
No eae Se or other moving parts A get out “ ey 


Dependable service guaranteed by sound engineering and 
top-quality production. Every sale means another lifetime sat- 


AG 


PORTABLE STEAM RADIATORS 


The “easy money” days are over ... and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heating units. No 
wonder you stay “On the Profit Beam with Electresteem!” 
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Only %” of 
water is heated 


- at a time, fed 


from main body 
of water at boil- 
er bottom. Boil- 
ing water is 
shot into radia- 


a tor with water 


bubble broken 


-. above’ water 
_ line, creating 


hotter steam. 


- Boiling water 


in turbulent ac- 
tion combines 
the two most 
efficient steam 
heating meth- 
ods in one unit. 


ELECTRIC STEAM 


DETROIT 8, 


Electric Steam Radiator Company of Canada 





Ltd., Windsor 
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RECOMMEND AND SELL 


Reg. U. S. Pat. Off. 


winttnncbisiiosiliceleilssal™ 


vt wei cease OBB no a 


RETAIL $373> 
PRICE 


Light-weight, sturdy steel construction. Handsomely fin- 
ished, Easy to carry with convenient handle. Operates 
on AC or DC current. Ideal for nursery, bathroom, rec- 
reation room or other hard-to-heat areas. 


RADIATOR CORP. 










© EsRrc 


MICHIGAN 


Also Manufacturers of Electresteem Bottle Warmers, Sterilizers, Electric Servants ft Baby 
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STEP UP EVERY 
APPLIANCE SALE 
WITH A 
CLARVAN COVER 


Every appliance sale presents a natur- 
al opportunity for the sale of a suit- 
able Clarvan Cover. Every appliance 
needs this protection — the flattering, 
sanitary, complete protection only 
Clarvan Plasticoid Covers provide. 





Alert appliance dealers throughout 
the nation are cashing in on the big 
demand for appliance protection — 
ringing up an extra sale with each 
appliance — building up extra profits 
with combination sales. 


Capitalize now on Clarvan Covers! 
They’re individually guaranteed — 
designed right—tailored right—priced 
right—packed with profits and vigor- 
ously backed by aggressive promotion. 
REMEMBER, EVERY APPLIANCE 
SELLS A CLARVAN COVER — 
EVERY CLARVAN COVER GIVES 
YOU A SUBSTANTIAL EXTRA 
PROFIT. Step up your profits today 
with a Clarvan Display! 


Clarvan Plasticoid 
Washing Machine Cov- 
ers are designed to fit 
ALL ROUND WASH- 
ERS, with specially 
tailored models to fit 
the MAYTAG SQUARE 
TUB, BENDIX STAND- 
ARD and DE LUXE 
HOME LAUNDRIES. 


Cover 


Lustrous Plasticoid 
Cover designed to 
beautify and protect 
all types of electric 






















roosters. Keeps 
roasters bright and 
shiny. Waterproof- 
greaseproof! 


Toaster Oe 


Made of crystal- 
clear Plasticoid to 
provide complete 
dust protection and 
utmost sanitation for 
all standard toasters. 


ood, Mixer 
7 Cover 


Brilliant, transparent 






Plasticoid Cover to 
fit all food mixers. 
Keeps mixer clean 
and sanitary — 
prevents dust 

from entering 
moving parts. 


S 


feite transparent. 















Hos easy sliding 
rust proof zipper. 
Also available in 

sets of 3. 


CLARVAN 


SS a ee 
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Paying Salesmen Today 











CONTINUED FROM PAGE 37; 


cember business. His sales expense 
now runs 12.2 percent. The highest 
it ever ran was 14.4 percent. 


Many Use It 


Variations of this plan, as now used 
by a number of other independent 
dealers in the same general area where 
this system appears to be in high 
favor, are as follows: 

Some dealers, although using the 
same scale of commissions for the 
outside men, pay a lower or higher 
basic monthly salary, with $80 about 
the minimum and $100 the maximum 
reported. Others, while paying a floor 
man, or woman, $35 per week, only 
credit the 2 percent commission on 
individual sales which amount to more 
than $50. These dealers report. their 
store personnel taking home no less 
than $60 per week, sometimes as much 
as $75. Few of these retailers, how- 
ever, could state offhand to the dot 
exactly how much of their cost of 
operation, percentagewise, went into 
the salesman expense column. 

All agreed that this combination of 
plans for floor and outside sales per- 
sonnel guaranteed the dealer suffi- 
cient control and at the same time 
offered both the steady producer and 
the hottest live-wire on the force 
plenty of incentive to maintain a 
profitable gait on the selling front. 


Plan No. 2 Used Widely 


For one of those who rely solely 
on Plan No. 2, we have Dealer B 
of New York state, in business since 
1935 in a city of approximately 30,000 
population where in the last pre-war 
year of unrestricted operation his 
company was rolling along at quarter- 
million dollar clip on gross sales. At 
that time he employed 12 salesmen. 
Currently on the payroll are six sales- 
men and three specialists—and the 
company is smashing all its pre-war 
sales records by a wide margin. 

Dealer B pays his men $60 per week 
plus a flat 2 percent on all sales. He 
doesn’t care whether they close their 
sales in the store or outside—it’s all 
the same to him—but he does insist 
that each one make a prescribed num- 
ber of outside contacts every working 
day. 

Closely in line with Dealer B’s plan 
of salesman remuneration were four 
dealers interviewed in New Jersey 
cities with populations ranging be- 
tween 21,00 and 44,000. Each pay a 
salary of $50 per week plus 2 percent 
commission to their floor salesmen— 
and all reported these men now are 
drawing the fattest pay envelopes in 
their history. All are comparatively 
old firms. None as yet employ sales- 
men who operate entirely outside the 
store. 

Another New Jersey dealer with two 
outlets, one in a town of 12,000 popu- 
lation and the other in a community 
of less than 5,000, pays $50 per week 
plus 2 percent on the gross to his 
inside man in the former, and pays 
$100 per month with a 10 percent com- 
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mission to the man handling the 
smaller outlet for him. This is the 
best way, in his estimation, for a 
dealer to cash in to the greatest extent 
possible on the limited potential of- 
fered by a small town. And this sales- 
man, by the way, stays on the floor dur- 
ing the day, then makes calls on the 
outside during the evening. 

As against the usual $50 to $60 per 
week plus 2 percent commission paid 
for either floor or outside salesmen 
by most of these dealers using Plan 
No. 2, there also is the appliance re- 
tailer in a city of 19,000 conducting 
an operation which last year grossed 
$80,000. The owner stays on the floor. 
He pays one outside salesman $25 per 
week and credits him with a 6 percent 
commission, payable whenever he 
wants to draw against it. And some- 
times, as he says: “When we have a 
real good month I usually throw in 
his car expenses to make him feel 
better.” In pre-war he paid a-straight 
10 percent on the outside. 


Plan No. 3 


Dealer C, operating two stores on 
Long Island, N. Y., typifies those in- 
terviewed using Plan No. 3—a flat 
salary plus commissions which vary 
according to the value of the product 
sold. Both of Dealer C’s outlets are 
in thriving towns of about 14,000 pop- 
ulation centered in fine trading areas. 
He employs four salesmen in each 
store, paying all of them $40 per week, 
whether they work inside or out, with 
commissions ranging from 1 to 5 per- 
cent. Traffic appliances and table 
radio sets, for instance, carry 1 per- 
cent, with consoles and combinations 
carrying 2 percent, and so on up to 
complete kitchens or large home 
freezers which pay off to the sales- 
man closing the deal on a 5 percent 
basis. This plan of course is designed 
to stimulate big-ticket sales. 

When on the floor, salesmen cover 
the door in rotation. The store mana- 
ger also collects an over-ride on the 
total business. During special promo- 
tions each salesman is given a quota 
and then paid an extra bonus for all 
sales above his quota level. He has 
operated successfully on this basis for 
many years. ; 

Two other New York dealers em- 
ploy an almost identical system of 
salesman compensation. Both are 
well pleased with results and state 
they see no reason to change. All 
four using this plan now are doing 
the best business in their history. 


Flexible Bonus Plan 


Plan No. 4, a flexible bonus ar- 
rangement, is used by Dealer D who 
last year posted a gross of $192,000 in 
radios and appliances i in a city of 18,000 

population. This is a two-way opera- 
tion in which the volume n the side- 
lines about equals the total for the 
radio and appliance department. 

Dealer D pays his department head, 
strictly a floor man, $75 per week. 
(Continued ‘on page 114) 


LECTRICAL- MERCHANDISING 





paid 
smen 
alae 


Plan G. U, S. PAT. OFF 
e re- 


cting 
ossed 
floor. 
5 per 


rcent 


IN Com sto] (SW-Ve\YZolalcole (=e a 
Hoover Dealers 


The Hoover name “works” for Hoover 
dealers because women are “sold” on the 


Hoover name. 


Your customers know the old, honest, reliable 
Hoover name; they know it stands for the best; 
the Hoover Cleaner is the cleaner women pre- 


fer 2 to 1 over any other make. 


This tremendous competitive advantage 
comes with the Hoover franchise . . . so does 
Hoover's advertising and merchandising and 


sales assistance. 


More than 6,000,000 Hoover Cleaners have 
been sold. And, remember, every Hoover sale 


is a dealer sale. 


It beats... as it sweeps...as if cleans’ 
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THE HOOVER COMPANY 
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| RCA VICTOR MAKES THE VICTROLA 





The demand is terrific . . . and no wonder! The 
exclusive “Golden Throat,” and other RCA Victor 
features, join to produce the finest instruments 
in RCA Victor history}Dynamic full-page color 
advertising in three leading magazines creates an 
advertising campaign unequalled in dominance! 

And, 148 NBC stations, from coast to coast 
bring the latest news on RCA Victor instruments 
to over 6 million people . . . with the popular RCA 
Victor program, “Music America Loves Best.” 


and radio programs. 


“GOLDEN THROAT” acoustical system brings 
out the singing, golden tone-balance of records 


“SILENT SAPPHIRE” permanent jewel-point 
pick-up floats light as a feather on records... 
eliminates bothersome “hiss” and needle chatter 
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Here’s why your customers want | I 


Turn to the striking full page of sparkling 
color that tells your customers about the 65U 
Victrola radio-phonograph in: 

Life—Mar. 10, Sat. Eve. Post—Mar. 8, Collier’s—Mar. 15 

Try the 65U yourself. . . listen to any radio 
program ... play any record, jazz or symphony 
. +. compare it with any other radio-phonograph 
in or near its price class and you'll understand 
why your customers want . . . and will wait for 
this outstanding Victrola radio-phonograph. 


Here are a few of the outstanding features the 65U offers: 


. adds years to record life . . 


high-fidelity reproduction. 


Up TO TWELVE RECORDS (10-inch) play 
without change to insure up to 40 minutes of 
recorded music. Ten 12-inch records may be played 
automatically, for up to 50 minutes of enjoyment. 


. produces new 


The 65U ... richly finished in walnut 
_and other carefully selected woods. 










“Victrolo"—T. M, Reg. U. S, Pat. Off. 
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RCA Victor instruments 
mean profits . . . big dollar ‘a 
profits for you! RCA Victor’s y ; te \ 2p ee 
‘ ° 7 The 65X2 ... smartly cased in oy ‘ 
engineering skill assures the enaeths Svarp-Gutahs plastic. Mi ; * 
superiority of these instruments Res 
and dominant advertising builds an a G Ny ( 
overwhelming demand .. . a consumer ‘ee of 
preference that will last long after this 
“seller’s market” has faded. 
Watch for RCA Victor’s second page of full- 
color advertising the 65X1 and the 65X2 in: 
Life— Mar. 24, Sat. Eve. Post— Mar. 22, Collier’s— Mar. 29 
Then compare these two compact table model sets 
for beauty of appearance and performance with any other 
radio in the same price class. See for yourself how they 
give better value to your customers . . . faster profits for you! 
The 65X1 ... rich in its 
Ge é bw 99 walnut-plastic cabinet. 
The finest tone system in RCA Victor history! reproduction leadership—have gone into the 
Richer, higher fidelity is produced by the development of this acoustical system. 
“Golden Throat”. . . the exact balance of cabi- Listen to the “Golden Throat” in action, 
net, loudspeaker and electronic amplification. and you'll know why your customers will come 
RCA’s 27 years of electronic engineering to you—to see, hear, and buy RCA Victor 
experience—plus Victor’s 48 years of sound radios and Victrola radio-phonographs! 
C2 LC: DIVISION OF RADIO CORPORATION OF AMERICA 
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| 1 VACULATOR CLOTHLESS 
FILTER —for clearer coffee 
every time - 

BEAUTIFUL NEW DESIGN 
— perfect fear-drop shape 


NATURAL-GRIP HANDLE 
—cool, easy pouring, no 
knuckle-burning : 


“PYREX” BRAND GLAS 
Always —the finest heat- 


resistant glass 


“MAGIC SEAL" BUSHING 


— no twisting, no pressure — 
lessens breakage 


WIDE-MOUTH DECANTER 


— easier pouring, easier 
cleaning 


OVER-SIZE UPPER BOWL 
— avoids splashing and run- 
ning over 


3-in-1 PLASTIC COVER 


— dust cover, upper bowl 
stand, and table mat 


Clip-in DECANTER COVER 

—keeps-coffee hot and fresh 
PLASTIC COFFEE 

Ww MEASURE—occurate meas- 


ure for perfect coffee 





a 
3 
A 
5 
i 
7 
8B 
3 


. 
% 


and your customers} \ \) 


What women want, Vaculator offers. The eye appeal 

. . . the features that make selling easy . . . above all, the 
best cup of coffee. Important to your customers, and to 
you—Vaculator’s many plus features are instantly 
demonstrated. Vaculator carries the Good Housekeeping 
Guaranty Seal—and the enthusiastic approval of many 
thousands of users. The more that women know 


about coffee-makers, the’ more they want Vaculator. 


AFC COMING TO THE HOUSEWARES SHOW! 


AFC—the most revolutionary improvement in coffee-making 


in 25 years will make its debut at the National Housewares 


Show in April. See it! . . . Watch it work! ... Try it yourself! 


AFC is an exclusive Vaculator development . 


. AFC is 


further convincing proof that Vaculator is the greatest name in 


coffee-makers. 
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~ ++ MAKES THE BEST COFFEE 


es Chicago 6, U.S. A. 
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Paying 
Salesmen Today 





CONTINUED FROM PAGE 110 sume 


An assistant floor salesman receives 
$55 weekly. The third man in the 
department, in the store three days a 
week and outside the other three, re- 
ceives $60 per week. Since the car 
belongs to the firm, and the gas comes 
out of the company pump, the latter 
has no driving expense on the out- 
side. Another salesman specializing 
in one of the complementary sidelines 
uses the car the other three days. 

Throughout the year, Dealer D 
keeps very close tabs on the indi- 
vidual sales records of each member 
of the staff, on openings as well as on 
closings. At the end of the year he 
then passes out a healthy bonus to each 
of them. He arrives at the amount of 
the bonus in this manner: 

First, he has arbitrarily placed a lid 
of 15 percent on his cost of selling, 
Last year he felt he could afford to 
pay 14.2 percent for salesman salaries 
and expenses. Applying this percent- 
age to the total business done in this 
department he arrived at his 1946 ceil- 
ing for this account. From this he sub- 
tracted the actual costs shown by the 
books. The balance represented the 
total bonus. This was apportioned on 
the basis of the salesmen standings 
revealed by the sales book and sales 
tickets. It so happens that he prefers 
to rate the men on openings rather 
than closings. He includes himself in 
on the proposition like any other sales- 
man—and last year it turned out he 
was a poor fourth on the list for this 
department ! 


Ratings Kept Confidential 


Dealer D does not confide to the 
force the fact that this is the method 
on which he determines who gets how 
much of a bonus. Instead, throughout 
the year he stresses teamwork, warn- 
ing against rushing the customer, but 
“get that sale for the company and 
we'll all be happy.” If one salesman 
fails to click with a customer, he turns 
the selling job over to some one else. 
No one on the staff, however, ever sees 
a breakdown of Dealer D’s salesman 

(Continued on page 116) 
























“SO YOU REPAIRED THE REFRIGERATOR ALL BY 
YOURSELF, HUH?" 
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Sell This Great New 
Profitable Market! 





The sensational new RAD-I-AIR U.R.C. Conditioner is 
science’s newest weapon against human disease! Pro- 
vides germicidal ultraviolet energy at maximum in- 
tensity to kill deadly airborne germs, viruses and bac- 
teria. Has proved its germicidal effectiveness again and 
again . . . in hospitals, schools, homes, offices, stores, 
factories, theatres, restaurants . . . wherever people 
congregate indoors. 


L PROTECTION 
CT PROTECTION 












FOR ANIMA 
FOR PRODU 






RAD-I-AIR Conditioners are available for 
the protection of poultry and livestock 
against costly, profit-stealing diseases. 
In the field of product protection, RAD-I- 
AIR units guard against bacterial spoil- 
age of perishables, such as meat, prod- 
uce and other foods; protects product 
purity in processing operations; helps 
safeguard profits and build prestige and 
customer acceptance. 


THERE’S A Rad-i-Air UNIT 
FOR EVERY NEED.... 
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HUNDREDS OF THOUSANDS 
OF Z4;/h PROSPECTS 


Hotels - Schools - Hospitals - Restaurants - Theatres 

Institutions - Meat Markets - Packing Plants - Poul- 

try Raisers and Processors - Dairy Plants - Chain 
Stores - The Entire Food Processing Industry 


RAD-I-AIR has launched a smashing advertising cam- 
paign to help you sell hundreds of thousands of pros- 
pects this finer, more profitable Germicidal Ultraviolet 
Equipment. Over and over again, effective large-space 
ads are telling the RAD-I-AIR story to your potential 
customers in a dozen major fields that are in the market 
for large-volume purchases. This advertising will spark 
sales for you, will bring you new business, profitable, 


' high-volume business. 


Get on the RAD-I-AIR bandwagon now! Get the 
selling details that will help you do a big job in this 
profitable new market that’s easy to sell. Let RAD-I-AIR 
show you how to cash in on this new selling oppor- 
tunity. Write for fu!l information today! 


LINE uP WITH Zeditln 


GET THE SELLING DETAILS NOW! 


TRU-AIR ULTRAVIOLET PRODUCTS CO. 
1019 N. Madison Avenue «+ Dept. 9-B-7 
Los Angeles 27, California 


(A Division of the Mitchell Manufacturing Co. ) 































CUT YOURSELF IN FOR “MOWER” PROFITS 
with NATIONALLY ADVERTISED* 


CRAMER POWER MOWERS 














Cramer 


tHe FLUID DRIVE power LAWN MOWER 









Some customers will prefer the Hydra-Mow with 
a 23g H.P. gasoline engine — others, the Electra- 
Mow powered by its 4g H.P., 110 volt ball bear- 
ing electric motor. In any case, either Cramer 
Mower offers the following features that will 
mean ready sales for you: 


e Handle adjustable to height of the operator. 


e Cuts toughest grass or weeds to any desired 
height. 


e Made of light-weight aluminum. 

e Rear safety apron protects operator’s feet. 

e Cutting blades are reversible, and may be re- 
placed at very small cost. 

e No other power mower combines all of these 

improvements. 









TRACE MARK 


THE ELECTRIC POWER LAWN MOWER 
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*Over 8,000,000 people will read about Cramer 

Power Mowers in BETTER HOMES AND GAR- 
DENS and HOUSE BEAUTIFUL. Take advantage 

. of the sales created for you by our nation-wide 


lling campaign. 
- selling paig 
ryt 


ws — i ok Ne 
7 | a . ‘ WHOLESALERS: Write today for our distrib- 
" ae |! 


uting set-up. DEALERS: Send for literature 


about the Electra-Mow and the Hydra-Mow; 
CRAMER 


and for the name of your nearest wholesaler. 
DEPT. 901 


—— 
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MANUFACTURING CORP. 
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Paying 
Salesmen Today 


ewes CONTINUED FROM PAGE | 14 execs 


rating sheets, or probably even knows 
he keeps such data. 

The other case uncovered in which a 
flexible bonus system is in effect does 
not mean much because it so happens 
that all three salesmen in the company 
are sons of the owner. It therefore 
simply is a proposition ef each one 
drawing a living wage and then split- 
ting a share of the profits among the 
family at the end of the year. 

Four sizable outlets in one large 
Pennsylvania city each pay their floor 
salesmen a monthly salary of $150. 
None pay any commissions as yet or 
do any outside selling. When mer- 
chandise becomes freer, three of the 
four intend to switch to a straight 
commission plan of compensation for 
all personnel except the sales manager. 

Generally speaking, dealers we in- 
terviewed who were paying straight 
salaries seemed reluctant to state the 
exact amourfts paid. Several of them 
explained they preferred the salary 
to the commission basis because they 
felt commissions promoted high pres- 
sure selling and a tendeucy to rush 
customers. 


Pays Straight Commissions 


Dealer E believes in a straight com- 
mission form of compensation, particu- 
larly for outside men. His operation, 
however, is quite different from the 
average as noted in the foregoing. He 
specializes in service, repairs, and re- 
built jobs along with sales of new 
appliances. In the retail business for 
more than 20 years, he is located in a 
large city in New York. Now, as in 
pre-war, his total dollar volume in the 
service end of the business about equals 
his sales volume, and both totals are 
large. Currently he maintains five 
men ‘on the outside, and one on the 
floor where he also takes an active 
part himself. 

The outside salesmen receive a 
straight 10 percent commission across 
the board regardless of whether they 
sell a repair part, a complete overhaul, 
or a new appliance. With one excep- 
tion he never has employed a salesman 
on any other basis and sees no reason 
why he now should alter his compen- 
sation policy. He is especially pleased 
with it because he knows at all times 
exactly where he stands on sales cost. 
The one exception in his organization, 
peculiarly enough, is his floor sales- 
man who receives a straight salary— 
and has for the past 14 years. Dealer 
E explains this one instance away, 
however, as follows: 

“In the first place, he definitely is 
not the type of man who ever should 
work on a commission basis. He would 
compete with me at the door and be- 
grudge every sale I made. Whenever 
he had first crack at a customer and 
lost the sale, hé would be ruined for 
the rest of the day, worrying about the 
commission he missed. This way, on a 
straight salary, he just goes along 
quietly, makes his full share of sales— 
and earns his salary. In short, he’s 
conscientious.” 
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Hew’ the Home Food Freezer with 
the extra features city and suburban 
families demand. The Carrier 15 cu. ft. 
model is compact ... yet provides 
plenty of freezing and storage space. It 
offers convenient front-door opening 
... fast-freezing plates . . .and hermeti- 
cally sealed, long-life refrigerating unit. 


There’s room enough on the well- 
spaced shelves to hold 600 pounds of 
food. The upright style keeps all food 
in plain view, makes it easy to put 
in and take out. Shelves freeze food 
quickly . . . assure slow air circulation 
to reduce drying. Extra-thick insula- 
tion protects food as long as 48 hours 


more families choose it 
hecause it offers more 








in case of power failure . . . pares oper- 
ating cost. There’s a light to warn of 
power interruption. 

All-steel construction —finished in 
gleaming white baked enamel—assures 
durability and lasting smartness. ‘The 
temperature control gives owner the 
choice of two temperature ranges. ‘The 
sealed unit is designed for years of 
trouble-free, low-cost service. 

The Carrier Home Food Freezer is 
backed by 45 years of pioneering 
research and leadership in air condi- 
tioning and refrigeration. It’s built to 
serve long . . . and sell fast. Carrier 
Corporation, Syracuse, New York. 
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“TOP LINE 


“REVOLUTIONARY 
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ROOM HEATER 









FURNISHES 3 KINDS OF HEAT 
HEATS ROOMS UNIFORMLY 
GIVES MORE AND FASTER HEAT - AT LOWER COST. 





ECONOMICAL - QUICK - HEALTH FUL 
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Look at thete Big Selling 


_ 


Points for Model 1300 


. New Parabolic Chrome Reflector beams 
as well as diffuses heat rays. Furnishes 
natural up-draft circulation. @ombines 
REFLECTION, RADIATION and CON- 


VECTION. 


. Infra-Red Rays—properly diffused for 


health. 


. Easily PORTABLE. Wide, EASY-GRIP 
handle, cool even when heater is hot. 


. SAFE! Will not harm finest floor or 
rug. WILL NOT TIP OVER! Design and 
low center of gravity eliminate fire 
hazard. Wiring totally enclosed and 


tamper-proof. 


. Electric-welded steel construction and 
long-life nickel chrome wire (wound on 
ceramic coils of high tensile strength) 


insure DURABILITY and SERVICE. 


. BEAUTIFUL—Heat-proof baked enam- 
el finish, irridescent blue with Chrome 
trim. Wood handle and feet finished in 


blond maple. 











110-125 Volts 
1320 watts 
AC or DC 


10” in diameter 
Ship. wt. 9 Ibs. 


— Radiant Heat 








CUT-AWAY SIDE VIEW 


Address: Dept. E. 





TENNESSEE VALLEY 
MARKETERS, INC. 





SPECIFICATIONS: 


11” high, 1534” long 


--— Reflected Heat 


Convection Heat 
with natural up- 
draft circulation 
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Throw Out Regulation W 





present site. Austin, a suburb of Chi- 
cago, in which it lies, was then as now 
a community of low income people. 
From the start, the proprietors of the 
Benson Music Company had their eye 
teeth cut on making collections. 

“The chief factor in our success,” 
says Mr. Schafer, “is that we-are will- 
ing to spend $1.50 on a credit report on 
every new customer we sell. We do 
not make delivery until we get a re- 
port on the man. Of course, with our 
old customers, we have our own rec- 
ords. I think the majority of Chicago’s 
dealers take a chance on a sale through 
a man’s own statement about himself. 
Otherwise, I cannot account for their 
large losses. With us, the profit on a 
radio is enough to pay for quite a num- 
ber of $1.50 credit reports. We handle 
all our own small appliance paper and 
sometimes sell the major appliance 
paper.” 

Mr. Schafer believes that small ap- 
pliances can also be sold on credit 
terms and at a profit provided the 
dealer takes in account the various fac- 
tors that go into such an operation. He 
thinks that only the good brands should 
be sold, which will stand up, and sat- 
isfy the customer. Otherwise they 
bounce back before they are paid for. 
Also, says Mr. Schafer, if the small 
appliance satisfies the customer, you 
may be sure he will remember you on 
his next purchase. 


Credit Must Be Justified 


To operate a credit business, says 
Mr. Schafer, it is important that the 
dealer do a large enough volume to 
justify it. He must be set up properly 
for installment selling; in order to do 
this a modern credit system must be 
installed in conjunction with the or- 
ganization that is capable of following 
up and collecting delinquent accounts. 
Benson Music Company has one man 
who does this follow-up. When a cus- 
tomer gets behind on payments this 
man calls in person to find out why. 
A personal call is far better than all 
the letters one can write. 

“On small appliances we believe that 
nothing should be sold on time that 
costs less than $10 and the payment 
should be at least one-third down and 
the balance in six months,” says Mr. 
Schafer. “I do not advocate combina- 
tion sales because of their dangers. 
You may sell the customer an appliance 
he doesn’t need, and you may sell him 
a dog in the combination, or you may 
oversell a customer, beyond his ability 
to conform to the contract in the stated 
time. A combination sale of course is 
to be favored from a sales point, but 
if anything goes wrong as I have 
mentioned you may have a dissatisfied 
customer.” 


You've Got to Watch Radio 


Mr. Schafer takes the attitude that 
the sale of a radio on time must be 
scrutinized more carefully than other 
major appliances. Only people who are 
substantial enough to have apartments 
or homes buy refrigerators or washers. 
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These appliances can usually be 
cleaned up and resold if they revert 
soon enough after the date of sale. 
On the other hand, customers for 
radios include girls in rooming houses, 
young men without homes, minors, and 
virtually all the population with or 
without sound credit backing. More- 
over, a radio cabinet is easily dam- 
aged and becomes unsalable when 
marred. 


Complete Line 


Benson’s carries Norge, G-E, Philco, 
Admiral and Gibson refrigerators, and 
stocks Apex, Norge, Maytag, Easy, 
Bendix and Thor washers, Thor Glad- 
irons, and Ironrite. In the radio field 
it offers Zenith, Majestic, Strom- 
berg-Carlson, Echophone, Philco, G-E 
and Emerson radio. 

Over in the small appliance section 
one finds all makes of irons, Schick 
shavers, Hankscraft, Silex, Juice-O- 
Mat, Surf seasonaire, and Free-West- 
inghouse sewing machines. Ranges in- 
clude the Gibson electric, Magic Chef, 
Florence, Crown, Tappan and Gans 
brand gas ranges. 


Schafer Has Support 


That Paul Schafer’s thinking is the 
opinion of a large number of store- 
keepers is revealed by the recent survey 
made of 152 National Retail Dry 
Goods Association stores. Some 59 
percent reported they are now solicit- 
ing installment sales. Sales being made 
on installment have increased 30 per- 
cent, it was reported. Installment in- 
creases by lines of merchandise showed 
these gains: radios, 65 percent; re- 
frigerators, 63 percent; washers, 62 
percent; electric ranges, 61 percent; 
furniture, 65 percent; soft goods, 84 
percent. Some 46 percent found they 
found collections slowers, 31 percent 
noted more skips, particularly in the 
Middle West and South, 

It’s difficult for everybody to under- 
stand why Regulation W is strung out 
during these days unless it is to give 
somebody a bureaucratic job over at 
the Federal Reserve Bank. The trade, 
at least, says thumbs down to the whole 
thing. 
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“HE'S CHECKING IT—THINKS THE TIMING IS 
OFF." 
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hole For bonding metal to ceramics . . . or ceramics to ceramics 


Prompt deliveries of Metalized AlSiMag Ceramics are 
cutrently available due to completion of expanded fa- 
cilities for this work. 

Metalized AlSiMag Ceramics create a mechanically 
strong join because the metal is fired to the ceramic. 
According to your requirements, silver, gold or platinum 

= is used. Where desirable, copper or silver plating 

added to build up metal to the optimum thickness for 
the individual application. 


_ 84 
hey We 
cent ~ = 
the _ : 

TRAOS MARK 


out USTOM MADE TECHNICAL CERAMICS 


Sectional view shows method of hermetically seal- 
ing Shallcross precision resistors using AlSiMag 
metalized cores and AlSiMag metalized shells. 


Metalized AlSiMag Ceramics can be soft solder sealed 
to other metalized AlSiMag Ceramics or to any metal 
which can be easily wet. Hermetic seals with a high 
degree of permanence are readily accomplished. 
American Lava Corporation engineers will be glad to 
cooperate in developing the ceramic and the metalizing 
specifications which are best suited to your requirement. 


AMERICAN LAVA CORPORATION 


CHA TTANOGGCA a 2S ae 


45f 


fe TY Oo F CERAMIC 





SALES OFFICES: ST. LOUIS, Mo., 1123 Weshington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad St, Tel: Mitchell 2-8159 


CAMBRIDGE, Mass., 38-8 Brattle 


St., Tel: Kirkland 4498 © CHICAGO, 9 S. Clinton St., Tel: Central 1721 © SAN FRANCISCO, 


163 Second St., Tel: Douglas 2464 * LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 © PHILADELPHIA, 1649 N. Broad Street 
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Electrical Resistance Wire 





































ROM TIME TO TIME, a product is 

developed which—by virtue of its 
originality, overall superiority and 
general acceptance—meets with in- 
stantaneous and lasting success. In 
so doing, it establishes itself as the 
standard of quality by which all 
other similar products are judged. 


In industry, an outstanding ex- 
ample of this is NICHROME. 


NICHROME isa nickel-chromium 
alloy electrical resistance wire which 
is made only by Driver-Harris Co. 
Further, it is a trade mark, offic- 
ially registered by the U.S. Patent 
Office on August 11, 1908 more than 
thirty-eight years ago. Its leader- 
ship in the electrical resistance field 
brilliantly reflects the highly 
specialized knowledge of technical 
processes and precise metallurgical 
controls which have made possible 
Driver-Harris’ outstanding alloy de- 
velopments for more than 47 years. 


Although there are several 
excellent nickel-chromium alloy 


*Trade Mark Reg, U.S. Pat. Off. 








combinations, there is only one 
NICHROME—and it is made only 
by the Driver-Harris Co. 


Remember this when next you 
buy electrical resistance wire. Be 
sure your supplier understands that 
you want the genuine NICHROME 
made only by Driver-Harris, for no 
other company manufactures 
NICHROME. 


Driver-Harris 
COMPANY 


Exclusive Manufacturers of Nichrome 


HARRISON, N. J. 


BRANCHES: Chicago @ Detroit @ Cleveland 
Los Angeles @ San Francisco @ Seattle 


The B. GREENING WIRE COMPANY, LTD. 
Hamilton, Ontario, Canada 
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The Veteran Is 
a Good Customer 


ees CONTINUED FROM PAGE 5/ cmmmmmmee 


ness and has been in it ever since. In 
the late 1930’s the Works Progress 
Administration increased the univer- 
sity’s buildings about one-third, he 
says, and his firm has experienced only 
one slack year, 1938, since beginning 
business. 

“Chapel Hill never had an industrial 
payroll until 1941,” he points out, 
“when the country began to prepare 
for war. Business really began to 
spurt at that time and has been going 
strong ever since.” The arrival of the 
veterans’ contingent, seeking to com- 
plete their education under the GI 
Bill of Rights, has sent business to 
an all-time high in the city. 


Budgeting Important 


While it is necessary that the young 
veteran and his wife carefully budget 
their money, Rosemond points out, still 
they are seeking equipment which will 
add to the comfort, and at the same 
time, reduce the amount of household 
and outside work necessary to a com- 
fortable living while attending school. 
Thus, electrical appliance dealers in 
the small college town have found 
these young couples to be smart and 
valued customers. 

In Chapel Hill, Rosemond is a 
unique character. Bearing a strong 
resemblance to New York’s ex-mayor 
Fiorella La Guardia, he is known to 
students of the university, faculty 
members and townspeople as “The 
Little Flower of Chapel Hill.” 

Since going into business for him- 
self in 1937, Rosemond has maintained 
strong ties with the university through 
his son, who was a student for one 
year before joining the Army and his 
daughter, who now is a senior in the 
School of Arts and Sciences. He has 
found that these ties can be profitable 
also. 

For example, at the present time he 
is having a flood of inquiries about 
sun-lamps from the 300 co-eds at the 
university. It seems that the business 
of getting a sun-tan is pretty important 
in the life of a sorority member and 
since Chapel Hill has no nearby bath- 
ing beaches, the demand is a heavy 
one. 





“HEY! WHO SNATCHED THE BULB FROM UP 
HERE?" 
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Your all-star radio sales foree for 1947 
is 


Olympiec’s Supreme Court 
of Radio Listening 


\ 






MRS. JACK BENNY 


The wives and families of your customers’ favorite radio stars 
are the Supreme Court of Radio Listening. When these famous 
people tell the big news about the new 1947 Olympic ‘tru-base’ 
radios, everyone pays attention! 


Every month during 1947 —three and four times each month 
—this Supreme Court of Radio Listening will be doing just 
that! Telling customers about the thrills of ‘tru-base,’ Olym- 
pic’s exclusive, electronic development that enables table radios 
for the first time to reproduce the full, audible tonal range, 
from the richness of deepest bass notes to the wispy delicacy 
of reediest trebles. And that’s just one of the many electronic 
advances Olympic is featuring for 1947. 


MOLLY'S CHILDREN 






MRS. KAY KYSER 


Smashing color ads in national magazines tell the pow- 
erful story. The big 1947 news about Olympic breaks in two 
of America’s most potent customer-convincing magazines— 
The Saturday Evening Post and Collier’s. With full page ads 
in full color. Every month of the year! 


Add ‘em up-—all these strong points of the new 1947 Olympic 
Radios—and get a brand new idea of how to make bigger and 
better radio profits. Just think! ‘Tru-base’ plus other Olym- 
pic 1947 electronic advances plus greater cabinet beauty plus 
the convincing authority of the Supreme Court of Radio Lis- 
tening. With all these, the coming year should be your biggest 
Olympic year . . . your biggest radio year, ever! 





— 
The new Olympic cabinets are big 1947 news, too. 1947 cab- 
inets are fashioned of precious hardwoods and lustrous plastics }) 

_ by master designers. They’re cabinets that add richness to any @ & 
living room. Cabinets so beautiful that these new 1947 models uy p23 Di Cc Ls) ae 
are meeting with an enthusiasm exceeding even the acclaim oS gies 
that greeted the 1946 models. The only radio 7 with ‘Tru-Base 

¢ 
M UP 


MRS. EDGAR BERGEN 


OLYMPIC RADIO & TELEVISION, INC., LONG ISLAND CITY 1, NEW YORK 
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that is Slashing Stoker Service Costs 
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IT PAYS TO SHOW 
THE NAME THEY KNOW 


... that’s why an ever increasing number of house- 
hold and electrical appliance dealers are discarding 
their “nameless” lamps in favor of nationally 


advertised APOLLO LAMPS. 


Yes, with women whose pride in the appearance 


of their homes is evidenced by their readership of 





America’s leading homemaker magazines, APOLLO 


National Field of Electrical 





is the reigning favorite. Start taking advantage of 
APOLLO’s popularity immediately. Write, wire 
or phone for the name of the franchised APOLLO 


distributor in your area. Remember it’ pays to 
America’s Foremost Distributors of Nationally Advertised 
Electrical Appliances Cive Apollo Lamps TOP RANKING! 


A Product of 


ALTHEIMER ano BAER, Inc. 


CMO 


ALTHEIMER «ano BAER. CHICAGO 
show the lamps they know! Products Cutt on Quality 


1436 MERCHANDISE MART . CHIGACO 54 
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Cooking Fuel Fight Looms On Building 
Contracts for 90 Veterans Hospitals 


EEl, utilities charge that 
War Dept. policies prevent 
purchase of electric ranges 


A dispute is now brewing in Wash- 
ington over the type of cooking equip- 
ment—electric or gas—which is to 
be installed in some 90 veterans’ hos- 
pitals now scheduled for construction. 
Already involved are the Veterans 
Administration, the War Depart- 
ment’s engineers, the National Elec- 
trical Contractors Association, Edison 
Electric Institute and individual elec- 
tric utilities and manufacturers. 

Representatives of at least one 
utility and the NECA already have 
protested to the War Department 
against certain construction policies, 
which they claim will prevent the in- 
stallation of electric stoves in any 
new hospitals. These policies, now 
followed by the engineers in planning 
new hospitals, set standards for selec- 
tion of cooking equipment for struc- 
tures in all sections of the country. 

They direct district engineers re- 
sponsible for hospital construction to 
select equipment with consideration 
to (1) cost of fuel, (2) cost of equip- 
ment and installation, and (3) amorti- 
zation and interest on investment. 
Consumption costs are estimated as 
follows: natural gas, nine cu. ft. per 
person per day, manufactured gas, 15 
cu. ft. per person per day, electricity, 
one kw.-hr. per person per day. Cook- 
ing equipment, both electric and gas, 
are amortized over a 10-year period, 
with interest at two percent, and cost 
of stoves is estimated at $1.87 per bed 
for gas and $2.81 for electric equip- 
ment. ; 


Wrong Formula 


When a project is submitted to the 
district engineer for study, he is to 
investigate the service rendered by 
utility companies of the area and, 
using the formula above, determine 
whether gas or electricity is most 
€conomical for cooking. A report_on 
this study is subject to approval *by 
the chief of engineers. 

Representatives of the chief of en- 
gineers said that the standards of 
selection had been prepared for them 
by the Veterans Administration and 
Were based upon cost and use studies 
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in existing hospitals. They admitted 
that certain of the standards, especially 
those established for consumption, ap- 
peared “out of line.” 


Wrong Standards 


The engineers, in cooperation with 
representatives of several utility com- 
panies, are reexamining these stan- 
dards and plan to make “any neces- 
sary revisions” in the near future. 
Results of this study, the engineers 
said, will be submitted for rechecking 
to the U. S. Bureau of Standards. 

Meanwhile, EEI also has reported 
studying the equipment standards as 
a result of complaints by electric 
utilities and manufacturers. 

VA officials reported that responsi- 
bility for selecting cooking equipment, 


as well as methods of economic 
analysis, had been “completely dele- 
gated to the chief of engineers.” 

War Department spokesmen scoffed 
at reports that the selection standards 
would prevent electric installations at 
new hospitals. They pointed out that 
electricity now was used for cooking 
in about the same number of existing 
hospitals as those using gas. A major 
factor in selecting fuel will be the 
rates for service in the area of a new 
hospital, they declared. 


Wringed Fuel 


Electric utility and manufacturers’ 
representatives insisted, however, that 
selection of fuels solely upon a cost 
basis as set by the existing standards 
would eliminate future use of elec- 
tricity. They especially attacked the 
one kw-hr. per person per day con- 
sumption figure as being nearly triple 
the actual consumption rate. Equip- 
ment costs are estimated at too high 
a figure, and electric equipment 
should be granted a 20-year life in 
calculating dépreciation, they added. 








MAKING DRY GOODS out of wet goods at the recent National Retail Dry Goods 
Assn. meeting in New York is this Bendix Quik-Dry. Watching the operation are, 
left to right: Paul Krich, Krich Radisco, Newark, N. J., distributor; Lynn Eaton, Bendix 
regional manager; W. F, Linville, Bendix general sales manager; and Andrew Leach 


of Krich Radisco. 


1947 


"Start Selling,"’ G-M 
Distributors Told 


“Tt’s time to start selling,” 200 dis- 
tributor representatives were told by 
P. M. Bratten, general sales man- 
ager of the Frigidaire division of Gen- 
eral Motors, at the company’s recent 
National Distributors’ Meeting in 
Dayton, Ohio. 

“Before the year is over,” Mr. 
Bratten declared, “perhaps even within 
a few months—lines of buyers in ap- 
pliance showrooms will come shorter 
and shorter—and eventually vanish 
completely. The appliance sales field 
is about to face product selling prob- 
lems once more.” 

With Mr. Bratten’s address keynot- 
ing the five-day convention, Frigidaire 
officials outlined extensive sales, ad- 
vertising and training plans to visit- 
ing disributors and announced a new 
line of electric ranges featuring a 
two-oven deluxe model. E. R. God- 
frey, general manager of the division 
and a vice-president of the parent com- 
pany, and E. D. Kunkle, G-M vice- 
president, headed the list of speakers. 
Others were Mr. Bratten; L. A. 
Clark and H. F. Lehman, assistant 
general sales managers who presided 
over the sessions; W. F. Switzer, 
marketing research manager; H. M. 
Kelley, appliance sales manager; P. 
H. Brennan, commercial sales man- 
ager; A. C. Freimann, assistant com- 
mercial sales manager; F. H. Peters, 
advertising manager; E. Gilbert, sales 
promotion manager; P. V. Sprout, 
service manager; C. V. Prashaw, ap- 
pliance sales; P. J. Branaby; L. W. 
Smith; and E. G. South. 

“1947 will prove a year of boom- 
ing business for the industry,” Mr. 
Bratten told the distributors. “The 
field is wide open to go-getters. 
Despite these factors, lists of volun- 
tary buyers will steadily diminish dur- 
ing the year ahead. Buyers’ hysteria, 
resulting from war-time  scarcities 
will disappear with more and more 
goods being produced for the inarket. 
The buyer is already becoming more 
selective. It’s time to start selling 
products again on the basis of quality 
and dollar-for-dollar value.” 


Thermo-Broiler Will Sell 
Only Through Distributors 


The Thermo-Broiler Co., Brooklyn, 
N. Y., has announced that in 1947 it 
will sell its appliances only through 
recognized, franchised distributors who 
will carry a complete line of Thermo- 
ware in stock. Deliveries on a quota 
basis will soon be resumed on a regu- 
lar schedule for broilers, toasters, tra- 
veling irons and other products. 
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NOMA #8usate- 


To the Biggest Year in the History 
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CLEVER * COLORFUL ¢ NEW! 
:.- NOMA Bubble-Lite Sets... 
alive with bubbling action.:; 


SELL ON SIGHT 
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LITES LEAD THE WAY 


€: 





of Decorative Lighting san 


3415—15 light Straight line 













red candles equipped 
lamps and halo device 
give beautiful glow effect. 


NOMA BUBBLE-LITES... 
the most revolutionary development in 


decorative lighting since the invention of the electric aay . already 
are a dramatic, dynamic sales-success. 

NOMA COLOR LIGHTS are bright with sales appeal the year 
around. NOMA Christmas decorations are popular and profitable 
for NOMA dealers. 

And—behind popular NOMA COLOR LIGHTS, profitable NOMA 
Christmas decorations and fast-selling NOMA BUBBLE-LITES—is the 
greatest dealer and consumer promotion campaign in all NOMA history. 
You'll see it soon...so get set to go places—with NOMA during 1947. 


NOMA 


ELECTRIC CORPORATION 
55 WEST 13TH STREET © NEW YORK 11, NEW YORK 
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A gal shouldn't 


tell her age... 
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but I’m proud 
to be 55! 


Quite a “line” our 
Miss White Cross has 


—it’s been working wonders for over half a 
century now! Today, more than ever, it’s 
a line that’s market-wise because White 
Cross is here with all the features alert cus- 
tomers insist on—up-to-the-minute styling, 
modern efficiency, and lasting quality. 

Directly before every purchase—and 
long after— White Cross products meet the 
challenge of the most discriminating cus- 
tomers. For style and beauty, White Cross 
offers Matched Design—a host of ensemble 
appliances for the modern kitchen and 
table. Each appliance is completely func- 
tional, too—skilled workmanship sees to 
that. The result is satisfied customers—an 
ever-widening reputation ,for top-notch 
performance—and a popularity that gives 
wholesalers their best assurance of fast 
turn-overs with steady profits! 


NATIONAL STAMPING AND ELECTRIC WORKS 


4 3220 WEST LAKE STREET 
j MAKERS OF 


| WHITE CROSS 
| PRODUCTS 


PLANTS IN DETROIT, MICH. « 


CHICAGO 24, ILLINOIS 
SUBSIDIARY OF 


EUREKA WILLIAMS 


CORPORATION 
BLOOMINGTON, ILL. + CHICAGO, ILL. 
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_ Universal Presents Its New Line 
In Nation-wide Distributor Meetings 


THE EAST GETS UNDERWAY 





IN THE EAST, Universal executives got together with E. B. Ingraham of Western 
Merchandise Distributors, Buffalo, N. Y., to discuss the '47 line. Left to right: F. L. 
Dabney L. F and C treasurer; Hardy Payor, assistant sales manager; Mr. Ingraham; 
E. J. Van Buskirk, vice-president; and R. L. White, president. 








ing of Universal's 1947 line at the meeting in Hartford. Left to right: Jim Bennett, 
D-& H Distributing Co.; Joe Good, Harold Lentz, and Frank Bowers, all of Electric 
Appliance Distributors, Williamsport, Pa. 








UNDER WRAPS: For emphasis, Lee 


| 
Moss, sales manager of home cleaning 


UP HIS SLEEVE: A few of the promo- 
tional tricks in store for '47 are displayed 
by W. J. Cashman, director of promo- 
tion and publicity for Landers, Frary & 
Clark. Distributors at the eastern sales 
meeting saw the whole Universal line. 


appliances, reviews the advantages of a 
pre-war cleaner before unveiling the 1947 
model on the shelf below to distributors’ 
avid eyes. 


(Continued on page 132) 
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with harmonizing plastic plug molded on for extra strength 


GENERAL {3 ELECTRIC 





ELECTRICAL MERCHANDISING—MARCH I, 1947 


‘ in ntl, FOR | 
| SELLERS | 









4 To Uffpon BUYERS 


Look at the cord and plug of the light 





appliances you're asked to stock. 
If you find the power cord to be 
General Electric FLAMENOL,* 




















and the plastic plug molded on, you 
can be sure that the maker is quality- 
minded. 


To help clinch a sale, point to the General Electric 
monogram on the sturdy prongs of a’ FLAMENOL 
cord-and-plug combination. It assures buyers: “‘no 
quality skimping here.” Smart to look at, pleasant 


to touch, FLAMENOL cords mean business. 


BUT (yj i filty 


In the customer’s home, as on your own demonstra- 
tion table, even balky receptacles are no threat to this 
easy-grip molded-on plug. There’s n@ cord servicing 
to cancel your profits on a sale. 

*Trade-mark Reg. U. S. Pat. Off 





Electric makes FLA OL preassembled power cords 
in standard lengths of 6, 8, and 11 feet—ready to save 
your time in wiring and inspection. At present, in 
ivory and brown. For facts and prices, write to Section 
Q52-323, Appliance and Merchandise Dept., General 
Electric Company, Bridgeport 2, Connecticut. 
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‘Perpetual Promotion” in 1947 in 


Behalf of ALL DEALERS Alike 





“Lead with the Leader in ’4+7!’ With a continu- 
ous flow of sparkling new sets of every type- 





with greatly increased output—with outstanding W id’ 
promotion features to spotlight your store every orid s 


month of the year. Smallest AC-DC | 


Emerson Radio, in an unprecedented nationwide Superheterodyne 
and local-wide advertising and sales promotion 


campaign —IN BEHALF OF ALL DEAL- /merson Radio Model 5#0. @ Q” 















: ale : 5 : Never before anything like it— 

i ERS ALIKE—will again LEAD in every pro- _ in compactness, in concentrated 
’ 

gressive merchandising respect. power, in all-embracing tone! 


‘ ' i . A beautiful palm-of-your-hand In Waluut 
Watch for sensational broadside announcement. receiver in plastic—in a range of colors. Featured 


Ask your Emerson Radio distributor. model in nation-wide advertising. 


EMERSON RADIO AND PHONOGRAPH CORPORATION @ NEW YORK ll, N. Y. 
W orld’s Largest Maker of Small Radio 
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Emerson Radio 3-Way 
Portable Model 536. 
One of a distinguished 
group of portables with 
super - power and out- 
standing style and per- 
formance features. Less 
batteries. 


EMERSON RADIO AND PHONOGRAPH CORPORATION ¢© NEW YORK ll. N. Y. 
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Ci Style, Tone, 


Performance, Value 


Here are just a few typical models ina DEMAND 
LINE For Every Purpose and Every Purse. 


















> 





a 





Emerson Radio “Moderne” Model 511. 1947 
style innovation in a series of color combinations. § 95 
Plastic cabinet with metal grille, modern dial 


with crystal facing. A superb performer. 






Emerson Phonora- 
dio Model 506. All 
advance design, 
automatic operation 
and superlative per- 
formance features in 
exquisite cabinet. 


119° 


W orld’s Largest Maker of Small Radio 





Universal Presents It’s New Line 


CONTINUED FROM PAGE [26 seems, 


ON THE WEST COAST 


OUTLINE: B. C. Neece, vice-president and general sales manager of Landers, Frary 
& Clark, opens the January sales meeting held in San Francisco for the company's 
200 Western distributors and outlines 1947 sales and merchandising plans. 


HEAVY DUTY BLOWER 


mee COCEEE ea COOKING AND CLEANING products were discussed by H. M. Parsons (left), 
vice-president, who introduced the Speed-liner ranges, and E. L. Farquharson (right), 
sales manager for home laundries, who demonstrated how the Two-Speed washer 
operates. Other speakers included E. J. Van Buskirk, H. B. Payor, A. S. Bross, W. J. 
Cashman, and Stanley Fisher. Two similar three-day meetings were held in Hart- 
ford and Chicago. 


“wil 


typteene 


BLOWERS FAN COOLERS 


ae 


Utility’s line gives every dealer a big 
payoff... Highly saleable modern design 
...Top performance and long life... Helpful 
sales and installation material. 
Three bells for everyone and no lemons in this line. 


Write for complete information and prices. 


UTILITY APPLIANCE CORP. 


4851 South Alameda Street, Los Angeles 11, California 
SATISFACTION with the demonstrations and the products is apparent from the 


DIVISIONS faces of these distributors. Left to right: Floyd Ford, Stu Paine, George Cook, all 
UTILITY FAN CORPORATION of Thompson Holmes, Inc., distributors; Mr. Potter of Nelson R. Thomas, distributor; 
W. J. Russell of Universal; Mel Pettis, Jerry Shear, John Clark, Joe Etienne, Larry 


GAFFERS & SATTLER % OCCIDENTAL STOVE CO. Power, all of Thompson Holmes; and Fred Porter of Landers, Frary and Clark. 


SOREL UE Ao AR CR CNS (Continued on page 134) 
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_A Good Refrigerator 





is BETTER When t's 








~ | Protected 


pany's 








Dome-Mounted Protector 





Installed on the dome where it can follow every motor 





temperature change, a Klixon Protector will prevent many 





(left), service calls and customer complaints by preventing the 
ight), motor from burning out. 
vasher 
W. J. 
Hart- a, a a Installed by the manufacturer on the dome of the her- 
Kli ing rel d . ‘ , ; 
ieedans alte aailedaa analade eke. metic unit, a’ Klixon Protector takes into account all the 
variables that cause a motor to overheat and cut the power 
i Se oe “off” should it reach the danger point. Then when the 







motor cools to a safe operating temperature again, the 
A Note to Refrigerator Manufacturers 


; : ; Klixon protector snaps the power “on” again automaticall 
Investigate Klixon dome-mounted Protectors for the units P P P 8 y> 


you build. Inexpensive, easy-to-install, these protectors | permitting the unit to provide refrigeration. 
| will cut down factory returns for repairs and replacements. 
| Our engineers are available for consultation. Write for And because it is built-in by the manufacturer, Klixon 


their services and information today. - , ve 
4 is matched to the particular motor providing a tested and 


proven combination of motor and protector, thus assuring 
KLIXON MOTOR STARTING RELAY completes 


the combination required to start and protect the hermetic ‘ ; i i 
motor Its positive action and long life eliminate starting — safe, reliable protection for the full life of the unit. 
troubles and make it a fitting companion for the Klixon 
Protector. Investigate the relay for other motor starting 


applications. So ask the manufacturer of the refrigerators you sell to 
include Klixon Protection. These outstanding protectors 
(ee see will eliminate motor burnouts, reduce service calls, cut 





factory returns for repairs and replacements and, most 


» the 
k, all 


utor; 
Larry Spencer Thermostat Company 
1703 FOREST STREET, ATTLEBORO, MASS. 


important, keep your customers satisfied. 
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Universal Presents Its New Line 





BREAKFAST ROOMS . 


CABINS 


. . . . . 7 . . o . . 7 . . . . o . ° . 





PORCHES 


. . . . 


APARTMENTS ‘ TRAILERS 


»++ THEY WILL ALL WANT A 
sg¢ ELECTRIC STOVE 








Ai the efficiency of a full-sized electric range is packed 
into this conveniently light, portable Gill Electric Stove. 
It cooks a complete meal at once, yet it takes up little 
space. Approx. 11 lbs. 110-120 volts A.C. (D.C. avail- 
able). 150 to 1650 watts. Write for discount information. 


@ STAINLESS STEEL TOP @ LARGE HEATING ELEMENTS 
© ALUMINUM SIDES @ INSULATED BROILER 
@ TWO-WAY HEAT CONTROL @ TOASTS SIX SANDWICHES 


GILL GRIDDLE 


A heavy duty, cast-aluminum 
griddle that lasts a lifetime. Dis- 
tributes heat perfectly. Detachable 
handle permits use in broiler. Sold 
separately or with the Gill Stove. 








GILL 
UTILITY TABLE 


Perfect for the Gill Stove anywhere. 
Stainless steel top, aluminum legs. 
Adjustable to 3 convenient heights. 
Portable, approx. 16 Ibs. Top 20 in. 
by 36 in. 





ELECTRIC STOVE 


CORP. 


GILL ELECTRIC MFG. 
REDLANDS, CALIFORNIA 


“Quality electrical products since 1920” 





CONTINUED FROM PAGE 132 





THE MIDWEST TAKES ITS TURN 





IN THE MIDDLE: When Universal held its Chicago sales meeting, W. J. Cashman, 
(center right) received a warm welcome from Peter Sampson (center left) of 
Sampson Co., Chicago distributing firm. Others in the picture, members of the 
Sampson staff, form an impromptu reception committee. 





MIDWESTERN DISTRIBUTORS got a good look and a good idea when E. L. 
Farquharson presented the Landers Frary & Clark 1947 ironers at the Chicago sales 
conference. 

















Life Publishes Curiosity 


and Learning Promotion 


Key electrical appliance dealers, to- 
gether with dealers in other industries, 
advertisers and agencies, are the ob- 
ject of a recently published Life pro- 
motion book, This Curious World. 

The book tells a factual story about 
the increased capacity of American 
people to learn and their desire to 
know more about the world in which 
they live. It also points out how 
Life helps to satisfy this curiosity. 
Implications are that Life satisfies both 
the natural human curiosity. and the 
intellectual curiosity arising from a 
continually climbing national level of 
intelligence. It is also claimed that 


the magazine is read by 22,000,000 
people every week—and electrical and 
household equipment is one of the ten 
biggest advertising classifications in it. 


MARCH 





Duro Co. a Division 
of Hydraulic Machinery 


The Duro Co., Dayton, Ohio, pro- 
ducer of well pumps, water softeners, 
filters and systems, is now known as 
the Duro Co., Division of Hydraulic 
Machinery, Inc. Hydraulic, with head- 
quarters in Dearborn, Mich., pur- 
chased the controlling Duro stock in 
July and recently changed the name 
as given above. 

Although no physical changes have 
been. anticipated- in .the .manufacturing 
of Duro products, there have been 
changes in the executive management. 
Harry L. Wise is president; Roe H. 
Heal is vice-president; Robert W. 
Wise is secretary-treasurer; R. B. 
Baird is sales manager; H. J. Weimer 
is general manager; J. H. Horn is ad- 
vertising manager; and J. R. Burnett 
is works manager. 
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with FIRE-BED 
that BREATHES™ 


This Combustioneer Bin-Feed feeds coal 
direct from the bin to the fire-bed. The 
Combustioneer line of hopper-type and 
bin-feed models is complete for serving 
residences, apartments, public build- 
ings, institutions, and industrial plants. 


If you want to handle a stoker . 
with exclusive features which , 
makes sales easier —not only now 
but in the competitive days ahead 
—your answer is Combustioneer, 
the advanced, modern stoker 
with Fire-Bed that “Breathes.” 


It is simple for prospects to 
understand how Combustioneer’s 
“Pulsating” Transmission feeds 
coal by “impulses”—a stop-and- 
go action. This “impulse” feed- 


ing “agitates” the fire-bed, keep- . 


ing it loose, free-burning, so that 
every particle of coal is sur- 
rounded by air. 


And they like the new, ex- 
clusive way Combustioneer’s 
Automatic Respirator forces the 
correct amount of metered air 
around every particle of burning 
coal to produce efficient combus- 


| Cash in THIS YEAR with | Cash in THIS YEAR with THIS YEAR with 


Gmbuslioneer 


AUTOMATIC COAL STOKER 


FOR HOMES, 
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. tion, They, see instantly how this 


“agitation and aeration” make a 
FIRE-BED that “BREATHES” 
and thus extracts. EXTRA heat- 
energy from every pound of coal. 


This exclusive, convincing sell- 
ing story enthuses dealers every- 
where. They also report great 
satisfaction with Combustion- 
eer’s national advertising and the 
way the factory helps them by 
supplying a wide array of tested 
promotional and sales helps. 

Choice dealerships are still 
open in some areas. Wire or write 
for complete details of Combus- 
tioneer’s profit-protected Dealer 
Franchise. Act now while these 
dealerships are still available. 


THE STECL PRODUCTS ENGINELRING CO. 


1287 W. Columbia St. Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 


APARTMENTS AND FACTORIES 








automatic 


ome Laundry 


136 





A consistent program of color pages in LIFE, in the SATURDAY EVENING 
POST,GOOD HOUSEKEEPING, LADIES’ HOME JOURNAL, BETTER HOMES 
AND GARDENS, HOUSE BEAUTIFUL, AMERICAN HOME and PARENTS’ 
MAGAZINE. Four big ads in the AMERICAN WEEKLY. Millions and mil- 
lions of sales impressions—for the Bendix—during the first six months in 
1947, in the magazines that shape America’s buying habits. 

BENDIX HOME APPLIANCES, INC., 
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ANNI CAN 


PARENTS 


MAGAZINE 











With co-operative newspaper advertising, posters, spot-radio announcements, spot- 
movies, with window and outside neon signs, you can pull your share of this enor- 
mous traffic into your store for demonstrations. Tie in, by using the new animated 
spring window display—prepare, by enrolling in the streamlined, refresher sales 
course—be ready! For this traffic is hot for the world’s most wanted washer—for a utom atic 
the new Bendix automatic Dryer and the new Bendix automatic Ironer—items that 


according to impartial surveys enjoyed consumer preference even before they were 
announced to the public. ome r 
SOUTH BEND ‘24, ‘INDIANA veo hate | | 
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The FIRST Circulator fo be built into-a 


fine piece of wooden furniture. 


mimms 


MIMMS Commercial and Industrial Model Circulators are 
especially designed for efficient air movement and quiet, smooth 
operation, with such design features as aluminum propellers 
cast in one piece — powered by Westinghouse motors — attrac- 
tively plated chrome columns, guards and bases. MIMMS Com- 
mercial or Industrial Model Circulators are engineered and 
built to give customer satisfaction. In circulators, MIMMS is 
the name to remember. Prices and complete information will 
be sent immediately to interested dealers, 


wersrooarr EL. MIMMS CO. 


1013 E. BROADWAY « LOUISVILLE 4, KY. 


MODELS OF ‘QUALITY CIRCULATORS 


»+»> MORE THAN THAT — IT’S A 


LOWBOY 
CIRCULATOR 


Last summer’s sensational development in circulators — 
the MIMMS LOW BOY gives every promise of becoming 
THIS season’s liveliest electrical item. Built for smooth, 
silent performance the MIMMS LOWBOY is easy to 
display and priced to sell. 





THE MIMMS LOWBOY 


distributes air evenly from 
all sides of its handsome 
cabinet at a low level where 
air is coolest. It’s designed 
to harmonize with most of- 
fice and home furnishings 
—built of selected; fin- 
ished wood. 


© Mahogany, Walnut ‘or Blond Finish 

© Coffee Table Height 

© 3 Quiet Speeds 

© Built for a Lifetime 
Dealers are invited to write 
today for prices and com- 
plete information. 









FOR COMMERCIAL AND INDUSTRIAL 
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SCHEDULED MEETINGS 


INSTITUTE OF RADIO 
ENGINEERS 
1947 Annual Convention 
Hotel Commodore and Grand Cen- 
tral Palace, New York, N. Y. 


PHILADELPHIA MERCHANDISE 
FAIR 


WGS Buildings, 231 N. 3rd St., Phila- 
delphia, Pa. 

March 3-6 

Mrs. Margaret Greene, Director, Sup- 
plee-Biddle Co., 507 Commerce St., 
Philadelphia 


NATIONAL MARKETING CON- 
FERENCE 


Hotel Stevens, Chicago, Ill. 

March 10 and I1 

Domestic Distribution Dept., Cham- 
ber of Commerce of U. S. 


EDISON ELECTRIC INSTITUTE 
13th Annual Sales Conference 
Edgewater Beach Hotel, Chicago, Ill. 
March 31-April 3 


MEMPHIS HOME SHOW 
Memphis Ellis Auditorium, Memphis, 
Tenn. 
April 5-11 
Henry Wurzburg, Demon Bldg., Mem- 
phis 


METROPOLITAN HOME SHOW 

Home Builders Council of N. Y., N. J., 
and Conn, 

Grand Central Palace, N. Y. 

April 19-27 

Henry J. Shaheen, Council President, 
735 N. Village Ave., Rockville Cen- 
ter, L. I., N.Y. 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 
8th Annual Meeting 
Benjamin Franklin Hotel, Philadelphia, 
Pa. 
April 23-26 


TEXAS ELECTRIC SHOW 
Will Rogers Memorial Coliseum, Fort 
Worth, Texas 
April 25-May 4 
R. E. Hendricks, Texas Electric Ser- 
vice Co., Fort Worth 


NATIONAL HOUSEWARES SHOW 

Convention Hall, Philadelphia, Pa. 

April 27-May 2 

Natl. Housewares Mfrs. Assn., 1402 
Merch. Mart, Chicago 54, Ill. 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 
Hotel Traymore, Atlantic City, N. J.. 
May 5-9 


NATL. ELECTRONIC EQUIP- 
MENT SHOW | 
Hotel Stevens, Chicago, Ill. 
May 13-16 
Kenneth C. Price, Manager 


MID-AMERICA EXPOSITION 
Public Auditorium, Cleveland, O. 
May 22-31 : ; 

J. A. Crawford, Managing Director 


NATL. ASSN OF MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 


EDISON ELECTRIC INSTITUTE 
Annual Meeting 


Atlantic City, N. J. 
June 2-5 


AMERICAN HOME ECONOMICS 
A 






N. 
Municipal Auditorium, St. Louis, Mo. 
June 23-26 
Lelia Massey, Executive Secretary, 
620 Mills Bldg., Washington, D. C. 
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Tus cooperative 


advertising plan helps 
you and your dealers! 














EACH DEALER GETS: 





























as 









BARGAIN 
Yee 
ALINE 






































» a Prominent display of his name and location 


























1 e Better identification of your local outiets 





» & Enthusiastic dealer support 





3. Advertising that pays off right away! 











RESULT: More sales for your 
products in the Great 
Chicago Market! 


For quick, effective cover- 
age of the Great Chicago 
Market, there is no me- 
dium quite like the Chi- 
cago Tribune. 63.4% of 
the $414,757,552 volume for home appli- 
ance purchases during the first year they 
are available will be spent by Tribune-read- 
ing families. Rates per line per 100,000 
circulation are among the lowest in America. 
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Now! Cooperative advertising can pay off better for you 
and your dealers. The Chicago Tribune’s new Plan gives 
each of your dealers the kind of a campaign he likes... one 
aimed directly at the market he serves. And he pays just 
2-1/6¢ a line! 

Under this Plan, you can get the jump on competition . . . 


Chicago Tribune 


The World's Greatest Newspaper 


December average net paid total circulation: 
Daily, over 1,040,000; Sunday, over 1,500,000 





1, 1947 





and corral more of the Great Chicago Market . ; . a market 
whose size is revealed in the Tribune’s Durable Goods 
Study among Consumers and Dealers. 

To find out more about the Plan and the Durable Goods 
Study, contact your nearest Tribune representative as 
shown below. 


H. N. King, Chicago Tribune 

810 Tribune Tower, Chicago 11 

E. P. Struhsacker, Chicago Tribune 
220 E. 42nd St., New York City 17 
Fitzpatrick and Chamberlin 

155 Montgomery St., San Francisco 4 


W. E. Bates, Chicago Tribune 
Penobscot Building, Detroit 26 






MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. > 
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Small series universal 
motor parts specially 
designed for food-mixers 
and sewing machines. 














Backed by 31 years’ experience, 
Lamb Electric motors have won a 
reputation for trouble-free opera- 
tion and good performance. This is 
one important reason why dealers 
have found that appliances equipped 
with these motors are easier to sell. 


Another advantage that comes with 
handling Lamb Electric motor-driven 
appliances is the customer good will 
resulting from outstanding perform- 
ance of the product itself. (Lamb 
Electric motors assure top product 
performance because they are spe- 
cially designed for each application.) 


Keep in mind these advantages of 
Lamb ‘Electric motors as you con- 
sider the makes of appliances you 
are going to handle. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 
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Proctor 1947 Advertising 





Budget Set at $1 Million 


Magazines Will Carry 
365,000,000 Impressions 


A $1 million expenditure—not to 
bring supply up to demand, but to 
keep demand ahead of supply—was 
announced last month by the Proctor 
Electric Co. as its advertising and 
promotional outlay for 1947. 

Soft-spoken Paul Coolidge, New 
York district manager, addressing dis- 
tributors and the press at a meeting 
typical of a series being held across 
the nation, told his audience that never 
before had so much money been spent 
by a small appliance manufacturer. In 
1946, he said, Proctor made and de- 
livered 26 percent of all pop-up type 
toasters manufactured in the country 
and 22 percent of all electric irons. 

Last year, he declared, was the 
“vear of decision” for Proctor. Then 
it determined what its post-war pol- 
icies, goals, and expenditures would 
have to be. This year he described as 
“the now or never year,” and added 
that the company’s promotional outlay 
would make it the “now” year. 


Perpetuate Demand 


Some dealers, Mr. Coolidge said, 
cannot understand why a manufacturer 
continues to advertise a product which 
he cannot supply in great quantity, and 
feel that there should be an equaliza- 
tion of supply and demand before 
strong promotional effort is made. 
Proctor, on the contrary, believes that 
a gap between the two, with demand 
in the forefront, is a healthy situation 
and should be perpetuated so long as is 
possible. Of course, said Mr. Coolidge, 
the company wants both to grow. 

Proctor’s policy he outlined as one 
which includes the greatest possible 
delivery in quantity of a quality prod- 
uct, supported by the greatest possible 
quantity of quality advertising. 





DREAMING? Not Proctor Electric Co. 
This company, which was the fourth 
largest manufacturer of electric irons in 
1941, and delivered 26 percent of all 
automatic toasters in 1946, plans to ob- 
tain an even larger share of the market 
in 1947, partly with the aid of the dealer 
promotional pieces shown in this picture. 
Cost of the complete “partnership kit" 
to the company, says Proctor, was $13.52. 
Dealers get it for $6.95. One window dis- 
play ties in with current magazine ads 


‘over a three-month period. The: dealer - 


simply removes the obsolete sheet. 
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PAUL COOLIDGE: A soft voice, a new 


view, a big-money message. 


Dealers’ obligations, he said, include 
local advertising. During 1947 Proctor 
dealers spent some $225,000 in adver- 
tising Proctor products. In line with 
its own policy, the company also ex- 
pects dealers to “sell ahead,” thus 
maintaining the profitable divergence 
between supply and demand, and to 
display and to demonstrate. 

Significant in the placement of Proc- 
tor’s advertising expenditures is the 
growing utilization of so-called “con- 
fession” and movie fan magazines. 
This, said Mr. Coolidge, is a direct 
result of the war-induced change in 
money ownership. Advertising impres- 
sions in 1947 will total some 365,- 
000,000 and will include full-color ads 
in magazines such as The Saturday 
Evening Post, Better Homes and 
Gardens, McCall’s, Ladies’ Home 
Journal, True Story, True Romances, 
Photoplay, Radio Mirror, Modern 
Romances, This Week, Good House- 
keeping, True Love & Romance, and 
others. 


Dealer Helps 


Dealer helps, available for $6.95, are 
wrapped up in a “partnership pack- 
age,” and include a variety of display 
aids in full-color, consumer booklets, 
demonstration booklets, easel ads, and 
mats for newspaper ads designed to tie 
in with ads in consumer magazines. 

In conclusion, Mr. Coolidge said, 
“We are going to spend $1 million on 
the line. We are going to get 365,- 
000,000 advertising impressions. .. . 
We think that’s quite a lot.” 


Surplus Surgical Lamps 
Offered Buyers By WAA 


Surplus operating lamps made for 
use in the field during the war, which 
may be converted into general pur- 
pose floor lamps, will be offered for 
sale on a sealed bid basis to priority 
claimants, relief organizations and 
commercial buyers including exporters 
from March 10 to 31, War Assets 
Administration announced today. 

A total of 5,315 unused units, which 
cost the government $395,563, are 
being offered by the five WAA hold- 
ing regions. 

Each unit includes a 72-inch stand; 
bulbs usable with a storage battery or 
110-220 volt AC or DC current; a 
12}-inch lens, and spare parts. The 
units are packaged, disassembled, in a 
waterproof metal chest 174 inches by 
224-inches by:24 inches. When assem- 
bled, the stand is attached to the chest. 
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| E BEST SALES STORY IS THE EASY ONE 














“WHEN ARE YOU GOING TO DELIVER MY EASY SPINDRIER?” 


But even though you can’t deliver as many Easy Spindriers as 
you'd like right now you can look at every unhappy customer 
and feel happy --- happy that Easy Spindriers are in demand 
and you have a franchise to sell them. 


I; you've heard this once we bet you've heard it fifty times. 





We're making more Spindriers than ever before in our history 
but there just aren't enough to go around. Production hit an 
all-time high in 1946 and Easy dealers are enjoying 2 greater 
dollar volume on Easy than in the best pre-war years. 





We confess that we're partly responsible for the terrific demand 
for the Spindrier. For Easy has been one of the top advertisers 
among washer manufacturers during the war and since. We 
know this demand is healthy. Surveys and sales tests indicate 
that Easy orders are remarkably firm—that customers are will- 
ing to wait for a Spindrier. 


We'll keep producing more and more Spindriers. And you'll. 
get them as fast as they’re made. In the meantime keep in mind 
that year in, year out Easy is the most profitable franchise in 
the home laundry equipment field. 


EASY WASHING MACHINE CORPORATION, SYRACUSE 1, NEW YORK WASHES MORE 
‘ CLOTHES FASTER 
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Facts Prove Collier's 
The Best Buy of the “BIG 3" Weeklies 


oe oe cae eee 











Collier's spotlights America’s richest market . . . the Age of Acquirement... the 25 to 45 year 
age group. And to the advertiser who thinks ahead this is important . . . for these are the people 
who buy. These are the men and women who are carving out a future for themselves . . . establish- 
ing homes, starting families, acquiring possessions . . . in other words, making their dreams come 
true. Recently, The Psychological Corporation ...in a survey of eight thousand homes in 125 
representative towns and cities . . . proved that Collier's families rate well above the average 
buyer in their “plans to buy.” To tap this profitable market costs less through Collier's than 
through either of the other "Big 3” weeklies. 





FOR FEWER DOLLARS 



































_— P ° THE “BIG 3” COST PER M 
That Collier's rates have not increased in five ¢ oni PAGE RATE enatineaens 
years is no accident. The low rates are the S 
: ; 3 
| mi of a acophapien effort to keep sep nat E COLLIER’S $ 7,000 $2.49 * 
ee ncaa in or sas recto ae was 3 WEEKLY (B) 14,500 2.79 + 
the same qua ity mar e at low cos ; e cos WEEKLY (C) 10,000 2.70 } 
per thousand circulation of Collier's is the 
lowest of the “Big 3” weeklies. *A.B.C. {Publisher's Guarantee 
‘ MORE SALES MESSAGES 
THE "BIG 3” $50,000 


Collier's low unit rate brings continuity within SALES MESSAGES 


reach of the limited budget . . . enables the 
advertiser to buy more insertions, more impres- <= .. COLLIER’S 7.14 pages 20,058,695 


WEEKLIES WILL BUY 





um 


sions, more weeks of national coverage . . . WEEKLY (B) 3.45 pages 17,940,000 
makes deeper penetration of the market 


























WEEKLY (C) 5.00 pages 18,500,000 
possible. 
MORE BUYERS THE “BIG 3" % OF MEN AND WOMEN IN 
Collier's is particularly appealing tothe "Age > _ WEEKLIES AGE OF ACQUIREMENT 
of Acquirement” .. . the 25 to 45 year age X \) 
group ...the men and women who buy. Of the yy ey COLLIER'S 42.6% 
“Big 3” weeklies, Collier's has the greatest WEEKLY (B) 38.1% 
percentage of men and women in this bracket. WEEKLY (C) 38.7% 














Collier's for Action... 





| Ti Vice eee to ce ee ay a er eee 
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It isn’t magic that 
makes Automatic 
**Duo-Disc’’ Washers 
render such outstand- 
ing service in the home. 
It’s the result of expert 
engineering, good de- 
sign, constant research 
and 39 years’ experi- 
ence. 

Take, for example, 
the ‘“‘Stokes’’ Patented 
Ball-Bearing Trans- 
mission. Thissealed-in- 
oil drive is so trouble- 
free, so dependable in 
operation that every 
single unit is covered 
by our liberal Service 
Warranty ... pays you 
CASH if service is re- 
quired within one year! 

Automatics must be 
good when they can be 
backed by such a strong 
guarantee. 

Remember too—only 
Automatic Washers 
have the invertible 
Duo-Disc agitator that 
gives your customers 
TWO washing methods 
in one washer. Write 
today for the name of 
your nearest AUTO- 
MATIC Duo-Disc 
Washer distributor. 








K-M.Coddles Consumers 
With Folksy Letters 


Aware that today’s appliance hungry 
consumers who write directly to the 
manufacturer are all too likely to re- 
sent the pre-war brush-off of “See your 
nearest dealer,” the Knapp Monarch 
Co. of Missouri replies with folksy ex- 
planations that it does not sell directly 
to consumers and a promise that it will 
put the interested prospect in touch 
with a specific local dealer who handles 
the K-M line. 

Set up almost overnight by Robert 
L. Weigel, general advertising man- 
ager, the “Clearing House” plan is in- 
tended to perform a three-way service 
—to distributors, dealers and con- 
sumers. First step is to sort the in- 
coming letters into territorial groups 
corresponding to K-M_ distributor 
areas. Then each inquiry is answered 
by a chatty, personalized letter signed 
by Kay Martin, the company’s home 
economist, introducing the consumer 
to his nearest distributor. 

Miss Martin’s letters, composed 
along the lines of a social bread-and- 
butter note, run something like this: 

Dear Mrs. Whosis: 

You were so nice to write to us 

about Knapp-Monarch appliances 

recently, and I’m sorry we can’t send 
you what you want, as we sell only 
to wholesalers. 

I have just written to our whole- 

saler: 

Mr. We Sellém Wholesale 
Appliances, Inc. 

75 Umpty-Ump St. 

Any Town, Anywhere 

who supplies the retailers in the 

area where you live, and he will 

send you very soon the name and 
address of the nearest retail store 
handling our appliances. 


Miss Martin also asks the consumer 
to fill in an enclosed questionnaire 
covering the number of people in her 
family, type of residence, appliances in 
use, new appliances desired, etc. Re- 
plies to date have averaged upward of 
20 percent. A post card is provided 
for the distributor to mail to the con- 
sumer introducing the local dealer 
who handles K-M. According to the 
company, consumers and dealers are 
thus brought together in a warm, per- 
sonal way. The inquiring consumer’s 
name is, of course, referred also to the 
dealer by enterprising K-M which 
points to increased store traffic, favor- 


GIVE IT A WHIRL, O. W. Thrailkill 
(left), president of the Toadroy Manu- 
facturing Co., Wellington, Kansas, sug- 
gests about his Whirling Friction electric 
floor polisher which Ben Lehr (right), 
Lehr Distributors, Inc., will distribute in 
the New York metropolitan area. The 
appliance was shown at the recent Jan- 
uary show in the Chicago Furniture Mart. 





able consumer response and question- 
naire returns as proof that from little 
letters mighty sales lists grow. 


Farm Journal Presents 
"Singing Wires" Film 


“Singing Wires,” an institutional film 
demonstrating the advantages of rural 
electrification to the farmer was pre- 
sented to the press at the Waldorf- 
Astoria, January 21st, under the spon- 
sorship of Farm Journal. 

The film is directed to the rural 
areas—to those people living in and 
supplying these areas, and presents a 
lucid picture of what complete elec- 
trification can mean to the farmer— 
both economically and from the stand- 
point of better living. It demonstrates 
to the farmer the many advantages of 
modern electrified farming over an- 
tiquated, non-electrified methods in a 
simply told tale of how one farm 
family enjoyed unlimited advantages 
on a completely electrified farm while 
a nearby neighbor lived a harried, 
burdensome and unprofitable existence 
with old non-electrical methods. 

The scenes are located in Litchfield, 
Conn., in the Berkshire foothills. 





THE HARD WAY: No people are so overworked as are farm women, and washing 
clothes by the wash-board method is one of the most backbreaking of all their chores. 
Form Journal's Film, “Singing Wires," shows how electricity can open to these farm 
women a new way of life. 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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little 


@ It runs a deep relaxing rhythm over tight 
shoulders and taut necks. It tingles skin to a 
fresh restfulness. It wakes neglected scalps to 
a lively glow. It even massages gums! It’s as 
easy to hold as a fountain pen—weighs a mere 
whiff of 6 ounces. It has no motor to get out 
of whack (electro-magnetic action does the 
trick). 

Coronet is the first light-weight all-purpose 
vibrator—and the stores that launched it were 
swamped to a sellout a few hours after the first 


| 


y 
a new star 


shoots your sales upward! 


ad broke! Naturally—because Coronet’s based 
on two rock-bottom facts: (1) massage is good 
for people, and feels good; (2) people are 
lazy. Coronet gives them the massage without 
the work. They buy it to look prettier and to 
feel better. And men as well as women buy it. 

Coronet Vibrator is ready for you now 
through your jobber. Its retail of $9.85 will 
boost your unit sale, its markup is good and 
fat and profitable! Get in now, at the begin- 
ning, to skim the cream of the market! 


Each Vibrator packaged in smart 
plastic case with 4 attachments 
included. Guaranteed against me- 
chanical defect for 2 years. 


DEAL No. CV12 Retail Price 


1 Doz. Coronet Vibrators $118.20 
1 Counter Display 1.23 
50 Counter Folders 50 


$119.93 


YOUR PROFIT 


4, 


Cp 


$70.92 
No Charge 
No Charge 

$70.92 


[| A 
4/ y : 
| 2 toe ) 
MANUFACTURERS MARKETING COMPANY 


20°E. Jackson Blvd., Chicago, Ill. 
National Sales Agents for The Lektron Corporation! | 


VIBRATOR 
-with PATTING action 
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THE ANSWER TO CONSUMER RESISTANCE TO HIGH REFRIGERATOR PRICES! 


This /COOLERATOR Model 
Offers Dealers 4 BIG 
PROFIT Opportunities! 








































*Reg. U. S. Pat. Off. 


ST 











PROFIT A 5% cu. ft. COOLERATOR . 

ee ° ” di 

OPPORTUNITY Convertible” ICE REFRIGERATOR fe 
MODEL C7 | = 





B 
a 


ND 
PROFIT 
OPPORTUNITY 


A NEW IDEA—OUR FACTORY 
“PACKAGED” ELECTRIC REFRIGERATOR 
UNIT—INSTALL IN ONE HOUR 









P 
c 
c 
P 
c 
t 
| 





3 PROFIT 


OPPORTUNITY 


A COMPLETE FACTORY JOB WILL 
BE READY IN A FEW MONTHS— 
NEW PROFITS FROM THIS DR-70 
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No waiting—no delay! Tell your customers they can 
have this all-steel ice-conditioned refrigerator imme- 
diately! Exclusive washed-air circulation keeps foods 
fresh and tasty—provides plenty of pure, taste-free ice 
at all times. It’ quickly converts into an electric—so 
read on! 


By the time they finish time payments on their Cooler- 
ator Ice Refrigerator you'll be able{to supply this factory 
package which includes a complete hermetically-sealed 
condensing unit (protected by a 5-year warranty), spe- 
cial shelf, 3 ice trays, glass tray, 25-lb. frozen food com- 
partment—and converts their ice refrigerator into a 7% 
cu. ft. electric refrigerator. (See red outline drawing to 
the right.) Your own service man can install this unit in 
less than one hour! 


A third chance for profits! In the near future you’ll be 
able to sell this DR-70—the complete 734 cu. ft. Elec- 
tric Model with all the features of the combined ice-con- 
ditioned refrigerator and the revolutionary factory unit! 
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TIME PAYMENTS 
TWICE AS EASY 
FOR YOUR 


CUSTOMERS 


Show your customers what a profit-wise 
“buy” this is! Their original investment 
on the Ice-Conditioned Refrigerator is 
LESS THAN $90.00. By the time they’ve 
completed their time payments (or when- 
ever, later, they wish) they can convert 
to an Electric Refrigerator IN LESS 
THAN ONE HOUR—with new, con- 
venient time payments for their factory 
unit, too—spreading their cost over a 
longer period and making another profit 
for you. 

For the first time in refrigeration his- 
tory, this plan is offered to help build 
profits for you—and service to your cus- 
tomers—to bridge the span ’til new, elec- 
tric refrigerators are available in quantity. 


NAS 


ALN 


Haver Saver 


FREEZERS 


THE COOLERATOR COMPANY 
‘DULUTH 1, MINNESOTA 


REFRIGERATORS AND 


MANUFACTURERS OF ICE AND ELECTRIC 
REFRIGERATORS, HOME AND FARM FREEZERS 
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In 
Households Kverywhere 


The name American Beauty has become a house- 
hold word during the past half-century. It is the 
first to come to mind when electric irons are men- 
tioned. Women know its dependability and its 


outstanding qualities that go to make ironing an 








easier task. And today the American Beauty Iron 








offers, as the result of years of development and 






experience, improvements that give it still greater 
preference. For instance: The THERMOSCOPE 
—a temperature indicating device that registers 
in terms of fabrics the operating temperature of 
the ironing surface. Combined with this exclusive 
feature is the THERMOSTAT, which provides a 


constant heat at the selected setting. 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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Distributors Dine with Gibson 


H. W. Lincoln, Gibson Refrigerator Co.'s divisional sales manager (second from 
right), meets with Gibson distributor personnel from Otis Hidden Co., Louisville, 
and Eskew, Smith & Cannon, Charleston, W. Va., at one of four dinners held during 
the recent Chicago markets. 





At a similar dinner, these men met to stoke the inner man. Left to right, John P. 
Cota of Gibson; Joe L. Peasants, Allison-Erwin Co., Charlotte; Russell Cambill, 
Cambill Distributing Co., Nashville; Earl Lines, W. W. Garrison Co.; J. F. Klintworth, 
Gibson; and W. A. Kilmer, Butler Bros., Chicago. 





Brower Murphy, divisional manager (left), acts as host to Harry Giles, Graybar; 
Charles R. Rew, Alabama Appliance Co.; J. C. Erwin, Allison-Erwin Co.; Earl H. 
Braden, Spokane Paper Co.; and N. A. Cannon, Eskew, Smith and Cannon. 












Walter D. Krauter (left), national service manager, holds forth to John L. Stevens, 
Gibson; E. D. B an, Woodson and Bozeman, Inc., Memphis; E. S. Nobles, Gibson; 


W. M. Riley, Otis Hidden Co.; Ralph Bacon and William J. Bacon, Bacon's Hardware, 
Washington, Ind. 
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“Eye Appeal”— another important sales-stimulating Harvester Feature 


“It’s truly beautiful!” That’s what women say _ features of all International Harvester freezers: 


ne el about the smooth, flowing lines; gleaming, lus- 1. Floating Lid—2. All-Steel Construction— 
trous finish, and handsome hardware of the 


11-cubic-foot International Harvester Freezer. 3. Comfortable Tes-Spaco—4, Hermetienty 
: 7 ’ Sealed Unit—5. Hermetically Sealed Insulation 
Snowy-white enamel inside and out . . . a big, 6. Dulux Finish Over Bonderit 
full-size lid providing easy access and a full 9 ~ ° © 4U% Tiisn Mover Bonderite 
view of the roomy interior...a smartly-de- | And remember... with a product second to 
signed, chromium plated handle that fits the none, International Harvester Refrigeration 
hand comfortably, works easily, closes securely. dealers have the solid backing of 
SMOOTH, FLOWING LINES 


Sensi mantietemmetantimiminn sin iene Those are things that women who use this 
enamel finish—make the freezer easy to keep clean, freezer talk about. 

















e Powerful National Advertising 
e Coast-to-Coast Distribution 
e Effective Nationwide Service 





Here are advantages your salesmen, too, can 
AE talk about... they’re features that make sales F 

N ~ ry. ... examples of careful, skillful International a ssennenacens Prestige ; ; 
hh REET Harvester designing and engineering .. . of For information about open refrigeration 
WORKING HANDLE SHELF SP product leadership that opens up bright new ‘territory, get jin touch promptly with your 


T Food kc: be ee . ° 
> ho chend oo euthu a0 sales and profit opportunities for International nearest International Harvester branch. 


tive, secure. Smartly de- right, or around the wide 
INTERNATIONAL HARVESTER COMPANY 


signed;chromium-plated. breakerstrip, for conven- Harvester Refrigeration dealers. 
May be locked. ience in handling. ° ° : 
They go beyond the six basic selling 180 North Michigan Avenue Chicago 1, Illinois 








INTERNATIONAL HARVESTER 
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Noma Lops $51 Off Retail 
Price of Two Home Freezers 


Noma Electric Corp. went the Ford 
Co.’s price reduction policy one better 
recently with an announcement by 
John M. Bess, executive vice-presi- 
dent of the appliance divisions (Estate- 
Heatrola and Refrigeration Corp. of 
America), of a $51 reduction on both 
Estate and Frigid-Freeze home freez- 
ers. 

“That puts us one dollar up on 
Ford,” remarked Mr. Bess as he ex- 
plained that the reduction from $450 


@ cite storage 
drawers that open at 


“the touch of a finger” on 


Insulation. A thick 
blanket of insulation 


ball bearing rollers; can be 
removed easily yet drawer 
stops prevent accidental 
removal. 


around the sharp freeze 
compartment and storage 
drawer area holds the cold 
inside—5" thick in the sides, 
6” thick in the bottom. 


to $399 for the model #746 (12 cu. ft.) 
and from $650 to $599 for model 
#1046 (20 cu. ft.) was established to 
conform with the price practice of 


some stores and to equalize the advan- 
tage for all. He indicated that the 
decision to lower prices was made 
some mouths ago but awaited assur- 
ances from suppliers of materials and 
component parts. 

“We're in the hands of our sup- 
pliers,” said Mr. Bess, “and, with their 
cooperation, we haven’t any doubt that 
we can bring the public into the frozen 
food picture in a big way.” He added 
that the reduction in prices would un- 
doubtedly lead to additional considera- 
tion of the greater advantages result- 
ing from the use of such sizes as 
compared with the smaller units. “A 
family of four or five can quickly out- 
grow a small cabinet, once the use of 
frozen foods becomes a regular habit 
and the use of the cabinet, in storing 
away the goodness and deliciousness 
of fine foods for later use, becomes 
better understood.” 





© Sub-zero sharp freeze 
compartment processes 


from 50 to 100 Ibs. of food 
at a time. Meats, vegetables, 
fruits, the entire menu, plus 
pastries are easily processed 
at home for future use. 


Capacity. A full 8 
cu. ft. of usable, 


easily accessible food 
storage space is avail- 
able at “‘the touch of a 
finger’’, in spacious yet 
space saving Freez-all. 





€ segregation in 
three well-type 


abinet finish is 
vpont Dulux, 


baked on at high tem- 
peratures. This perma- 
nent, lustrous, white 
finish is easy to keep 
clean and beautiful all 
the time. 


Beautiful, modern, 
streamlined design. A 


masterpiece of lovely styl- 


drawers that “hold in the 

cold". All food packages 

are conveniently separated | 
and are easy to find and | 
remove. 


Sanitary Refrigerator Thaws 
Freezer Price with $50 Cut 


The current trend to thaw out here- 
tofore frozen price levels got further 
impetus recently with the announce- 
ment by B. K. Miller, president of the 


4 | Hermetically sealed re- 
frigeration unit requires 


@ minimum amount of at- 


tention—another Freez-all 
feature that assures years 
of trouble-free service and 


ing, Freez-all’s stately, 
gleaming white elegance 
proclaims its superior, 





economical operation. 


Product of 


REFRIGERATION DIVISION, DEPT. F-23, PORTABLE ELEVATOR MFG. CO., BLOOMINGTON, ILL. 





J. H. Wimberly, Jr. 


““Coat-O’-Cold” re- 

frigeration plate pro- 
vides prime surfaces on the 
top and 2 sides. This as- 
sures the maximum in fast 
freeze and correct storage 
drawer temperatures. 


DISTINCTIVE 


The Kansas City, Missouri, trading 
area for Freez-All is in the capable 
hands of J. H. Wimberly, Jr., Presi- 
dent of the Superior Distributing 
Company. 

We are proud to introduce this dis- 
tinctive Freez-All distributor. He 
and his fine organization possess 
the “know-how”, the promotional 
ability, and the friendly, helpful 
relationships with their dealers that 
are so essential to continued 
success. 


qualities. 


Modern hardware of 
rugged brass, chro- 
mium plated, combines en- 
during strength with striking 
beauty. Piano-type door 
hinge for perfect door fit. 





Harry C. Glou of Scranton, Penn- 
sylvania, is the distinctive Freez- 
All distributor for eastern Pennsyl- 
vania and lower New York State. 
Heading an alert organization, Mr. 
Glou’s activities have proved that 
he is an extremely aggressive mer- 
chandising and p tional minded 
distributor. His excellent customer 
service and marketing assistance 
have created a remarkable dealer 
organization. 








Harry C. Glow 
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Sanitary Refrigerator Co. of Fond du 
Lac, Wis., of a $50 cut in the $500 
price of its Quickfrez farm freezer. 

Said Mr. Miller, “We believe that 
the pent-up demand for quick freeze 
equipment which was so hard to get 
during the war, can be turned into a 
steady, long-term market by a sensible 
price policy. Somebody has to make 
the first move. Lower prices bring a 
dependable volume of sale and this 
in turn brings lower costs... . The 
price cut is a pledge of our faith in 
the future demand for quick freeze 
equipment. My optimism is based on 
the growing number of uses for food 
freezers.” 

The pre-war price of the Quickfrez 
freezer was $395. Following the war 
it was raised twice. According to the 
company it is a 12.5 cubic foot freezer 
capable of holding 600 pounds ol 
frozen meat. It has four compart- 
ments, three for storage and one for 
freezing. 


Westinghouse Puts Heat on 
Sunlamp; Cuts Price $5 


A one-third slash in the retail price 
of the Westinghouse sunlamp was re- 
cently announced by the company. 
The reduction, effective on February 
1, brought the price down from $15 
to $9.95. The sunlamp is a 275-watt 
reflector type bulb which screws into 
any regular light, socket and operates 
on alternating current. 
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Live steam from these grooves makes this, in effect, “two irons in 


re- H H i H 

one”... permits steam or dry pressing. Ownership excitement 
ce- 
the 


has been stimulated to fever pitch everywhere ...to make the 
du 








300 Silex Duolectric’ Steam Iron the most wanted appliance for 
hat or . 

a modern home-laundry finishing. In the right groove, too, 
get 

ya are retailers who know a good thing when they “sell it”. . . 
ble 

a perpetual procedure with Silex leadership products. 
his 

"he 

in Made by the Makers of the Famous Silex Coffee Maker 
eze 

on 

od 


rez 
var 
the 
zer 


THE JILEX COMPANY 


HARTFORD 2, CONN. * ST. JOHNS, P.Q., CANADA 
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: PROTECTIVE STEAM SLIPS IW BETWEEN 
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ceca PAVORTE HOME ALMOST 
Ss hf pee - 


cesoutie, aa Smithcraft 
; Profit Package 
1. COUNTER DISPLAY 






















MODER WIZE “4 - This attractive, hard-selling 3-colored display is ruggedly 
YOUR Wome wim is sesamune ceson = — SIFT ° constructed and provides for illumination. It’s a stopper © 
: : on counter or in window. 


~ : 














These attractively illus- 
trated sales folders are 
beautifully printed in 3 
colors. Use them for coun- 
ter and mail distribution. 
Space for dealer imprint. 





Here’s the largest national advertising campaign ever to back a home 


fluorescent unit. Customers know the name “Smithcraft”... are sold 3. AAAS FOR MEW Or APER 
’ 


on its quality. Already it’s USA’s largest seller. Cash in on the FREE 

Smithcraft Profit Package shown at the right. Display Smithcraft and ADS 

get your share of worthwhile dealer profits this fast moving unit is 
Top quality mat service 
to tie-in locally with the 


earning. Phone your jobber today. 
big national ad campaign. 


U.S.A.’s Fastest Selling Home Fluorescent Unit 6 I) 7 wee e/ Electros also available. 





= Lighting Division 


CHELSEA 50, MASSACHUSETTS 
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UNIVERSAL Bantam Range 


yd Landers, Frary & Clark, New Britain, 
Conn. 


Device: Universal Speedliner Ban- 
tam range, No. 6615. 

Selling Features: Bakes, broils, roasts, 
cooks ; plugs into any appliance out- 
let; surface units interchangeable 
for cooking and broiling—for cook- 
ing the surface unit assembly is 
placed into built-in receptacle in 
bottom of oven, leaving door open; 
for broiling the surface unit assem- 
bly is placed into built-in receptacle 
in top of oven with broiler grid and 
and pan directly underneath—the 
door is then closed to broil stop 
position; imbedded coils surface 
units provides a maximum input 
wattage of 1650 watts thermostati- 
cally controlled for baking and 
toasting ; porcelain enamel oven door 
and oven lining; other surfaces Hi- 
baked white enamel finish with 
chrome trim; 2-sliding shelves; 6 
positions ; permanently attached 6- 
ft. cord; roomy 2-shelf all steel cab- 
inet for storing utensils and kitchen 
accessories; overall size 224 wide, 
14 in. deep, 42 in. high. 

No. RA 6610 same as above withi- 
out storage cabinet. 

Electrical Merchandising, March 1, 
1947, 
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GENERAL ELECTRIC Ironers 


General Electric Co., Home Laundry 
Equipment Div., Bridgeport, 2, Conn. 


rvice Models: AR-19 and AR-20 rotary 


: the ironers. 

: Selling Features: Both models fold 
aign. into neat cabinet and roll out of way 
e. when not in use—AR-19 folds into 

1/3 space occupied when in use; 
AR-20 folds into half the space. 
AR-19, single-speed, has 26 in. roll, 
130 sq. in. ironing surface ; closed 
. or is 38 in. long, 18 in. deep, 

in. high; open it is 63 in. long, 
ae in. ‘deep, 42 in. high. AR-20 closed 
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is 37 in. long, 19 in. deep, 35 i in. high 
and open is 59 in. long, 27 in. deep 
and 41 in. high. 

AR-20 has a 30 in. roll 195 sq. in. 
ironing surface; roll operates at 2 
speeds—high for large flat pieces, 
low for more complicated work. 

Both models have heavily padded 
roll covered with white muslin; 
chrome-plated shoe; twin thermosta- 
tic controls mounted to distribute 
pressure evenly on revolving rolls; 








automatic controls permit knee or 
hand operation; switch at right con- 
trols current for motor and heating 
element; pilot light indicates current 
on-or-off; both ironers 1575 watts, 
115 volts, a. c.; folding lapboard 
helps prevent damp clothes from 
dropping on floor. 
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AIRGARD Window Ventilator 


Airgard Mfg. Co., 362 W. Erie St., 
Chicago, 10, Ill. 


Device: Model “MD” Airgard win- 


dow ventilator and filter. 


Selling Features: Complete filtered air 


ventilating system adaptable to any 
double-hung or sliding window— 
wood or steel—without altering sash 
or casement; flush mounting; no in- 
side projection to interfere with 
blinds, curtains, or draperies; posi- 
tive control of ventilation; 110-120 
volt 60-cycle single phase a.c. vari- 
able speed motor, consumes 80 watts 
at 1/25 h.p.; high speed auto trans- 
former and 8-position selector switch 
regulating motor speed gives air 
volume control; 44 in. blower type 
fan, double width, double inlet; 
grille with 45 deg. deflection angle 
can be placed in any one of 4 pos 
tions to direct air upward, down- 
ward or to either side; 350 cfm 
capacity on high speed; Airmat 
Drifilter cell-type filter; acoustic 
liners inside cabinet deadens noise; 
20-gauge steel cabinet, baked enamel 
finish in ivory or dark brown. 

Also available with the Airgard is a 


1, £947 




















Teletrol remote controller which 
makes it possible to regulate the 
operation of the Airgard from desk, 
bedside, table or any distant point 
desired—does not prevent operation 
of standard volume control on unit 
itself; plugs into unit without com- 
plicated changes ; equipped with tell- 
tale jewel pilot light indicating when 
motor is shut off or running; also 
available in dark walnut or ivory 
finishes. 
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THERMAIRE Sleeping Pad 


Therm-Aire Equipment Co., 1228 N. 4th 
St., Nashville, 7, Tenn. 


Device: “TherMaire Radiant Repose 


—an electrically heated bed pad to 
provide heat under sleeper. 


Selling Features: Designed to concen- 


trate heat along spine and under legs 
and feet, distributing warmth to 
those parts of body that need it 
most; pad is placed flat on bed, un- 
der sheet, and remains in place 
through night—a single light cover 
is all that is needed to keep sleeper 
warm; available for single, double 
and crib size beds; double size pad 
has an independent heat control for 
each half of the bed with individual 
bedside regulators to enable each 
sleeper to select degree of warmth 
best suited to his needs; “low” con- 

_ centrates heat under feet and along 
spine; “high” distributes heat all 
over bed except head; single and 
crib size uses 60 watts; double size, 
120 watts; control box has 2 toggle 
switches—high and low; quilted 
peach rayon cover; pad of cushion 
construction # in. thick adds com- 
fort to any mattress; crib cover is 
of plastic coated fabric; pad should 
be dry cleaned not laundered. 
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Selling Features: 


KELYINATOR Refrigerator 


Kelvinator Div., Nash-Kelvinator Corp., 


Detroit, 32, Mich. 


Model: New Kelvinator Space-Saver 


6-cu. ft. refrigerator designed for 
apartments and builder projects with 
same floor space as old 4 ft. models. 
Permalux, baked 
enamel exterior acid and grease-re- 
sistant will not crack, chip or 
change color; food compartment in- 























sulated with sealed-in Kelvatex; re- 
cessed base; levelling screws; easy, 
quiet door latch ; 1-piece welded in- 
terior with rounded corners; “full- 
opening” design for ready’ access; 
automatic “polar light” interior 
light; stainless steel, high-speed 
freezer; 2  extra-fast freezing . 
shelves, equipped with 2 stain-re- 
sistant, anodic-finished aluminum 
ice trays; self-closing door of 
molded plastic with rubber bumpers ; 
ample frozen food storage space; 
Polarsphere, sealed mechanisms; 
Freon-12 refrigerant; 6.1 cu: ft. 
capacity, 11.9 sq. ft. shelf area; 32 
cubes ice freezing capacity or 4 Ibs. ; 
overall dimensions—24-1/16 in wide, 
26% in. deep, 55-3/16 in. high. 
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CHROM-EVER Fan 


Wade-Youmans Co. of Ohio for 
Chrom-Ever Div., Asquith Associates,’ 
131 State St., Boston, 9, Mass. 


Device: Chrom-Ever fan. 

Selling Features: All aluminum case 
with 8 in. aluminum blade; 110 volt 
a.c. motor runs at low temperature 
with resulting high efficiency. 

Electrical Merchandising, March 1, 
1947, 
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Postwar radio line gets a rousing welcome! 


Bendix Radio-LIFE combination wins sales and customer acceptance - 
for retailers all over the country 
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1. Last fall, Bendix Radio chose LIFE to spearhead the announcement of 2. Catherine Connor, vice-president and general manager of McCoy’s, 
its 1946-47 radio models. And, to make it easy for the millions of LIFE (standing) and her salespeople first heard about this ADVERTISED IN 









readers to identify the stores where they could buy the exciting new line, LIFE display material from Jud Hall, salesman for D’Elia Electric Co., 
Bendix backed the 2-page, 4-color ad with a carefully timed program of Bridgeport, Connecticut distributors for Bendix Radio. “We jumped at 
ADVERTISED IN LIFE display. McCoy’s, Inc., Waterbury, Conn., was the chance to tie in with this Bendix Radio ad in LIFE,” said Miss 
one of the many stores all over the country to tie in with the Bendix ad Connor. *“We got busy right away. And we didn’t have to wait long to 
in LIFE. And McCoy’s successful use of the promotion is typical. feel the results. 


3. “Our Bendix Radio display was ready the day that 











LIFE with the Bendix ad appeared. Bendix Radio Say 
is a brand-new line here, but the first few days of ove 
the promotion we had 15 or 20 inquiries for Bendix ret 
by name and were all sold out before Christmas. spe 


At the same time, a shipment of less well-known 
radios just didn’t move at all.” 


pli 


4. Gene Oviatt, sales manager of McCoy’s, also built 





an 

a floor display, using the ADVERTISED IN LIFE 
. “ : ° : po 
material. “When the supplier furnishes you with iol 
such interesting material as this,’ Mr. Oviatt says, th 
“it’s easy to rig up a window or floor display. It “ 
certainly helped to let our customers know that ial 
we handle Bendix Radios.” 3 I) 
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5. Leading up to McCoy’s successful Bendix-LIFE tie-in 
was co-operation between Bendix and the local distributor. 
Here Bill Lannon, sales manager for D’Elia Electric Co., 
hears about the LIFE ad from Horace Silliman, New Eng- 
land district manager for Bendix Radio. “Horace told me 
about the LIFE ad and the merchandising kit 4 or 5 weeks 
before the ad appeared,” says Mr. Lannon. “So I had 
plenty of time to get my retailers’ co-operation. 





6. “As soon as the ADVERTISED IN LIFE kits arrived,” 
says Mr. Lannon, “I called a meeting and turned them 
over to my salesmen. Before the ad appeared in LIFE, 104 
retailers had arranged to tie in. It was the best dealer re- 
sponse to a promotion I’ve seen in 22 years in the ap- 
pliance business.” 





7. Earl L. Hadley, abies t manager for Bendix Radio 
and Television (Division of Bendix Aviation Corp.), re- 
ports, “Hundreds of retailers all over the country tied in 
with the Bendix spread in LIFE. We prepared the way for 
the coming new line with advertising in LIFE and other 
magazines during the last months of the war. Then we 
used LIFE to announce the models and ADVERTISED 
IN LIFE displays to secure valuable store identification.” 
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Use this list to put 


LIFE’s local selling power 
fo work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE, during March 


MAJOR APPLIANCES 
Mar.3 Kelvinator Home Freezer—page, c. 
Mar. 10 Hoover Cleaner—page, e. 
*Norge Appliances—page, c. 
Eureka Vacuum Cleaner—¥4 page 
Mar. 24 *Bendix Home Laundry—page, c. 


SMALL APPLIANCES 
AND HOUSEWARES 
G-E Lamps—page 
G-E Heating Pads—l4 page 
Mar. 17 Casco Heating Pads—l4 page 
G-E Space Heaters—4 page 
Mar. 24 G-E Lamps—page, Cc. 
Telechron Telalarm Jr.—page, c. 
*Libbey Glassware—l, page 
New Haven Clocks & Watches—!4 page 
Rex Cutlery—l% page 
Mar. 31 Corning Glassware—page, c. 
Toastmaster Toaster—l4 page 


RADIOS, PHONOGRAPHS 
AND INSTRUMENTS 
Bendix Home Radio—}4 page, c. 
Lester Piano—l,4 page 
Mar. 10 RCA Victor Instruments—page, c. 
Mar. 17 *Capehart-Farnsworth Radio- 
Phonograph—page, c. 
Philco Radio—page 
Mar. 24 RCA Victor Instruments—page, c. 
Sparton Radio-Phonograph—page, c. 
RCA (Institutional)—page 
Mar. 31 Capehart-Farnsworth Radio- 
Phonograph—page, c. 
Stromberg-Carlson Radio—page 


RECORDS 
Mar.3 Decca Records—page, c. 
Victor Records—page 
Mar. 10 Columbia Records—page 
Mar. 17 Decca Records—page, c. 
Columbia Records—page 
Victor Records—page 
Mercury Records—\4 page 
Mar. 31 Columbia Records—page 


HOME FURNISHINGS 
Mar.3 *Samson Card Tables—page, c. 
Universal Electric Blanket—page, c. 


Mar. 3 


Mar. 3 


*Simmons Beautyrest Mattress—page 
*Thayer Baby Furniture—page 
Mar. 10 Pequot Sheets—¥4 page 
Storkline Baby Furniture—Y4 page 
Mar. 17 Cannon Towels 
Mar. 24 G-E Automatic Blanket—page, c 
Lane Cedar Hope Chest—page, c. 
Pepperell Sheets—page, c. 
Mar. 31 Englander Mattress—page, c. 


CAMERA AND OPTICAL GOODS 
Mar.3 Ansco Film & Cameras—page 
Mar. 10 Victor Sound Movie Equipment— 
l4 page 
Mar. 17 De Jur Projector—l4 page 
Mar. 24 Soft-Lite Lenses—!4 page 


JEWELRY AND WATCHES 
Mar. 10 *Kelton Watches—page, c. & 14 page 
Elgin Watches—spread, black & white 
Art-carved Rings by Wood—page 
Mar. 17 Keepsake Diamond Rings—page 
Coro Jewelry—¥4 page 
Tissot Watch—\4 page 
Germanow-Simon Watch Crystals— 
28 lines 
Mar. 24 De Beers Diamonds—page, c. 
Swank Jewelry for Men—¥, page, c 
Girard-Perregaux Watches—¥% page 
Krementz Jewelry—l4 page 
Mar. 31 Jacques Kreisler Watch Bands—page, c. 
Waltham Watches—page, c. 
Croton Watch—page 
Guilford Watch—]4 page 
Rensie Watch—]4 page 


SILVERWARE 
Mar.3 1847 Rogers Bros.—spread, c. 
* *Community Silverplate—page, c. 
Mar. 10 International Sterling—page, c. 
Mar. 24 1847 Rogers Bros.—page, c. 


SPORTING GOODS 
Mar. 10 Rollfast Bicycles—¥4 page 

Indian Motorcycle—28 lines 
Mar. 24 Indian Motorcycle—28 lines 
Mar. 31 Columbia Bicycles—l% page 

Rollfast Bicycles—Y4 page 

Schwinn Bicycles—4 page 

c. indicates color advertisements. 


*Stars indicate that, as we go to press, these LIFE advertisers have ordered from LIFE Mer- 
chandising ADVERTISED IN LIFE sales helps similar-to those that Bendix Radio retailers 
found so effective. Ask your suppliers about ADVERTISED IN LIFE merchandising aids! 


NOTE—Because of last-minute changes some of the ads scheduled for March 17th, 24th, and 
31st may appear in issues different from those listed above. 


ADVERTISED 


ii: 





LIFE, 9 Rockefeller Plaza, N. ¥. C. 20 
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EUREKA Cleaning System 


Eureka Willliams Corp., Eureka Div., 


Detroit, Mich. 


Device: De luxe home cleaning sys- 


tem. 


Selling Features: Consists of lighter- 


in-weight upright vacuum and a 
more compact tank-type unit, a group 
of attachable tools and a power-driv- 
en floor waxer and polisher. A handy 
Caddy-Kit tool kit for carrying 
and storing attachments has been 
added; individual units are color- 
matched in 2-tone desert-sand color ; 
sweeps, waxes floors, dusts, brushes, 
demoths, and will even spray paint; 
design features lowest motor housing 
hood Eureka has ever produced to 
permit cleaner to get under sofas, 
chairs, tables; new-type rubber fan 
belt 3-times longer than used in 
former models gives more wear and 
greater flexibility; 2-speed, insul- 
lated ball-bearing motor provides 
quieter operation with powerful suc- 
tion-action; extra wide searchlight 
beam; vinylite bumper guards to 
protect furniture; easy-hold pistol- 
grip handle; turn-down cord clip. 

Light and compact tank-type 
cleaner, can be stored in less space, 
easy to carry; motor retains maxim- 
um super-suction power; new sand- 
wich-type dust trap gives greater 
filtering efficiency. 

Attachment improvements include 
lighter weight aluminum extension 
wands; flexible hose with positive- 
grip coupling; restyled lighter 
weight floor and wall brush, uphol- 
stery nozzle, crevice tool, dusting 
brush; tool kit of wire frame cov- 
ered with cloth with pockets to hold 
attachments and 2 straps for trans- 
porting or storing tools. 

Electrical Merchandising, March 1, 
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WALKER Heating Pad 
The Walker Co., Inc., Middleboro, Mass. 


Device: Walker heating pad shaped to 
fit curvature of body without discom- 
fort and without wrinkling. 

Selling Features: Fits snugly at de- 
sired spot—shoulder, elbow, ankle, 
knee or hips, or for sinus without 
Straps to hold it in place; can be 
used open or the sides folded into a 
smaller shape; fits into a “snap-on” 
cover for travel; 84x84x2  in.; 
equipped with 8 ft. cord and plug; 
1 side develops “high”, the other 
side “medium” heat; 110-120 volts, 
ac. or d.c.; rubberized pad and 
travel cover, 
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ELECTRO-SHAV Razor 


H. D. Campbell Co., Rochelle, III. 


Device: Electro-Shav wet brush elec- 


tric safety razor. 


Selling Features: Blade moves 120 


straight, shaving motions per sec- 
ond, incorporating into traditional 
safety razor design the cross-cutting 
action of a barber’s straight edge, 
eliminating pulling, scraping or 
burning, gives quick, clean, close 
shave; uses standard safety razor 
blades that can be changed in a few 
seconds without adjustments; uses 
110-120 a.c.; precision built with 
handle of reinforced plastic; herme- 
tically sealed mechanism. 
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UNIVERSAL Ranges 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: RA7809, RA7808, RA7806, 
RA7801, RA 8801 RA6801 Univer- 
sal Speedliner models. 


Selling Features: Model RA7809, il- 


lustrated, has 2 Tru-Bake ovens 
with recessed flood lights—each 
oven equipped with new push but- 
ton positive automatic preheat cut- 
out and temperature control; super- 
heat monotube thrift units; auto- 
matic temperature controlled 
thermo-ched; rotary reversible Mul- 
I-Heat unit control; tel-a-switch 
panel with signalite; select-a-trol; 
automaticook; continuous signal 
minit-minder ; larger utility drawer ; 
platform lights; redi-recipe holder 
with mirror; baking units 2300 
watts; broiling units 2500 watts; 
1-84 in. surface unit, 2100 watts; 
2-64 in. 1250 watts; Thermo-Chef, 
1600 watts. 

RA7808 has the same features as 
RA7809 except only one oven, and 
had the additional feature of a ther- 
mostatically controlled warming 
cabinet. 4-58 

RA7806 has an economy cooker in- 
stead of the temperature controlled 
Thermo-Chef. 
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NEW PRODUCTS 


RA7801, comes without timer and 
lamp, but No. 11-8801-700 timer and 
lamp accessory are available as 
extra equipment. 

RA&88-1 combination electric and 
coal, wood or oil range; extra large 
fire box 153 x 8 x 7 in. 

RA6801 apartment range has 3 sur- 
face burners, all with 5-heats, one 
8% in, 2100 watts, 2-64 in. 1250 
watts ; 3000 watt oven unit; occupies 
21-8x244 in. floor space. 


1947. 





WARM-O-HOT Heating Pads 


Lobl Mfg. Co., Middleboro, Mass. 


Device: ‘“Warm-O-Hot” heating pad 


with different heat on either side. 


Selling Features: Each side of pad 


performs separate function—one side 
“warm”, the other “hot”; on 
“warm” side you get low, medium or 
high heat, with a flannel-like deep 
napped fabric cover; the other side 
has only one heat—“hot”, and is 
covered with a specially prepared 
coated fabric which absorbs heat 
from within and conducts it di- 
rectly to body; other features in- 
clude an illuminated selector switch 
and multiple thermostatic safety 
controls. 
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ELECTROMATIC Garage Door 
Opener 


S &. S. Industrial Products, Inc., Detroit, 

Mich. . Electromatic Serviceman, Inc., 

19720 W. Eight Mile Road, Detroit, Mich. 
Sole Sales Representative. 


Device: Garage door opener. 


Selling Features: Uses new electronic 
energizing unit operated from dash 
panel of auto; short carry of door 
lift assembly, operated by threaded 
screw makes .it possible to install 
complete unit on any type garage 
door in minimum of space, com- 


pletely out of way, fully enclosed 
and safe; electronic operating unit 
in auto (and home where garage is 
detached) transmits a radio fre- 
quency signal to garage which has 
an electronic receiver pre-tuned to 
the frequency of the energizing unit, 
this activates electronic unit in 
garage causing all lights connected 
to circuit to be turned on and door 
to open—same procedure turns out 
light and closes door. 
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UNIVERSAL Washer 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: No. WM2701 Universal 2- 


speed washer. 


Selling Features: Speedselector per- 


mits “controlled-speed washing”— 
low for fine silks, rayons, woolens, 
curtains; and high for heavy pieces 
like sheets, pillow cases, shirts, over- 
alls; 9 Ibs. capacity; 21 gal. to 
waterline; white baked enamel 
wringer with protected feeding zone, 
select-a-matic pressure indicator; 
5-position wringer; wide  stain- 
less steel trim; time-a-matic timer ; 
overload protect-o-switch; wind- 
away cord hooks; bullet type fluted 
tub; white all porcelain tub; pat- 
ented sterilator agitator with long, 
wide, triple vanes; friction ‘drive 
Kwik-pump. Also available without 
pump as No. WM1701. 

Another standard, single speed 
washer, model No. WM2702, with 
9 lbs. capacity, completes line. 
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LENNAN Flashlights 


Lennan Lights, Inc., 231 W. Olive Ave., 


Burbank, Calif. 


Device: Lennan pocket flashlights. 
Selling Features: Operate on different 


principle—light clicks on when bulb 
is pressed and a convenient release- 
ring through which bulb protrudes 
turns light off; positive-acting 
switch is well protected inside flash- 
light to prevent accidental contact 
in pocket; available in 2 sizes: “pen” 
style 2-cell pocket light with strong 
spring clip; and a finger-length, 1- 
cell purse light, suitable for a man’s 
vest pocket or a lady’s handbag; 
purse light available in midnight 
blue, jet black and copper red in 
addition to highly-polished alumi- 
num finish in which the “pen” style 
model is also available. 
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This appliance business is getting 
more competitive day by day and 
the time has come to give more 
thought to those little things 
which make big customer satisfac- 
tion. Among these, don't overlook 
speed—speed in service, speed in 
offering what's new and best, 
speed in getting acquainted with 
the reputation-building values of 
Air Express. 


When something is nescled yesterday” 


Specify Air Gress delivery 


























Here’s the fastest solution to the problem of supplies and 
parts that are “fresh out” — get them by Air Express. This 
super-speedy service places even the most distant supplier 
only hours from your business, 

Speeds up to five miles a minute now make coast-to-coast 
and overseas deliveries a routine affair for Air Express. 
And now it’s a better value than ever before. The cost of 
shipping by speedy Air Express is low. 


Specify Air Express-its Good Business 


Low rates. @ Special pick-up and delivery at no extra cost. 
Direct by air to and from principal U. S. towns and cities. 
\ir-rail between 23,000 off-airline communities. 

Direct air service to and from scores of foreign countries, 

Just phone your local Air Express Division, Railway Express 
Agency, for fast shipping action . . . Write today for Air Express 
Rate Schedules containing helpful shipping aids. Address Air Express, 
230 Park Avenue, New York 17. Or ask for them at any Airline or 
Railway Express Office. Air Express Division, Railway Express 
Agency, representing the Airlines of the United States. 







GETS THERE F1RST——— 


Rates are low 


To Air Express a 10-lb. package 
1549 miles costs only $4.65! 
Heavier weights are similarly 
inexpensive. Investigate! 
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LEONARD Home Freezer 


Leonard Div., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Leonard 6-cu. ft. home 


freezer, No. LF-6. 


Holds more than 
210 Ibs. frozen food; 26 in. high; 
full width lid gives easy accessibility ; 
lift-out racks; interior is divided 
into 2 sections by a removable metal 
grid—bottom surface of smaller sec- 
tion is refrigerated to provide extra- 
fast freezing, remainder of storage 
space in cabinet is maintained at an 
average of zero; 1-piece welded ex- 
terior; Fiberglas insulation sealed- 
in-walls; 4 in, lid 24 in.; powered 
by Leonard Glacier sealed unit. 
Merchandising, March 1, 
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WESTINGHOUSE Cleaners 


Westinghouse Electric Corp., 
Mansfield, Ohio. 


New Westinghouse upright 

and a new tank type cleaner. 

Upright cleaner is 
completely automatic; simplified 
brush adjustment compensates for 
wear and has greater suction for 
more efficient cleaning; automatic 
nozzle adjustment keeps nozzle at 
right height from nap of rug re- 
gardless of thickness; “stepped” 
front wheels provide extra selective 
automatic adjustment; 2-height 
brush roll gives more efficient clean- 
ing—series of short tufts vibrate car- 
pet while long tufts provide sweep- 
ing action; bag tabs protect metal 
clip at top of bag; balanced handle 
does away with mechanical adjust- 
ment of handle position; 9 color 
matched attachment accessories are 
provided. 

Tank type cleaner features the Ad- 
just-O-Matic nozzle with a recessed 
brush connected to 2 metal pads on 
each side; new simple method for 
attaching and detaching hose—snaps 
into place when being connected dis- 
engaged by a small release button. 

—- Merchandising, March 1, 
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‘UNIVERSAL Iron 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal “Lightweight” iron 


No. EQ 1220. 


Selling Features: Equipped with fully 


automatic “Hand-I-Set” fabric dial ; 
designed for faster ironing § with 
perfect anti-fatigue balance; over- 
size cast iron alloy soleplate, stain 
resisting, with chromium surface for 
lifetime smoothness; 1000-watts, 
a.c. only; weighs 4 Ibs. 
Merchandising, March 1, 
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GYRA Hairbrush 


Gyra, Inc. 

15 E. 47th St., N. Y. C. 
Gyra electric hairbrush. 

Principle based on 
gyratory action (not ordinary vibra- 
tion) produces effective massage 
and stimulates circulation of scalp; 
high-speed and rotary action; easy 
to use—plugs into a.c. or d.c. outlet, 
a quick flick of wrist turning brush 
sharply so that bristles point upward 
starts motor — no unnecessary 
switches; Nylon bristle brush easily 
detachable for cleaning. 

Electrical Merchandising, 
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WESTINGHOUSE Water 
Heater 


Westinghouse Electric Corp. 
Mansfield, Ohio 


Device: New 40-gal. table top water 


heater. 

Selling Features: 24 in. wide; can be 
installed in place of a 24 in. base 
cabinet in kitchen; providing user 
with 4 sq. ft. acid resisting, porcelain 
enameled work surface. 

anid Merchandising, March 1}, 
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- OVA ee bad! 


DISPLAY COMPANION ADVERTISED PRODUCTS 
and pickup EXTRA PROFITS | 
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What is the quality of 


your relationship with the 

customer after you sell or 
install a water system? Obviously, the perform- 
ance of that system either stirs him to recommend 
you and to make further purchases . . . or it 
doesn’t. Insure the good will so necessary in a 
business like yours by always selecting Life-Long 
DAYTON Water Systems. 


© THE DAYTON PUMP & MFG. CO. 
Dayton, Ohio 


REMEMBER: 
Good Will is Good Business 
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APPLIANCE 


NEW PRODUCTS 

















LITTLE GIANT Tray Washer 


Little Giant, Inc., 548 Claire St., 
Hayward, Calif. 


Device: Little Giant laundry tray 


washer. 


Selling Features: Fits any laundry 


tray; adjusts to all sizes in house 
apartment or flat, no special wiring 
or other installation required; 
washes 9 lbs. in 20 min.; cannot 
clog; has no water pump; balanced 
rubber-mounted floating motor; 
safety wringer with convenient pres- 
sure selector; floating gyrator; 
quick-acting controls; automatic 
reversing water flume; automatic 
finger tip timing selector; stream- 
lined design; 2-tone finish. 
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DANA Ventilating Fans 








George B. Klee Co., 3501-27 Colerain 


Ave., Cincinnati, 23, O. 


Models: Dana attic, low-cost exhaust 


units; automatic shutters and paint 
spray booth fans. 


Selling Features: Deluxe controlled 


comfort attic fans, 30 to 48 in. in- 
clusive; quiet operating ; extra-large 
blade surface gives great air moving 
capacity; motors cradled in ring of 
live rubber; 1-piece steel square 
frame; “X” type bearing and pro- 
peller support. 

Quiet operating low-cost exhaust 
units, 16 to 30 in.; steel welded 
construction; tubular steel motor 
supports; extra large blade area; 
completely enclosed fan motors. 
Deluxe automatic shutters 16 to 48 
in. inclusive, built to Dana stand- 
ards; frames of steel with welded 
corners; aluminum louvers. 

Paint spray booth fan now in initial 
production and soon ready for na- 
tional market, eliminates hazardous 
fumes and vapors has completely en- 
closed ball bearing housing; non- 
sparking, cast aluminum propellers; 
belt enclosed out of air stream; ad- 
justable motor base outside duct 
area; available in 24 and 30 in. fan 
sizes, 


Electrical Merchandising, March 1, 
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WESTINGHOUSE Fan 


Westinghouse Electric Corp., 
Mansfield, Ohio 

Device: “Lively-Aire” fan. 

Selling I’catures: 10 in. oscillating 
unit; can be mounted on wall or used 
on desk or table; Polo green finish 
Westinghouse induction type motor; 
will be available by early spring. 

Electrical Merchandising, March 1, 
1947 
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TOADROY Floor Polisher 
Toadroy Co., Wellington, Kansas 

Device: Toadroy floor polisher feat- 
turing “Whirling Friction.” 

Selling Features: Weighs 13 Ibs.; 
motor is geared directly to rotary 
brush doing away with all pulleys 
and belts ; 9 in. brush gives wide, 
rotary action works efficiently up to 
baseboards and corners leaving no 
unpolished strips on floors; equippei 
with: red Geon insulated appliance 
cord and a plastic winding knob. 


Electrical Merchandising, March 1, 
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HEDGE-KLIP Hedge Trimmer 


Acematool Co., Inc., 102 W. 101st St., 
New York City 

Device: “Hedge-Klip” portable hedge 
trimmer. 

Selling Features: Steel blades, 144 in. 
cutting length; 2-way cutting blades 
move back and forth in a 1 in. cut- 
ting stroke; larger improved teeth, 
$- in. high, spaced 1 in. apart for 
faster, better cutting operation; 
quieter motor, 110 volts, a.c. or d.c.; 
2 full-grip handles assure perfect bal- 
ance; designed for use on hedges, 
shrubbery or trees. 

Electrical Merchandising, March 1, 
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GROUP 'EM 


FULL PAGES in the Saturday 
Evening Post will feature these 
and other Arvin Products 


all 
through the year, 


@ Here's a money-making idea for you: When you 
get your stock of these Arvin family products from 
your distributor, display ‘em as a group —all together 
—in your window and in your store. Then, many 
customers will take two or more—and you'll make 


more money from multiple sales 


> name on profit-building felgele lta k: from 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


nay | ERE ea 


See 
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markets unlimited 


ELECT APPLIANCE 


Non-Electric Products 


CORD COILER 


Dadson Enterprises, Inc., 420 Madison 
Ave., New York, 17, N. Y. 


Device: Cord Coiler designed to take 
up slack wire between appliances 
and outlet, 

Selling Features: Made of polystyrene 
plastic, small and transparent, it 
eliminates hazards and untidy ap- 
pearance of excess cord lying on 
floor. 

Electrical 


Merchandising, March }, 
1947. 


CENTRAL Hand Truck 


Central Equipment Corp., 
Toledo, 4, Ohio. 

Device: Light-weight hand truck. 

Selling Features: Carries a 500 Ib. 
load; special safety feature — a 
rounded handle; weighs only 19 
lbs.; for farm and warehouse use; 
tubular construction with solid rub- 
ber wheels, arc welded throughout. 

Electrical Merchandising, March 1}, 
1947. 


ONE BASIC UNIT FOR ALL APPLICATIONS 


LOA 


MARCH I, 


IRONEZEY 
Seeboard Corp., 46 Green St., Newark, N. J. 


| Device: Ironezey cord holder. 

Selling Features: Eliminates dragging 
and tangled cord; keeps board clear 
taking cord and iron off working sur- 
face; provides 8 positions for iron 
rest to suit operator’s convenience; 
adjustable with 1-hand. 

Electrical Merchandising, 
1947. 
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ELECT APPLIANCE 


CORY sisin:s 
BUSINESS IN 


New Farm Products 


PREMIER Water Heater 


The National Ideal Co., 914 Summit St., 
Toledo, 4, Ohio 


Device: Premier P-20 portable Im- 
mersion type water heater. 


Selling Features: Immersion - type 
water heater with a Chromalox 1500 
watt element providing water by the 
pail-full; weighs only 6 Ibs.; for 
use in the dairy, barn, milk house, 
poultry house, lake cottage; water 
does not heat until bucket is placéd 
on switch, shuts off automatically 
when bucket is removed, or in case 
of neglect when water has boiled 
off to within a few inches of top of 
heater ; heavy steel body, 54x54x6 in. 

Electrical Merchandising, March 1, 
1947. 


ELECTROMODE Milk House 
Heater 


Electromode Corp., 45 Crouch St., 
Rochester, 3, N. Y. 


Device: Model AN-30 Electromode 
milk house heater built for heavy 
farm duty. 


Selling Features: Designed to safe- 
guard milk in milk house and dairy 
plant to keep surroundings dry and 
free from possible contamination due 
to condensation; thermostatically 
equipped for complete automatic 
control; distributes. safe, fan-circu- 
lated heat free of dust or dirt—no 
fumes, no odors to taint milk; 
equipped with practically indistruc- 
tible element used in heaters on 
U. S. submarines—resistor is en- 
closed within metal tube which is 
embedded inside a finned aluminum 
casting, consequently there are no 
hot wires, glowing resistors and no 
fire hazard; heater is 13 in. high, 
11% in. wide, 11% in. deep, can be 
mounted on wall or ceiling sup- 
ports, and a handle is furnished for 
moving from place to place; 
volts, 3000 watts, has a heating area 


vals ono wars, has a heatg area | Tb CHET TST CTC Oe 


from 40 to 80 degs. 
Electrical Merchandising, March 1, 
1947, 
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Here’s a brand-new on-off 


ratel4 ah Abad Mead ite 


by Telechron 


Tue Telechron C-52 makes timing completely automatic. 
This new electric clock timer by Telechron, the largest 
producer of electric timing mechanisms for over 25 years, 
is as easy to set as an alarm clock . . . switches an appliance 
on at any predetermined time, switches it off at the end of 
the selected period. The easy-to-read clock dial provides 
accurate electric time. 


The C-52 is designed for years of service in many types 
of household appliances. It gives dependable control of 
electric appliance outlets on gas and electric ranges, roast- 
ers, selective range switches, electronic and industrial 
devices . . . any switch-timing operation up to 15 amps, 
115-volt capacity. ' 

Like other electric timers by Telechron, the C-52 will 
give your product the extra sales punch of Telechron 
design and engineering. It never has to be wound—never 
runs down. With precision building and motor lubricated 
by Telechron’s exclusive capillary system, the C-52 insures 
long life and low maintenance cost. Why not plan now to 
build this timer into your 1948 lineP All Telechron motors 
and timers are Underwriters Laboratories approved. For 
details, write or wire Industrial Sales Division, Dept. G, 
Telechron Inc., Ashland, Massachusetts. 





Cfelechion 


eS ot ee te 


THE FIRST AND FAVORITE ELECTRIC CLOCK TIMER 
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New Lighting Products 





MASTERCRAFT Fluorescent 
Bed Lamp 


Mastercraft Electric Co., 181 Bruce St., 
Newark, 3, N. J. 


Device: “Repose” flourescent bed 
lamp. 

Selling Features: Pressed steel; 
flocked finish in aqua, beige, walnut, 
rose, powder blue and _ brown 
crackle; inside reflector surface fin- 
ished with special chip-proof white 
enamel; has new plug-in ballast in- 
cluding handy inside toggle switch ; 
14-watt lamp. 

Electrical ,Merchandising, March 1, 
1947. 





HYGEAIRE Germicidal Unit 


American \Sterilizer Co., Erie, Pa. 


Device: UHygeaire germicidal units 
models HU VM-30 and HUVM-15 
for killing air-borne communica- 
ble disease germs, for use in the 
office, school room, offices, cafe- 
terias,- etc. 

Selling Features: Units may be sur- 
face mounted on wall or flush- 
mounted in wall or suspended from 
ceiling. Model HUVM-30 is equip- 
ped with 36 in. G-E 30-watt germi- 
cidal tube; HUVM-15 is equipped 
with 18 in. 15-watt GE germicidal 
tube; Model 30 has a germicidal 
UV energy output of from 4200 to 
5000 milliwatts and will kill bac- 
teria in 7 to 9 sec.; Model 15 from 
1700 to 2000 milliwatts; and will 
kill bacteria at 1 ft. distance in from 
15 to 18 secs. 

= Merchandising, March 1, 





JACWO Fluorescent Bed 
Lamp 


Jacwo Electric Co., 202-15 Jamaica Ave., 
Hollis, 7, N. Y. 


Device: 6-watt fluorescent bedlamp. 

Selling Features: Gives approximate 
light of a 40-watt incandescent; 
finished in brown and ivory crackle 
finish, also in mahogany; 10 in. 
long, has felt covered brackets to 
protect bed; self-starting switch. 

Electrical Merchandising, March 1, 
1947, 
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MITCHELL Lamp 


Mitchell Mtg. Co. 1550 Dayton St., 
Chicago, Ill 

Device: Mitchell “Heet-Lite” handi- 
lamp No. 1 

Selling Features: All-purpose, por- 
table infra-red heat lamp for 
speedy drying and surface heating; 
can be hung up, held in hand, or 
resting on stand; designed to use 
all R-40 and PAR-38 lamps; gray 
baked enamel finish; push button 
switch on handles; a.c. or d.c. 

Electrical Merchandising, March 1, 
1947. 

















RAY-TAN Sun Lamp 


Lektra Laboratories, Inc., 30 E. 10th St, 
New York, 3, N. Y. 


Device: Portable ultra-violet sunlamp. 

Selling Features: Complete portable 
unit in a case of luggage-tan leather- 
ette; easily replaceable tube. gives 
1000 hours use; 110-115 volts, 50-60 
cycles a.c.; covers entire spectrum; 
built-in automatic timer has 4 min. 
— up to 15 min.; weights 

bs. 

Electrical Merchandising, March 1, 

1947, 


v 
HANOVIA Germicidal Fixtures 


Hanovia Chemical & Mfg. Co., Chestnut 
St. & N. J. R. R. Ave., Newark, 5, N. J. 


Device: _ Hanovia “Safe-T-Aire” 
germicidal fixtures. 


Selling Features: Designed principally 
for use in schools, offices, hospitals, 
and other places where people 
gather; equipped with latest version 
of Hanovia ultra-violet lamp; de- 
stroys air-borne bacteria, reducing 
incidents of colds and other infec- 
tions, also prevents food, drug, and 
beverage contamination in manufac- 
ture or storage—in refrigerators or 
in ordinary room temperatures; il- 
lustrated is ceiling suspension model 
No. 2827 and wall model No. 2828, 
complete with one 30 in. tube; 35.5 
watts,..120 volts, 60 cycles; ac. 
trough dimensions 43 in. long, 12 in. 
wide, 74 in. high. 

aaa Merchandising, March 1, 
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BLECT APPLIANCE 


New Lighting Products 





PERMALITE Switch Light 


Universal Microphone Co., Inglewood, 
Calif. 


Device: Permalite electronic switch 
light. 

Selling Features: Automatically pro- 
vides soft guiding glow when lights 
are “off”; consists of tiny electronic 
bulb built into top of translucent 
plastic wall plate for standard single 
switch outlets; operates on 110 volts, 
a.c. or d.c.; easy to install. 

Electrical Merchandising, March 1, 
1947, 





MITCHELL Lens-Ray 


Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago, Ill. 


Device: Mitchell Lens-Ray “over-the- 
mirror” fixture for shaving and 
make-up. 

Selling Features: 3 in. wide, convex 
clear glass lens set at right angle in 
translucent white shade throws broad 
beam of light on face and gives clear 
image for careful shave and applying 
make-up; 6 in. long, 53 in. deep, ex- 
tends only 8 in. from wall; takes 100- 
watt bulb; a.c. or d.c. 

—" Merchandising, March 1, 
1947, 
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WIREMOLD Fluorescent 
Unit 


The Wiremold Co., Harford, 10, Conn. 


Device: 15-watt fluorescent unit, No. 
21 A. 


Selling Features: Wired and ready to 
install, 21 in. long, 110-125 volts, 60 
cycle; furnished with 6-ft. cord 
and plug for plugging into exist- 
ing outlets; with 6-in. conductor 
leads coming from end; with 
adapter plate and conductor leads 
at back for connecting to outlet 
boxes; with manual starting switch 
or with conventional type FS-2 
Starter switch; or with toggle switch 
on side or snap switch and extra 
receptacle on side; white enantel 
finish, two No. 2103A clips for per- 
manent or portable mounting. (Lamp 
not furnished). 

ete Merchandising, March 1, 
947. 


NOW IS THE TIME 
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TO SELL COOLING BREEZES 
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... for 2 GOOD reasons! 


Despite the icy grip of winter, now IS the time to sell cooling 
summer breezes—made by the BAR-BROOK BREEZEBUILDER 
Attic Fan. These dependable cooling appliances can be a profit- 
able year-round selling item for 2 GOOD reasons: 





Another BAR - BROOK profit- 
maker — the WINDO - WIND 
Window Fan, Completely func- 
tional, attractive, modern. Neatly 
packaged, complete with 12’ cord 
and plug. 


Midwestern Representative: 
Earl Goetze Co, 
Mdse. Mart 
Kansas City, Mo. 
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CUSTOMERS like the econ- 
omy, silence and dependabil- 
1 ,| ity of the BREEZEBUILDER, 
and they'll like the new de- 
ferred payment plans now 
offered. This means they can buy the 
BREEZEBUILDER and have it installed 
now, with easy payments beginning in 
late spring, and as long as 3 years to 
pay. Tell your customers about this 
plan, so they can get ready for hot 
weather with a BREEZEBUILDER. 








DEALERS can eliminate the 
usual seasonal slump by sell- 
? ing BREEZEBUILDERS now 
through these payment plans. 
You'll give better service, too, 
because you can plan installations— 
avoid hot season rush. So if you 
haven't ordered profit-making, fast-sell- 
ing BAR-BROOK Fans, write our near- 
est representative for information about 
financing plans that assure year-round 
BREEZEBUILDER sales. 











BAR-BROOK FANS 


<. th " R. Mf . 
Fulwiler & Gheeen Co. 
702 Whitehall St. 
Atlanta, Ga, 





Southwestern Representative: 
Geo. E. Anderson Co. 
1901 Griffin St. 

Dallas, Texas 





PAGE 185 









The Everbot Roasterette fully meets the need 
want to prepare and serve in the same utensil with good 
taste in table appointments as well as in food flavor. 
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Both dealer and housewife get a larger measure of satisfaction 
from Everhot ROASTER-OVEN. 


@ Cover—Specially designed shape of heavy aluminum alloy 
that will not turn dark. Reflects more heat rays back against 
the food than any other metal in common use. Self-basting. 
@ Cover Lifter—Opens, closes, stops part way or all way, in 
both directions, by finger tip control knob. No reaching over. 
@ Cover Window—Heavy curved glass positioned to provide 
better visibility and avoiding excessive condensation. 

@ Steam Control—Fully self-adjusting air moisture control 
vents, 

® Insulation—Fibreglas Wool. 

@ Compartment design—Exclusive design and shape of cook- 
ing compartment. More compact but of full standard capacity. 
Gives better results. 

@ Finish—True white baked enamel. Inside is acid resisting 
porcelain enamel. 

@ Listed by Underwriters Laboratory, Inc. 


The Everhot ROASTER-OVEN will cook and bake anything that 
can be cooked by an electric kitchen range. Everhot mass pro- 
duction means availability. 


those who 





THE SWARTZBAUGH MANUFACTURING CO. 


Authorized wholesalers in all markets 
TOLEDO 6, OHIO = 


-EVERHOT 
PRODUCTS 


ROASTERS .. HEATERS... APPLIANCES 


ESTABLISHED 1884 
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CROSLEY 


Crosley Div., 


Cincinnati, O. 


Device: Crosley 


models 56TZ and 57TQ. 


Selling Features: 


















APPLIANCE 


NEW RADIO PRODUCTS 


Selling Features: 5 tube a.c.-d.c.; im- 
proved design superhet (gang con- 
denser tuned) built-in loop antenna; 
AVC and electro dynamic speaker; él 
American broadcast band; slide rule 
panel lighted dial scale; walnut 


veneer wood cabinet with inclined Oo 
front panel, bronze metal finish 
grille, Si 


Electrical Merchandising, March |, 
1947. 


Radio-Phonos 
Aviation Corp., 


radio-phono table 


56T Z, floating jewel 





tone system; signal web antenna; 
beam power output tube; permanent 
magnet-type oval speaker; woven 
plastic grill cloth framed with 
Macassar Ebony; 4-tubes, 1 recti- 
fier; walnut cabinet; record player 
plays intermixed 10 and 12 in. rec- 
ords; automatic shut-off after record 
changer has played last record. 

56TQ has same features above ex- 
cept with New Guinea wood on 
grill frame, and Lime walnut cabinet. 





AIR KING Radio-Phono 


Air King Products Co. Inc., 1523 63rd 


St., Brooklyn, N. ¥. 


Device: No. 4704 table radio-phono. 








Electrical Merchandising, March 1, 
947. 





AUDAR 


Audar Inc., Argos, Ind. 


Device: Portable 
Selling Features 


records; equipped with crystal pick- 
up; portable case covered with brown 


leatherette wit 


broadcast band from 550 to 1600 kcs. 
Electrical Merchandising, March 1, 


1947, 





NATIONAL UNION Radio tery 
National Union Radio Corp. of Newark, 


Model: “Companion” model 571 table 


radio. 





MA 


Selling Features: Tubes consist of 
1-12SA7 converter, 1-12SK7 RF 
amplifier, 1-12SQ7 avc; second de- 

v tector, audio amplifier, Alnico #5 
permanent magnet speaker; large 
overall illuminated slide rule dial; 
top mount dial for convenient closed 
lid control; 2-post record changer 
plays 10-12 and 12-10 in.. records; 
handrubbed walnut finish cabinet. 

— Merchandising,‘ March 1, 
1947, 





Radio-Phono 


radio-phono No. PR-6. 
: Plays 10- or 12-in. 


h cream trim; covers 











be TELE-TONE Radio 


Tele-tone Radio Corp., 609 W. 51st St.. 
New York, N. Y. 


Device: Portable radio No. 145. 


Selling Features: 3-way superhet; 
operates on self-contained batteries 
on 110-125 volt a.c. or d.c.; 4 tubes 
—IR5, 1S5, 354, 1U4, plus selenium 
rectifier ; new type selenium rectifier 
filter circuit; weighs 54 Ibs. includ- 
ing batteries; uses 5 flashlight size 
D cells as A supply plus single 
Eveready number 467 674 volt bat- 

or equivalent for B supply; full 

vision slide rule dial; self-contai 
loop antenna; AVC; simulated 

4 leather cabinet with plastic front. 


Electrical Merchandising, March 1, 
1947. 
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ELECTROMATIC Radio 


Electromatic Mfg. Corp., 88 University 
Place, New York, 3, N. Y. 


Device: Rejuven-Air, lightweight, 
portable radio. 

Selling Features: Features a new bat- 
tery rejuvenator, a battery condition 
indicator, and a special dial illumina- 
tion circuit; battery rejuvenator in- 
creases service of batteries several 
times beyond normal expectancy and 
are given a new lease on life by pass- 
ing current through them in the 
reverse direction; condition indica- 
tor blinks when set is operated on 
batteries and shows condition of bat- 
teries; dial indicates by its ili’umina- 
tion when it is operated on a.c. or 
dc. and blink when operated 
on batteries; requires only 4 secs. 
to change batteries; 1-switch is re- 
quired to change from a.c. to d.c.; 
large, wide range PM _ speaker; 
special loop for greater selectivity 
and range; iron core transformer; 
2-color leatherette carrying case. 

Electrical Merchandising, March 1, 
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HOFFMAN Radio-Phono 
Hoffman Radio Corp., Los Angeles, Calif. 


Model: B-400 end-table size set with 
automatic record player. 

Selling Features: . Illuminated slide 
tule dial; built-in loop antenna; 
AVC; a.c.-d.c.; standard broadcast 
bands; operates on 50-60 cycles, 115 
volts; automatic record player plays 
12-10 and 10-12 in. discs; Alnico 
PM dynamic speaker; low pressure 
tone arm ; lightweight, compact; de- 
signed as a “Styled in California” 
Hoffman product; wooden cabinet. 

Peete Merchandising, March 1, 
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ROBOT Time Switch 


Miller-Harris Instrument Co., 1434 W. 
Atkinson Ave., Milwaukee, 6, Wis. 


Device: Robot portable time switch 
- +. not a clock. 


Selling Features: Turns appliances on 
and off at any time desired on a 24- 
hr. schedule—24 hr. dial has 2 
Setting pointers; for use on radio, 
coffee percolator, roaster, refrigera- 
tor defroster; provides burglar pro- 
tection; plastic case 3 in. wide, 5 
in. high. 

a Merchandising, March 1, 
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WHEN YOU MODERNIZE your electrical appliance store, you attract more business . . . 
increase your profits. This appliance store in Indianapolis, Indiana, shows how Pitts- 
burgh Glass and Pittco Store Front Metal can be applied to make your store more 
appealing to customers. 


‘PITTSBURGH’ 


| 

! 

| 
STORE FRONTS Sonam 
AND INTERIORS | 














our electrical appliance store can be a better-paying 

business if you remodel it now—inside and out—with 
Pittsburgh Glass and Pittco Store Front Metal. You'll find 
it will build up store traffic substantially, increase your trad- 
ing area, and boost your profits. Consult your architect for a 
well-planned, economical design. Our staff will gladly co- 
operate with you and with him. And, if you wish them, you 
can make arrangements for convenient terms through the 
Pittsburgh Time Payment Plan. 

Right now, send for your free copy of our booklet which 
gives you actual facts, figures, and ill-strations of many 
“Pittsburgh” modernization jobs. The cou »on below is for your 
convenience in ordering. 






—-—— YF 
Pittsburgh Plate Glass Company 
2094-7 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your 
illustrated brochure, “How Eye-Appeal—Inside and Out—Increases 
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THE IRON THAT HAS wonibr aie? ADVANTAGE! 











In The 
Women's Magazines 


Better Homes & Gardens 


The versatility of the electric mixer 
in preparing various types of food is 
the subject of an article in the Feb- 
ruary issue of Better Homes & Gard- 
ens by Ida Ruth Younkin entitled 
“Electric Mixers. ... More Power to 
You!” 


Ladies Home Journal 


Another remodeling story by Gladys 
Taber is the Journal’s contribution to 
the electrical appliance field for Feb- 
ruary. “Rendezvous With Yesterday” 
tells how an old New England kitchen 
was made modern from a time and 
step saving point of view without los- 
ing the original flavor of the past with 
its beautiful old fireplace kept intact. 


House Beautiful 


Features to look for in buying the 
various types of vacuum cleaners— 
upright, tank and ~ unconventional 
round models is the topic of House 
Beautiful’s February article “How to 
Shop for a New Vacuum Cleaner.” 

In the same issue the second half 
of the Freezing Chart by Donald K. 
Tressler and Lucy Long appears—this 
second chart lists fruits which should 
be planted now for freezing next sum- 
mer, 

And “Where Shall I Put My Laun- 
dry” by Charlotte Eaton Conway is 
another article for appliance minded 
readers, showing a variety of laundry 
planning arrangements which were 
worked out by L. Morgan Yost, con- 
sulting architect to Bendix Home Ap- 
pliances, Inc. 


Good Housekeeping 


How to cut down hours spent at the 
ironing board through the use of an 
electric ironer—flatplate or rotary 
type, is outlined by Helen W. Kendall 
in her article “New Ironers” in Feb- 
ruary Good Housekeeping. 

And Lee Chapman in the same issue 
lists the advantages to be derived from 
using an automatic timer on a wash- 
ing machine. Entitled “Free From 
Laundry”, the article points out how 
a garment carrying a Good House- 
keeping informative tag listing all the 
laundry facts on the washability of the 
fabric used in the garment, can be 
laundered by simply dialing the correct 
washing time for that particular fab- 
ric, 


American Home 


New uses for timers and infra-red 
bulbs are given in the February issue 
of American Home in two articles by 
Edith. Ramsay—“The Time of Your 
Life” and “Infra-Red Bulbs in Your 
Home.” 


Woman's Home Companion 


In “Out of the Navy Into the 
Kitchen”, February Companion, Eliza- 
beth Beveridge tells an interesting 
story of a former Wave's transition 
from Navy to kitchen,.starting from 
scratch in acquainting herself with 
proper kitchen equipment and uten- 
sils. ‘Catch Up With Your. House” 
is another article slanted appliance- 
wise, listing as it does the various uses 
of a vacuum cleaner and its attach- 
ments in keeping the home spotless. 


McCall's 


The refrigerator is the star of Mc- 
Call’s February minute movie, with 
(Continued on page 170) 
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Eureka’s Great New Postwar Product — the 
Completely New Home Cleaning System for 
1947 will have the Biggest ‘‘Coming Out’’ 
Party the Appliance Industry has ever seen! 


Remember what happened when Eureka introduced the 
first Complete Home Cleaning System? 


Who doesn’t! It completely revolutionized industry mer- 
chandising thinking . . . sky-rocketed sales . . . changed 
the whole picture on dealer profits. 


Now Eureka makes history again—with the revolu- 
tionary and completely new “System” for 1947! 


Eureka scientists and research engineers have gone all- 
out to produce the finest Home Cleaning System ever... 
a genuine postwar product in every respect. 


The 1947 System has hundreds of amazing new im- 
provements women have never seen before. Exciting new 
design and beauty. Quieter operation. Even more efficient 
Disturbulator-Action! Perfected Power-Driven Waxer- 
Polisher. Yes—and even the new, low price is news! 
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And what a “Coming Out” party it’s going to have! 

All America will see it! See it in full-color—in big 
double-spreads and full pages. In Collier’s, the Post, 
American Weekly, McCall’s, Sunset and Good House- 
keeping! And Eureka Dealers will feel the force of this 
national advertising... the biggest drive in Eureka history 
... and know that Eureka’s “Tailored Market Coverage 


* Plan” assures them of big profits through volume sales! 


Yes—1947 is destined to set a new 
high in Eureka’s history. A great line of 
products. A. great advertising campaign. 
And greater pfofit opportunities for Eureka 
dealers than ever before! 


Make no mistake! Eureka has done it 
again in 1947! 


EUREKA ProbuctTs 


EUREKA WILLIAMS CORPORATION 
EUREKA DIVISION + DETROIT + MICH. 
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‘Fans used to be a one-season item but 
F today they’re a 365-day-a-year house- 
» hold utility for quick-drying 
clothes and aiding warmth circulation 
throughout the house in spring, fall and 
winter . . . for cooling relief from hot 
weather all summer. And the time to 
sell QUALITY fans is ahead of the 
summer rush . . . now, while customers 
have time to inspect the precision 
workmanship behind the Victron guar- 
antee and dependable operation’. 


“ 


ee Ae 










+ Victron Fans 
These FEATURES sell ‘em sold ne EE TO Fe Ee 
Victron QUALITY keeps 

cai SERIES: beautifully streamlined; 
with Victron motor sie ine-blue bese and blade with 
x Super Pome y balanced fotos 8 Sot ie Retarded cme 
ynamice “y flare” blades switch; 90° oscillating range; table 
and wall mount base and pedestal 














FT SERIES: 
designed for effective 


co oflargeareas, 
built . condemn 


cak-load service; 





















PEDESTAL MODELS 

are adjustable in height from a 
minimum 454” (from floor to center 
of fan) to maximum 62}4”. Sturdily 
a built with wide base, yet easily 
: portable from room to room. 












ELECTRIC 


INCORPORATED 


Cincinnati 9, Ohio 
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Women's Magazines (Cont.) 


the story of a thrifty homemaker, her 
refrigerator, and food for 5 days, 
edited by Elizabeth Sweeney, equip- 
ment editor. 

The electric waffle-baker-sandwich 
grill is also featured in the same issue 
in a story by Elizabeth Goettel, “You 
Can Cook a Meal With a Waffle 
Baker or Sandwich Grill.” 


Farm Journal 


New features and new ideas in 
ranges is discussed by Naomi Shank 
in Farm Journal’s February issue in 
an article entitled “What’s New in 
Ranges”. 


Penetray Drops Heat 
Lamp Prices 60 cents 


The retail price of heat lamps manu- 
factured by the Penetray Corp., 
Toledo, Ohio, has been dropped from 
$3.50 to $2.90 in an effort to con- 
tribute to the fight against inflation, 
M. J. Grosse, company president, an- 
nounced recently. 

According to Mr. Grosse, the price 
reduction was made despite a tre- 
mendous backlog of orders as Penet- 
ray’s contribution toward checking 
the spiral of rising costs and higher 
prices. 


Washer Manufacturer 
Goes into Chair Business 


A thunder shower that sent lawn 
party guests scurrying for shelter led 
to the invention of a new type of lawn 
and porch chair which has been put 
into production by the Automatic 
Washer Co., according to W. Neal 
Gallagher, president and general man- 
ager of the firm. The chair has a one- 
piece seat and back and two large side 
arm-pockets, all made of fabric and 
all instantly detachable by slipping 
them off the enamel-finished steel tub- 
ing frame, without the frame being 
carried to shelter. The weight is about 
15 pounds, the storage space required 
is small, and the price is about $12. 
Mr. Gallagher states that their fabri- 
cation .will not interfere with the com- 
pany’s washer and vacuum cleaner 
production. 





GOOD IN ANY WEATHER: If you will 
look at the chair, you will see that it 
appears to be about as permanent as any 
other chair you might find. But come a 
rain and the one-piece fabric back and 
seat and the two arm side pockets can 
be slipped off in seconds to be kept dry 
indoors. The Automatic Washer Co. of 
Newton, la., makes it. 
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Permanent-Type Filter Cannot Tear ... Protects Fan and Motor! 


Your customers need not fear that foreign objects will damage the 
McAllister Bagless Vacuum Cleaner. Show them how it can safely 
handle destructive litter that would endanger the mechanism of the 
ordinary cleaner. 

Spread an assortment of bobby pins, bits of glass, tacks, broken 
toys or any other household litter on a rug. Include in this mixture j 
a spark plug or similar heavy object. Now, using the end of the / 
wand without nozzle, demonstrate how the powerful suction will / 
sweep up anything that will go through the openings. Let them 
hear it rattle up the wand and “plunk” into the dust pan. Can 
you imagine what it would do to the conventional cleaner! 

Show your customers the stout, durable filter — no dirt, f 
liquids or solid litter gets by — only clean filtered air! j 

This is the cleaner that's designed to meet house- 
hold cleaning needs — the first truly practical 
cleaner — the first truly modern cleaner! 
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“MW ALLISTER. .. the 


only complete 4 in | etiiilieacel 


7 Vacuums more efficiently because dirt is by-passed and peak 
suction retained! 

NO BAG TO EMPTY « NO FILTERS TO REPLACE 2 Actually washes, rinses, dries rugs and other furnishings; 
restores colors! 

3 Aerates bedding, rugs, clothing with clean, fresh filtered 
outside air! 

4 Actually mothproofs clothing, furnishings; sprays, paints, 
waxes floors. 
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McALLISTER-ROSS CORPORATION General Offices: 135 South LaSalle Street, Chicago 3, Illinois Factory: Newton, lowe 
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Walton | 


Appliance | 
Handtrucks | 


GIVE LONG TROUBLE-FREE SERVICE 
CARRY BIG LOAD, EASILY, SMOOTHLY 











ca 





BREAKDOWN: Several sales managers of Apex Electric Manufacturing Co., get 
instruction from A. C. Scott, vice-president in charge of sales, on the break-down 
and reassembling of upright and cylinder type cleaners at a recent conference 


in Cleveland. Left to right: C. W. Rexford, J. C. Thomas, F. S. Ryan, C. E. 





Move heavy appliances quicker, easier, 
with these rugged, quiet, long-life 
Walton Handtrucks. Improved produc- 
tion methods make them sturdy, yet 
light. Massive 10-inch diameter, over- 
size heavy-duty wheels and tires take 
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ONLY 


§ $3995 


| $38.95 
in lots of 3. 
f 


a $37.95 
i in lots of 6. 


 clieesticeeticetieeticlieeliaelien 


Milwaukee 1, Wisconsin 


© Enclosed find [) Check, 


$37.95 in lots of 6.) 
trucks. 
Name of Individual. 


Name of Organization.... 
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WALTON WHEEL COMPANY, Dept. E-347 


|] Money Order, [] Purchase Order for 
Walton Appliance Handtrucks at $39.95 each. 


C) Send me further information on your complete line of post-war hand- 


steps and bumps without disturbing 
the load. Jumbo 234” thick rubber 
tires. Strong adjustable webbing straps 
hold the load securely against soft 3- 
inch scratch-proof felt pads. Walton 
handtrucks move in and out of corners 
easily. 

Replace your obsolete, worn out 
handtrucks. 


Immediate Shipment 
Further information by return mail. 


Your money back, including return 


freight charges, if you are not 100%, 
satisfied. 


Walton 


Wheel Company 
Milwaukee 1, Wis. 





($38.95 in lots of 3, 
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Price, H. D. Koether, A. C. Scott, C. D. Thomas, J. C. Frantz, Victor H. Meyer, and 


Kamel Hassan. 





Soundmirror Presented 
To New York Dealers 


’ With several radio and movie per- 
sonages headed by Mischa Auer and 
Hollis Shaw on hand to make im- 
promptu recordings, the Brush De- 
velopment Co. of Cleveland recently 
presented its paper tape recorder, the 
Soundmirror, to New York dealers 
and the press. 

Almost simultaneously with the 
showings, the $229.50 instrument went 
on sale in New York retail stores. 
Displayed and demonstrated with the 
Soundmirror was the Mail-A-Voice, 
a paper disc recorder for correspond- 
ence. The disc can be folded and 
mailed in an ordinary envelope and 
played back upon the recipieut’s ma- 
chine. Like the Soundmirror, record- 
ings can be erased and the recording 
medium re-used. 


Improvements 


Considerably improved over the 
company’s first post-war Soundmirror, 
which was introduced in New York 
on January 22, 1946 (EM, March 1, 
46, Page 162), the new model was 
described by Dr. S. J. Begun, director 
of research, as having a frequency 
response of 100 cycles per second to 
5.000 cycles per second, a signal to 
noise ratio of at least 40 db, a rewind 
speed of at least 30 to one, and a total 
weight of 40 pounds. Where the 
first Soundmirror produced by the 
company in 1939 would record only 
1.5 minutes, the paper reels on the 
1947 will record for 30 minutes. An 
example of the new machine’s use was 
quoted by speakers at the meeting of 
the recent Democratic and Republican 
national political conventions which 
used up a total of 14 half-hour reels. 

Differences between the 1946 model 
and the latest Soundmirror were im- 
mediately apparent to most observers 
as including more than changes in 
design. Prices, too, had evolved up- 
ward, a result of prolonged material 
shortages and national cost trends. 
Extra reels of tape, for example, 
originally estimated to sell for $1.50, 
were up to $2.50 and the machine it- 
self had risen from an anticipated 


by early 1947, looked forward to grow- 
ing sales and public acceptance. 


Increased Ad Schedule 
Announced by Stromberg 


The 1947 advertising budget of the 
Stromberg-Carlson Co.’s radio, sound 
and telephone divisions has been sub- 
stantially increased over last year’s 
according to Stanley H. Manson, man- 
ager of advertising and public rela- 
tions. 

The radio division schedule will 
more than double 1946 and will include 
insertions in Life, the Saturday Eve- 
ning Post, Collier’s, American Maga- 
sine, National Geographic, Better 
Homes and Gardens, House Beautiful, 
the New Yorker, and newspapers. In 
addition, there will be a cooperative 
advertising plan for dealers. 

Theme of the campaign, says Mr. 
Manson, will be the desirability of hav- 
ing a Stromberg-Carlson in the home 
to entertain teen-agers, a means of 
music appreciation for children, and 
relaxation and pleasure for parents. 

The sound division campaign will 
include advertisements in Business 
Week, educational and trade publica- 
tions, while the telephone division 
will continue its schedule in telephone 
journals, 








LIKENESS: Meeting for. the first time 
at the recent Chicago meeting of the 
National Electrical Retailers Assn., were 


these two twins. On the left is Herb 
Names, retailer from Denver and NERA 


ee SEI ake eS ee REE $150 to $229.50: Despite rising cost regional governor, and on the right is 
scales and production difficulties, the his image, Jack Duff of Savannah. Both 
(ERE CS ROE = ae ST ee company had 50 licensed distributors are five ft., eight and one-half inches 


tall, weigh 174, have brown hair and 
eyes, and a 16 handicap at golf. 
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Cooking Performance 3 | 
: | ROPER’S “THOUSAND DOLLAR BEAUTY” | 

"INSTA-MATIC" CLOCK CONTROL 

EXTRA-CAPACITY "GLO" BROILER 


HANDY SNACK BROILER 
SPECIAL COFFEE BURNER Truly the toast of the industry, the glamorous new extra-capacity, 
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pre-viewed at the A. G. A. convention in Atlantic City 
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TOASTING COMPARTMENT ROPER "Town and Country" now "Automatically Yours" . . . 
NOVEL CRISPING BIN 


ALUMINUM GRIDDLE 


7 >o 
Nis S14, 
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it's in production. Sell it with pride. Order as 47-9310. 


-_ 

> 
~ 

Bee 


a 
a 
AM 















It takes keen perception 





























..-to spot the “most likely to succeed” 


. or to pick the appliance and radio lines that are 
“most likely to sell.” That’s true today especially — when 
there are so many new lines on the market, and when 
the long-established lines have so many new features. 

And that’s one reason why hundreds of dealers are 
glad they’re associated with Graybar. They know that 
Graybar has the judgment and the freedom to select for 
distribution those lines which will net the highest profits 
for its dealers. This judgment has been gained — and 
proved—through many years’ experience in distributing 
all types of electrical appliances and radio for the home. 
And “freedom of selection” is one of the principal in- 






gredients in the Graybar success formula. For Graybar 
— a solidly established, national distributor — has the 
confidence of leading manufacturers, yet has remained 
an independent, self-directing organization . . . one that 
can make unbiased recommendations to its dealers. 

Other advantages Graybar dealers enjoy include the 
convenience of obtaining merchandise from local 
Graybar warehouses, and the profit-building guidance 
of Graybar merchandising men. 

For information about a Graybar dealership, write 
Merchandising Department, Graybar Electric Company, 
Graybar Building, New York 17, N.Y. 4730 


- +--+ an independenr 
distributor with a 
talent for picking 


best-sellers 


MAJOR APPLIANCES - TRAFFIC APPLIANCES - HOME RADIO 
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VALUABLE SHIPMENT: Fred A. Ray 
(left), vice-president and head of the 
radio and appliance departments of 
Lindsay & Morgan, Savannah, gets the 
ney to the padlocked crate in which he 
received the first post-war Musaphonic 
to be produced by General Electric. 
With him are John Klenke (right), G-E 
Atlantic district service representative, 
and Henry Kreutter, service manager of 
Lindsay & Morgan. Mr. Ray, once east- 
ern region manager of G-E's receiver 
division, created the Musaphonic line in 
1940 and later became its sales manager 
—which may explain why he got the first 
one made since the war. 











Fractional Motor Output 
Hits 2,261,741 in November 


Because the fractional horsepower 
motor industry increased its November 
production by 182,000 units to 2,261,- 
741, a new post-war record, over the 
previous month's total, the production 
of household appliances and home heat- 
ing units will also show a sizable in- 
crease, to 1,157,000 units, the CPA 
branch of the Office of Temporary 
Controls declared recently. 

According to the agency, the indus- 
try’s virtually completed reconversion 
to peacetime production contributed to 
the increase. However, it predicted 
that final figures for the month of De- 
cember would show a production de- 
crease because of the shorter work 
month and that January would return 
to the 2,250,000 production level. 

In September there were 1,907,932 
motors shipped; October shipments 
were 2,136,840; and November’s total 
was 2,261,741. As of the end of No- 
vember there were 39,767,381 unfilled 
orders for motors, representing a back- 
log of 17.5 months of production. 


Third Retailers’ Tax 
Guide off the Press 


Aid in the annyal game of income 
tax dodging is contained in the third 
edition of Fairchild’s Income Tax 
Guide for Retailers, revised to con- 
tain the latest opinions on tax saving 
opportunities, and published by the 
Fairchild Publishing Co. According 
to authors Harold Gold and Louis 
Haimoff, the new $2.75 volume con- 
tains two new features, an expanded 
supplement on tax-saving suggestions, 
citing actual examples of tax econ- 
omies, and a tax time-table, which re- 
minds retailers of the dates on which 
reports and payments are due. The 
volume interprets individual, partner- 
ship and corporation taxes specifi- 
cally for the retail merchant. Mail 
orders should be sent to the Fairchild 
Publishing Co., 8 East 13th St., New 
York 3, N. Y. 
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RICAL MERC 


Mighty or midget... 


. . . electric motors on the farm dry hay, 


pump water, grade eggs, lift and lower milk 
cans, saw wood, blow air, cool freezers, 
separate cream, fan poultry, drill metals, 
grind corn . . . do the varied chores such 
as are pictured here . . . all from the pages 


of SuccessFUL FARMING in 1946. 


ay Pronzgr promoter of farm electrification, 
SF consistently shows practi€al applications 
and wide uses of power ... emphasizes the 


efficiency and economy, the work, time 


»g and money savings, the profit and leisure, 


tHe fmprovement in living standards... 


And because SF has the confidence of 


SUCCESSFUL @gp FARMING 


HANDISING—MARCH 1, 1947 


more than 1,100,000 farm families on the 
nation’s best farms, concentrated in-the 13 
Heart States, plus Pennsylvania and New 
York . . . gets avid attention from farmers 
with the largest investments, yields and 
cash incomes, with the best brains and most 
business ability ...,.farmers who have huge 
savings after six prosperous years and a 
huge backlog of new needs and wants. ... 
SF is today a short cut to the bf market 
for power machinery and appliances isthe 
world! Get details from any SF office ! 
. . . SuccessFuL Farminc, Des Moines, 
New York, Chicago, Detroit, Cleveland, 


Atlanta, San Francisco, Los Angeles. 
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IT’S 


4 KAMKAP'S 


— UT 


Operates on A-C or D-C Current 


IT WAXES! 









































IT BUFFS! 


This is the wonder-working machine 
thousands of customers are waiting 
for...and every housewife needs! 
FloorOmatic completely condi- 
tions every floor without any 

effort at all. 


Each machine comes with 
one set of brushes for wax- 
ing, one set for polishing, 
and a set of buffing pads 
to impart the highest pos- 
sible lustre to any type of 
surface —tile, linoleum, as- 
phalt, composition, or wood. 


So easy to handle too, and 
it takes less storage space 
than the average carpet 
sweeper. 








Note: sanding, scraping 
and scrubbing brushes 
available as additional 
equipment. 


SIMPLE INSTRUCTION 
BOOKLET WITH EACH 
“FLOOR-O-MATIC” 


















"APPROVED BY 
UNDERWRITERS 


RAMKEAP, INC. 


200 FIFTH AVENUE, NEW YORK 





wo, WN. Y. 
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Georgia Power Launches Winter 
Ventilating Sales Promotion 


Dealers Will Cooperate 
On State-wide Basis 


A winter ventilating program featur- 
ing “Comfort Cooling by Ventilation” 
has been inaugurated by Georgia 
Power Company to add power load 
during the normal dull period of ap- 
pliance selling. Success since it started 
late last December has been such that 
the company plans to make it an annual 
affair with the prospects that it will re- 
ceive the full cooperation of independ- 
ent appliance dealers and electrical con- 
tractors on a state-wide basis next 
year. 

Howard J. Wilson, assistant mana- 
ger of the merchandising division, who 
originated the idea and who is direct- 
ing the campaign, says that the same 
basic logic which influences the in- 
stallation of a furnace in mid-summer, 
to answer the future heating needs, 
should lead to the installation of attic 
fans in mid-winter in preparation for 
the summer cooling requirements. 


An Opportunity 


This is to be an “all out” merchan- 
dising program with an initial quota 
of 138 attic and 80 commercial ex- 
haust fans. Other types of fans will 
be extra merchandise. One effort of 
the campaign will be to give salesmen 
an opportunity for creative selling and 
to season the force for the “tough” 
sales job ahead, according to W. B. 
Farnsworth, merchandising manager. 

Georgia Power has obtained a stock 
of 207 attic and 170 commercial ex- 
haust fans in addition to a number of 
ceiling and circular fans and can make 
immediate delivery. Regular terms 
will apply to all sales; one-third cash- 
payment and the balance, plus carry- 
ing charges, in monthly payments not 
to exceed twelve months. 


Rings the Bell 


For the most part it will be a door- 
bell-ringing job with home owners en- 
couraged to install attic fans now when 
electrical contractors do not object to 
the torrid summer heat in :the attic. 
Department and other stores will be 
shown the advantages of reversing 


their ceiling fans to give a more even 
temperature by pulling air toward the 
ceiling and forcing warmer air down 
toward the floor level. Customers will 
be encouraged to make use of circular 
fans by pointing them toward the ceil- 
ing, operating a low speed, to blow the 
hot air down to give a constant circu- 
lation and a more even temperature. 
A great deal of sales literature has 
been prepared to spur the sales drive 
which is statewide. In addition the 
company has organized the Pioneer 
Club, to which membership is acquired 
by selling at least one item of ventila- 
tion equipment. ° —DALTON WHITE 


Form Electricraft, New 
Fluorescent Concern 


Electricraft Corp., a recently or- 
ganized company at 42 Clifton St., 
Newark, N. J., has announced that it 
will shortly be in full production on a 
new line of fluorescent lights and fix- 
tures. Head of the firm is Gerald J. 
Henry, formerly president of the 
Wheeler Reflector Co., Boston, Mass. 





GERALD J. HENRY 


Jack A. Lasser, once president of 
Mastercraft Electric, Newark, and 
present head of the Lasser Manufactur- 
ing Co., Miami (EM, Jan. 1, page 
270), is treasurer. Products of the 
company will be manufactured under 
the name Electricraft and will include 
fluorescents for many uses. 








ment, 


JOINT MEETING: The staffs of two corporations, Concord Radio and Electrovoice, 
got together recently in Chicago to discuss microphones and special radio equip- 
Scheduled to last for two hours, the meeting nearly took a whole night. 


Meeting was the first of a series planned by Concord with various manufacturers 


of radio and electronic equipment. 
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Smart plumbing and heat- 













“oe ing dealers are thinking about their sum- 
oe | mer home-cooling products NOW. 
la- " pe They’re getting ready to turn the seasonal 
ITE The time to think abo uf home-heating slump into year ‘round prof- 


its. And now, there are two brand new 


HOME-COOLING Rheem products just built to fit this sum- 
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Whatever your summer climate . .. whatever your sum- 
mer sales problem, one of these easy-to-sell Rheem 
products will turn summertime into profit-time for you. 


Get in touch with your local plumbing and heating . 
jobber right away. He’ll tell you how easy it is to stock 
this great line of Rheem home cooling products. Call 
him... TODAY. And for full information, write 
Rheem, 570 Lexington Avenue, New York 22, N. Y. 
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SPECIFy ; 
ce PROFITNBVE, 


Yes... when you specify Rme desk lamps, ; 
kitchen fixtures and bed-lamps . . . you specify ! 
fast-moving, profit-making merchandise. 
Because Rme fluorescent lighting is designed 
for mass appeal .. . because Rme products 
have gained high consumer acceptance... 
because Rme products are all guaranteed for 
satisfaction. You can’t go wrong with Rme .. . 
the guaranteed, the profitable line of portable 
fluorescent lighting. 

























SPECIFY RMC...2ée PROFITABLE de 




































No. 1315 ee ee 
A medium priced, electro- 
plated desk lamp that's break- 
ing records for sales and 
Ca ae 
and 2 Lamps, 15 W 





AVAILABLE ONLY THRU RECOGNIZED JOBBERS 
SEND FOR DESCRIPTIVE CATALOG SHEETS TODAY! 


AMERICA’S LARGEST MANUFACTURER OF PORTABLE FLUORESCENT} 
LIGHTING . . . PROMOTIONALLY PRICED FOR EVERY PURSES 


RICHTER 


METALCRAFT 
160 £. FIRST STREET - 


CORP. 
MT. VERNON, N.Y 














178 





HOOVER HONORS for long service went to J. T. Warburton, center, who has worked 
for the Hoover Co. for 56 years, and Miss Esta Stoner, 38-year employee, at a recent 
banquet which paid tribute to 327 employees who had served with the company 
from 25 to 55 years. H. W. Hoover, president, left, himself was awarded a pin for 
45 years of service. 








Utility Survey Reveals Appliance 
Sales Potentials, Preferences 


United Illuminating 
Publishes Results 


When the United Illuminating Co. 
of New Haven, Conn., wanted to find 
out the post-war sales expectancy for 
household appliances, it started from 
the beginning. First it determined 
saturation, comparative ages of pres- 
ently owned appliances, brand pref- 
erences, and finally, the demand. 

A questionnaire sent out on bills 
to one-tenth of the utility’s 125,000 
customers between Southport and 
Branford was returned by 4,600 or 36.8 
percent. 

For accuracy’s sake, their owji re- 
frigeration saturation figures “were 
checked against those of ExectricaL 
MERCHANDISING. Their own survey 
reported a 73 percent saturation while 
the magazine -reported 72 percent, a 
difference of only one percent. They 
also discovered that saturation for 
other appliances was as follows: elec- 
tric ranges, ten percent; washers 58 
percent; ironers, six percent; water 
heaters, three percent. All of these 
correlated fairly closely with ELec- 
TRICAL MERCHANDISING figures, the 
largest difference, ironers, being only 
four percent. 


Appliance Ages 


In order to discover how much of 
a replacement market to expect, the 
utility asked respondees to tell the 
ages of their appliances. Results 
showed that 40 percent of the refrigera- 
tors were five years old or less, 43 
percent were six to ten years old, and 
17 percent were over ten years. Forty- 
two percent of the ranges had been 
purchased within five years, 33 per- 
cent between six and ten years, and 
25 percent ten years or over. Thirty- 
one percent of the washers were five 
years old or less, 36 percent were 
between six and ten years old, and 33 
percent were over ten years old. Of 
ironers, 41 percent were five years of 
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age or under, 33 percent were between 
six and ten years, and 26 percent were 
over ten years. Some 43 percent of 
the water heaters were five years old 
or less, 27 percent were between six 
and ten years, and 30 percent were 
over 10 years. 


Performance 


The utility also asked people to state 
the condition of their appliances, by 
checking square marked very good, 
fairly good, or poor. For refrigerators, 
the answers were as follows: very 
good, 79 percent; fairly good, 18 per- 
cent; poor, three percent. These were 
the answers for ranges: very good, 75 
percent; fairly good 19 percent; poor, 
six percent.. And washers: very good, 
60 percent; fairly good, 31 percent; 
poor, nine percent. Ironer condition 
answers were: very good, 76 percent; 
fairly good, 20_percent; poor, four 
percent. Water heater replies were: 
very good 75 percent; fairly good, 21 
percent; poor, four percent. Similar 
questions were” asked about portable 
appliances. 

One of the major questions of the 
survey asked people to state what ap- 
pliances they would buy within two 
years after they became available in 
quantity. This was broken down into 
preference and respondees indicated 
that 95 percent of them intended to 
buy electric refrigerators, 60 percent 
intended to buy electric ranges and 
water heaters as opposed to gas or 
other types of appliances. It was also 
determined that 77 percent of refrig- 
erator owners already own electric 
refrigerators and 95 percent prefer 
electric to other types. While only 
11 percent of the ranges owned are 
electric, 60 percent of the range own- 
ing people expressed a preference for 
electric ranges. Only four percent of 
the water heater owners used elec- 
tricity, but 60 percent said they would 
rather use electricity than other types 
of service. 

The questionnaire revealed that the 
(Continued on page 180) 
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‘UM SURE TICKLED WITH MY 


Y= QUAKER HEATER... 
IT NEVER NEEDS A BIT OF FIXING!” 
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j ee secret é hat amazing, fuel-saving, trouble- 
cen \ r / killing feature .a%. QUAKERTROL ... which makes 
of | QUAKER heatérs an engineering triumph in efficiency! And 
old 7 remembeg/while sales-clinching QUAKERTROL is still held 
wo / up by.pfoduction, it’s your surprise package for tomorrow ... 
your assurance that your store will be “Heating Headquarters” 
et 2 
“a ,’ for your neighborhood when the going gets rough! In the 
ate af meantime, QUAKER “Challengers” are rolling off the pro- 
x Pd duction lines and on their way to you for this year’s business. 
ors, ' 
ery 
er- e 9 © 
er Be ‘Heating Headquarters” with 
Nor, 
od, 
nt; : 
ion 
nt; 
on THE bow OF THE CHIMNEY 
>. 
ilar 
ible Only QUAKERTROL automatically produces and | 
the synchronizes a regulated flow of air with the flow 
ap- of oil at every flame setting. Only QUAKERTROL 
~ automatically provides the right draft for maximum 
ati combustion regardless of chimney condition or 
ted weather. 25% fuel saving over any natural draft 
to The QUAKERTROL Unit. heater guaranteed! 
‘ent i Patented and manufactured 


exclusively by QUAKER. 


QUAKER MANUFACTURING COMPANY 
223 W. Erie Street, Chicago 10, IIlinois 


~ > - 
are Ls : > 
wn- : ; BT ‘ "i 
for af . 
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todeh 2006 “The FIRST name cx otl heaters 
Model 2008 
the THERE'S A QUAKER BURNOIL HEATER  edel 2010 Mode! 2013 The LAST WORD ca eppictency | 


FOR EVERY SIZE SPACE HEATING JOB 
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THE BANQUET MODEL 


The greatest range ever built by 
Electromaster. Packed into this 
model is one quality feature upon 
another to stamp it as the quality 


leader of the industry. 


@ Genuine Porcelain Enamel Finish 


@ Modern Cooking Control Panel 


ee a a a a 


@ Ball Bearing Roller Drawers 


@ Kitchen-Master Oven 








UALITY 
x 


Y.7929 * 


THE ELECTROCHEF 
The thousands still in use are * 


positive proof of the built-in 
quality. Genuine porcelain fin- 
ish, chrome oven liner plus long 
life and economical operation, 


made the Electrochef the dar- 


ling of the thrifty thirties. " 


@ Speed-O-Master Units 


@ Vita Miser Deep Well Cooker 


FOR THE BEST IN COOKING —C /«. (sicily + FOR THE BEST IN ELECTRIC COOKING 
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Opteamaser 


MOUNT CLEMENS, MICHIGAN 


Utility Survey (om) 


sales potential in units per year is 
1,125 water heaters, 7,400 ironers, 
15,200 refrigerators, and 21,500 wash- 
ers. For portable appliances the sales 
potential is as follows: vacuum 
cleaners, 19,700; toasters, 19,100; 
mixers, 18,450; irons, 16,600; coffee 
makers, 8,000. 

When asked about their preferences 
in various types of ironers and washers, 
the customers replied that 25 percent 
of them preferred wringer type wash- 
ers, eight percent spinner type wash- 
ers, and 67 percent automatic washers, 
For ironers, 34 percent preferred flat- 
plates, 48 percent rollers, and 18 per- 
cent portables. 

The questions about brand prefer- 
ence revealed that over half the people 
have no brand preferences, thus leay- 
ing the door wide open for any manu- 
facturer who puts his sales story 
across. The breakdown of people who 
have brand preferences is as follows: 
refrigerators, 46 percent; ranges, 32 
percent; washers 37 percent; ironers, 
19 percent; water heaters, 20 percent. 


Demand for New Items 


In order to discover what people 
thought of certain appliances not 
vigorously promoted before the war, it 
asked how many people were plan- 
ning to buy. The replies showed that 
most people were not interested. For 
example, only four percent said they 
were planning to buy home freezers, 
15 percent were considering buying, 
and 81 percent were not interested. 
Replies were similar for dishwashers, 
disposal units, and electric blankets, 
although predicted actual sales per 
year are as follows: 1,450 garbage dis- 
posers, 1,500 automatic blankets, 1,700 
dishwashers, and 2,000 freezers. 

The results of the survey were pub- 
lished in a booklet form obtainable 
from the merchandise department of 
the United Illuminating Co. 


Viewtone Video Forums 
Continued by Request 


What began as a six-week seminar 
in television installation and service 
instruction for dealers, has proved so 
popular that its sponsor, the View- 
tone Television and Radio Corp., an- 
nounced recently that the sessions had 
been extended beyond the original 
closing date in December. According 
to Irving Kane, Viewtone president, 
the weekly sessions have been attended 
by overflow audiences and dealers 
strongly suggested that the series 
be continued. Albert Nadel, Viewtone 
chief engineer, and his staff taught 
both the basic and advanced facts 
about television. 


White Cross Appoints 
New Advertising Agency 


The National Stamping and Elec- 
tric Works of Chicago, maker of 
White Cross appliances and a Eureka 
Williams subsidiary, has appointed 
Geyer, Newell & Ganger, Inc., to di 
rect its advertising. The company 
is now manufacturing an automatic 
toaster, waffle irons, coffee vacs, 4 
lightweight automatic iron, and table 
electric stoves. Advertising insertions 
will be made in electrical trade papers 
as well as in other trade journals. 
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TIME-subscribers +12-75-R-1377-984, Mr. and Mrs. 
W. J. Navin, own this home at Port Washington, 
New York, featured in an Architectural Forum 
book of outstanding small houses. 

















Architect: Theodore Whitehead Davis Photo: Samuel! H. Gottscho 


THE THINGS YOU MAKE s/oudd be Displayed 
IN THE SHOW-ROOM HOMES of te Nation 


[N homes like this all over the country, the people you . 
want to sell see the products you want to sell. ; 











ew 


REFRIGERATORS or instunce... 


The Tme family pays a higher price for its refrig- 
erator than does the average U. S. urban family: 
$211.19 against $162.95. 


For the Time-subscribing owners of “show-room” homes 
like the Navins’ buy as well as they build: with incomes more 
than double the average U. S. family’s, TIME readers can 
afford to buy high-priced appliances,.buy more than.one 
appliance at a time, replace with new models often: 





; ie } a a A greater percentage of Time-families own refrig- 
And as you might expect, Time families’ business, civic, erators: 92.4% against 67% of all U.S. urban families. 


social leadership in their communities gives weight to their 
word on what to. buy—whether it’s stocks or sunlamps. NOTE: Thnee tye. s0te of facts age tekken Frees p tetently 

completed study showing the ownership of major elec- 
trical appliances (including prices paid and brands bought) 
by all U. S. urban families and by Time-reading families. 
We will be glad to send you a copy. 





So people who read TIME in your territory are first, your | 
best-buying customers—and second, your best wedge for 
widespread sales to others. 





ADVERTISING OFFICES © NEW YORK © CHICAGO *¢ BOSTON 
PHILADELPHIA © CLEVELAND © DETROIT © SF LOUES 


SAN FRANCISCO © TORONTO © MONTREAL 
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Permanently Attached Cord 


Quality Throughout 





Heats Rapidly 































» DOMINION'’S uw 
“LIGHT-O-MATIC” IRON 


Other Dominion Appliances—Toasters, 
Waffle Irons, Sandwich Toasters, Grid- 
A-Bouts, Heaters, Poppers, Table 
Stoves, Curling Irons, Heating Pads, 
Infra-red Lamps, Mixers, Fans and Hair 


Dryers. 











ominion 


TRACE MARK 





rRICAI IN( 


DOMINION ELE‘ 


MEG MANSFIELD, OHIO 




















TYPICAL of the training schools which the F. E. Myers & Bro. Co., Ashland, Ohio, 
is conducting all over the country for dealers and distributors of its water systems 
is this group of interested salesmen. Each of the schools lasts for three days and 
over one-hundred such courses are scheduled for this winter. 
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Been Around | Long ?— Appliance 
Stores Average 12 Year Lives 


Dun & Bradstreet Chart 
Shows Survival Ratios 


Electrical apptiance dealers who are 
looking forward apprehensively to the 
arrival of ‘a buyer’s market and its 
attendant “normalcy,” may find some 
encouragement in a chart on Business 
Longevity in the United States which 
was recently released by Dun & Brad- 
street, Inc. 

The chart, a study of survival rates 
of retail stores, was based on figures 
recently made available by the United 
States Department of Commerce and 
covers the period 1929 to 1939. Dun & 
Bradstreet checked up on the various 
types and number of retail stores op- 
erating in 1929 to see how many were 
still open in 1939. Forty-three different 
types of stores were listed, with the 
household appliance dealer more than 
holding his own—ninth from the top 
with a survival ratio of 56.65. The 
radio and combination store owner, on 
the other hand, did not fare so well. 
Only 22.09 percent of this type of store 
open in 1929 was still in business ten 
years later, placing the group 40th on 
the list. Survival for all types of stores 
was 50.2 percent. 


12 Years to Old Age 


In 1939 there were 11,095 appliance 
dealers in the country who averaged a 
total of 12 years in business. In the 
same year there were 9,818 radio and 
combination stores with an average 
age of nine years. These figures com- 
pare with a national total of 1,770,355 
retail stores of all types, about one- 
half of which had their shingles out 
nine years or more. The average age 
for all types of stores was 12 years. 
Stores classified as furniture and radio 
firms average 13 years of age. 

According to Dun & Bradstreet, the 
geographical location of a retail store 
has a good deal to do with its survival. 
Stores of all types in New England 
average a life span of 13 years, as do 
those in the East North Central area. 
Retail firms in the Pacific and West 
South Central districts can only ex- 
pect to live an average of 10 years, 
while the West North Central region 
has the record for longevity with 14 
years. The Mountain states, East 
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South Central and South Atlantic re- 
gions average 11 years, while the Mid- 
dle Atlantic region is all by itself 
with 12 years. 

In so far as retail profits are con- 
cerned, the appliance dealer and the 
radio dealer are about equal to the 
average in 1939 with a 2.5 and 2.4 
percent -return, respectively. The av- 
erage appliance store owner in 1939 
did a sales volume for the year of $24,- 
400, out of which he took 10.1 percent 
as salary. Adding this to his profit 
gave him a total return of $3,100. The 
radio dealer in that year did $8,600 
worth of selling, out of which he took 
19.8 percent as salary. Added to his 
profit, this gave him a total yearly 
return of $1,900. 

Most lucrative type of operation. 
from the owner’s point of view, was 
the retailing of office equipment and 
supplies with an average return of 
$22,100. The most unremunerative re- 
tail operation in that year was a com- 
bination grocery and filling station. It 
only returned $1,500 to the average 
owner. 


The Older, the Richer 


The longer you’ve been in business, 
the more business you'll do, says Dun 
& Bradstreet. The average appliance 
dealer who had been in business for 
one year, for example, had a sales vol- 
ume in 1939 of $9,000. The radio and 
combination dealer of the same age 
turned over $8,000. In the second year 
of operation, the appliance outlet aver- 
ages $15,000 worth of sales while the 
radio dealer ringsup the cash register 
for $14,000. By the time he had been in 
business between 11 and 20 years, the 
appliance firm does an average annual 
sales volume of $27,000 and the radio 
and combination dealer goes him one 
better with $28,000. By the time they 
reach the ripe old age of 21 to 33 years, 
the appliance dealer does $28,000 worth 
of business and the radio and com- 
bination store dealer leaps ahead to 
$37,000. 

The average annual sales volume 
for all appliance dealers in 1939 was 
$27,000 and for the radio and combi- 
nation dealer was $24,000. Add to 
these figures the percentage rise in 
prices since 1939 and you may get a 
good idea of what the average dealer’s 
sales volume should be in normalcy. 
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... easier... simpler... 


DEPENDABLE TAX Eien 


CONTROL OF 


INFORM 


A. Marginally punched Standard Register forms 
can't slip, 


B. Pin wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 





All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


cumeunes signature, TH E 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 
Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. 
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How to make the records you need 


“ad — 


— Fea 
ION ¢ PROTECTION OF MERCHANLISE * 


faster! = cos) 


=eiED SALES ANALYSIS 


— 


aTE 

NTROL 
eCEIPTS « 
CUSTOMERS 


~USTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 

with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems, You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today... find out how Stand- 
ard Registers help you write more accurate, more useful 
records... easier, simpler, faster. 


























Nate Hast Leaves Lear, 
Will Be Sales Consultant 


Offices in the American Furniture 
Mart, 66 Lake Shore Drive, Chicago, 
have been opened by Nate Hast, for- 
mer merchandise manager of Lear 









NATIONAL ADVERTISING 
tells JUICE KING 





NATE HAST 


Corp’s. home radio division, who will 
operate as a national radio and ap- 
pliance sales and merchandising spe- 
cialist. 

“Much as I wanted to stay with 
Lear and all my associates there,” said 
Mr. Hast, “I felt that this was the 
time to step out and enter the field on 
my own. Building up the Lear na- 
tional sales organization gave me the 
biggest satisfaction of my career and 
I leave that company with the friend- 
liest feeling and good wishes for the 
future.” He will act as a direct fac- 
tory representative consultant to manu- 
facturers, distributors, and national 
sales organizations and will set up 12 
sales offices in strategic locations to 
obtain national coverage. In addition 
to his tenure with Lear, he also 
worked at various times with Emer- 
son, Philco, and other organizations, 


Cory Uses Spreads 
For 1947 Advertising 


Life, the Saturday Evening Post, 
and Colliers magazines were an- 
nounced by the Cory Corp. recently as 
bearers of the major portion of the 
company’s 1947 advertising messages. 
First insertion, in the February 15 is- 
sue of the SEP, consisted like sub- 
sequent ads, of one page black and 
white and a facing page in two colors. 
According to N. H. Schlegel, adver- 
tising director, the advertisements have 
been designed to impress consumers 
with the universality of Cory products, 
to convince retailers that the company 
is determined to keep Cory products 
selling, and to convince jobbers and 
dealers alike that “Cory means busi- 
ness in 1947.” In addition, the spreads 
will be mailed out as broadsides. Cory 
will continue with its present four- 
color, half-page ads in Ladies Home 
Journal, McCalls, and Better Homes 
and Gardens. 


MODEL JK-30 


Traubee Products Buys 
Aluminum Castware Corp. 


Jacques Traubee, president of Trau- 
bee Products Inc., Brooklyn, N. Y., 
manufacturer of the Time-Saver Pres- 
sure cooker, recently announced the 
purchase of all the physical assets of 
the Aluminum Castware Corp., 
West 27 St., New York. 
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" for better home freezing 
po Today Reynolds Eskimo Freeze, the great new all-aluminum 
ly 2s home freezer unit, is rolling off the production line in increas- 
the ing quantities . . . ready to start dollars rolling into your 
ages. pockets from delighted customers. 
rs The inner and outer walls and lid are of Reynolds Lifetime 
pee Aluminum, the metal of outstanding refrigeration advantages. 
lors. Aluminum won't absorb odors . . . is nonstaining . . . nonrusting 
lver- ... easy to clean. Its high heat conductivity permits rapid and COLD FACTS THAT ADD UP TO QUICK SALES 
have effective flow of temperature between refrigerant and freezer @ 6 cu, feet capacity all-aluminum cabinet 
an compartment . . . results in more even freezing and more effi- 0 ey Se ey een 
lucts, x P @ Corrosion-resistant . . . cannot contaminate foods 
pany cient operation. @ Compact, portable ... weighs only 185 pounds 
lucts Reynolds has prepared a long-range program in the refrigera- @ Four-ineh blanket of approved insulating material 
and tion field. Many leading organizations are already distributing ©@ 1/5 hp, hermetically sealed compeveiot for fast freezing 
busi- apy = d d = . @ Trim design... gleaming white baked-enamel finish 
Reynolds Eskimo Freeze. A few territories are still open. Dealer neti 
eads z “ph ay oe @ Warning light on front center 
Cory inquiries are welcome. Write Reynolds Metals Co., Refrigera- @ Outside dimensions: Length 40”; height 37”; width 28” __ 
four- tion Division, 2557 S. 9th St., Louisville 1, Ky. @ Inside dimensions: Length 32”; width 20”; depth 16-9/10” 
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The story of Cadillac efficiency 
is being told to the BUYING- 
est women in America. Every 

month millions of home- 
makers—a vast, selected au- 






























Forth int 


» outstanding features. 


* Powerful, dynamically balanced motor. 


dirt-finding pilot light, etc. 
* Beautiful HAMMERLOID finish. 
CADILLAC GUARANTEE OF QUALITY. 


dience in both urban and rural areas—are 
reading about Cadillac Vacuum Cleaners 
in leading national magazines. Many of 
these prospective customers are in 
YOUR community ... able to pur- 
chase quality vacuum cleaning equip- 







GIBSON DOWN UNDER: Congratulations are handed out in the Standard Tele. 
phones & Cables, Ltd., plant in Sydney, Australia, as a result of the maintenance of 
production schedules of Gibson refrigerators despite difficulties and shortages of 
panel steel. On the right is production manager G. Wells, responsible for the 
achievement, who is accepting the plaudits of managing director D. McVey. The 
company plans erection of a new plant to expand its refrigerator production. 


Australia Eager to Produce 
Own Domestic Refrigerators 


ment right now . .. and ready to buy 
Cadillac when more are available. 


You can sell Cadillac cleaners 
profitably and with confidence. They sell and stay sold. 
The mechanical superiority built into every Cadillac 
machine assures long, trouble-free service and customer 
satisfaction that grows with the years. Made in motor- 
driven brush and cylinder types, Cadillac cleaners are 

today’s biggest value in deep, thorough cleaning. 
Write today for full details about Cadillac's many 


* 2-speed control: high speed for extracting deeply 
embedded dirt, low for daily surface pickup. 


* Advanced features: accurate nap adjustment; 





ae aye 


6666 SOUTH NARRAGANSETT AVENUE 
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CLEMENTS MFG. CO. 


CHICAGO 38, ILLINOIS 








Demand Estimated at 
65,000 Units a Year 


MELBOURNE — (McGraw - Hill 
World News)—Australians have come 
out of the war almost as crazy about 
making household refrigerators as they 
are about making all-Australian motor 
cars, and American electrical concerns 
are helping them to satisfy this craze. 

Against estimated sales of 9,700 units 
in 1936 and 19,200 units in 1939, regu- 
lar postwar demand is estimated at 
anything up to 65,000 units a year, 
not counting the backlog of unsatisfied 
wartime demand for 155.000 units 
which Kelvinator Australia Ltd. thinks 
will not be overtaken until 1950. 

Since its modest commencement in 
1937, Australia’s refrigerator industry 
has witnessed many ups and downs. 
In 1931 at least fourteen firms were 
either manufacturing or contemplating 
manufacture of mechanical refrigera- 
tors, with only ten left in 1936, three 
of which were producing domestic 
cabinets. The same total number was 
recorded in 1938, but six firms were 
turning out domestic appliances. Out 
of estimated sales of 19,200 units, 
13,700 were partly or wholly manu- 
factured in Australia, including’ 6,000 
units of the absorption type and 7,700 
units of the mechanical type. 


War-Time Suspension 


In 1942 the manufacture of refrigera- 
tors was almost wholly suspended but 
was later resumed to supply service 
needs. Manufacturing plants were 
largely diverted to war work, with 
machine tools furnished under loan 
by the government. Some firms availed 
themselves of options to the equipment 
when the war was over and acquired 
it on their own account. Electricity 
Meter Manufacturing Co., one of the 
Westinghouse licensees, bought nearly 
$200,000 worth of machine tools from 
the Commonwealth Disposals Com- 
mission, representing several times this 
amount in factory value. 


Towards the end of the war some 
companies that had manufactured 
mechanical refrigerators before the 
war, mostly of the open type, began 
conversion to sealed types. However, 
it is not probable that manufacture of 
the open type units will be completely 
abandoned. 


_ Interested Firms 


Preparing to manufacture recipro- 
cating sealed units in Australia are 
Electricity Meter Manufacturing Co 
and Westinghouse Rosebery Ltd., both 
in Sydney and both affiliated with 
Westinghouse; Kelvinator Australia 
Ltd., Adelaide; A. G. Healing Ltd. 
Melbourne; Montrose Distributors 
Pty. Ltd. Sydney; Standard Tele- 
phones and Cables Pty. Ltd., Adelaide; 
and General Motors-Holdens, distribu- 
tors of the Frigidaire, Adelaide and 


- Melbourne. 


Montrose, distributors for Crosley 
Cofp., is now joint investor with its 
American principal in J. H. Kirby, 
Camperdown, which is to be the actual 
producer of the Crosley units in Aus- 
tralia. Standard Telephones and 
Cables is also setting up plant in con- 
junction with American principals. 

Industrial and Domestic Equipment 
Co. has tooled up to produce sealed 
unit refrigerators for both household 
and commercial use but is for the time 
being fitting imported American rotary 
compressors. 

General Motors-Holdens considers 
the absorptive capacity of the Aus- 
tralian market too small to warrant 
the expense of tools for production of 
rotary type compressors, but prepa- 
rations are under way for its manufac- 
ture in England. According to GMH, 
economic productive capacity for that 
type of compressor would be 50; 

a year, which would crowd most other 
firms out of business. 

Kelvinator is sitting on the fence, 
awaiting the outcome of tests with 
the parent firm’s new post-war com- 
pressor. Meanwhile, it has dismantled 
part of its facilities for the temporary 
production of open type units. 

(Continued on page 188) 
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MORTON'S SANITAINER MEANS MORE SALES AND PROFIT FOR YOU! 






that so tickle a progressive 


merchandiser’s heart. It was planned, designed and 





engineered for functional beauty . . . and Streamlined Sales Appeal ! ! 





Accomplished in gleaming aluminum. Sanitainer is sturdy .. . 


practically tip-proof EDs. won't rust. Its \g 


aluminum insert pail has a capacity of almost twice as much as the 







ordinary step-on can. A slight pressure raises the odor- 


sedled, rubber-rimmed lid . . . and holds it open until another 


slight pressure allows the cover to close silently. 





Recessed pedal eliminates tripping and snagging of hose. The satin 


SANITAINER .. . 











finish blends well anywhere . . . and there’s no paint to chip. 
THE MODERN, ALL ALUMINUM, 
WRITE TODAY FOR FURTHER INFORMATION STEP-ON DISPOSAL UNIT 
SIZE: 18” high by 1142” x 10/2”. Wt. 51/2 Ibs. 
A NECESSITY FOR KITCHENS ai 
|NURSERIES HOSPITALS 


DOCTORS 









































FOR PROMPT DELIVERY MAIL COUPON TODAY! 








MORTON INDUSTRIES (00000 wrest 1947 
666 LAKE SHORE DRIVE TERMS: 2%—10 doys, net 30 doys 
morton CHICAGO 11, ILLINOIS NOTE: Fair-traded at $7.95 — Minimum order 1 dozen F.O.8B. 
1 to 5 doz. at $58.20 per doz.; 6 doz. or more at $55.20 per doz. 
> vv. 1 [_] | woutp UKE TO HAVE MORE INFORMATION 








INDUSTRI ES ) [_] seno CUA Wie 


SIGNATURE OF PERSON ORDERING CO. NAME... 








ADDRESS 








CITY , STATE... 
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al ELECTRIC let: 


U.S. PAT. OFFICE 


INTERCOMMUNICATION SYSTEMS 


The Market is There=—The Quality of the 


Product is Tops— Your Contacts are What Count 








@ The ideal set-up for selling is provided for “Teletalk” in- 
tercommunication systems. Experience proves that the 
market is great for “intercom” systems. The engineering 
perfection behind “Teletalk” brackets it as a top quality 
product. National Advertising in The Saturday Evening 
Post, Business Week, and in trade journals gives it trade 
acceptance. The only remaining feature is to show and 
talk “Teletalk” to one prospect after the other. This con- 
sistent “pegging away” will up your sales. 


**Teletalk” is available in a wide variety of models to fit the 
requirements of businesses, large or small. The tone is 
natural—free from buzz or hum. Cabinets are walnut that 
harmonize with practically all furnishings. Models are 
also available with hand phones for privacy. 


Today, “Teletalk” is widely used in offices, store rooms, 
factories, grocery stores, drug stores, garages, and in small 
businesses in general. Regardless of whether a business is 
large or small, everyone appreciates an opportunity to 
save steps, avoid delays, and save a costly waste of time. 
Take every opportunity to talk to prospects about this 


widely known time saver. 


Model 105 
(Licensed under U. S. Patents of Western Electric Company, Incorporated and, American Telephone and Telegraph Company) 





RACINE WISCONSIN 
Established’ 1909 


Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address "ARLAB” New York City 


where Quality is a Responsibility and Fair Dealing an Obligation’’ 
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Australia’s 
Refrigerators (com) 


Production programs of all firms are 
being bottlenecked by the shortage of 
steel sheet which has been aggravated 
by demands of the rapidly expanding 
motor body industry. This is a re- 
versal of the situation obtaining 
immediately after the cessation of 
hostilities when makers sought to im- 
port 12,700 compressor systems from 
the United States to equip Australian- 
fabricated cabinets. - Most of the im- 
port licenses, however, were sitbse- 
quently canceled when it became 
apparent that compressor systems 


could be put on the market in Aus-~ 


tralia more quickly than they would 
be available from the U. S. 


Territory Questions 


With absorption type units continu- 
ing to be made by several makers, 
the regular market for mechanical 
types, both sealed and open, will prob- 
ably not exceed 40,000 units a year, 
while present production plans tot- up 
to an aggregate capacity nearer 100,- 
000. Some firms have an eye on the 
potentially large export market to the 
north of Australia but none of the 
American principals is so far known 
to have agreed to tolerate inroads by 
Australian subsidiaries or licensees on 
these valuable tropical sales territories.” 
In the case of British India such ar- 
rangements, if contemplated, would 
run foul of Indian. import reulations. 
which exclude goods manufactured in 
dominions by American subsidiaries. 

Manufacturers will therefore have 
little choice but to spread ‘the cost of 
top-heavy fixed charges, based on ex- 
pensive mass production tool lay-outs, 
over the limited number of units. that 
can be sold in Australia. Refrigerator 
makers do not deny the reasonableness 
of this argument but point out that 
domestically produced units have al- 
ways been relatively cheaper than com- 
parable articles in the United States, 
for instance, automobiles. Over long 
periods five mechanical household re- 
frigerators bought one passenger car 

1 Australia while in the U. S. the 
cost of a refrigerator was approxim- 
ately one-third that of a car. 














FUN FOR FRANCES: The Brush Devel- 
opment Co.'s new Soundmirror, mag- 
netized paper tape recorder, gets a work- 
out from Frances Ramsden, Hollywood 
starlet. She can talk into the $229.50 
machine and immediately play it back 
to see what it sounds like. If she doesn't 
like it she can erase it and try again on 
the same reel. Each roll of paper is 
good for 30 minutes of speech, music, or 
the fight between the neighbors. 
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EASY STEPS TO BIG PROFITS 










I. FREE DEALER DISPLAYS 


Tie-in with the big, national advertising campaign on Gem Dandy Electric 
Churns reaching twenty-eight million farm and rural readers. Put this 
simple, easily arranged display to work for you. Dealers report it trebles 
and quadruples sales of Gem Dandy Electric Churns. Profit per unit is 
big enough to deserve your best display space, and Gem Dandy Electric 
Churns sell on sight. Mail the coupon today for free display material and 
other dealer helps. 









* 


h GEM DAN 
CHURN 
aT. 


f 


Fill the churn 4/5ths full of water and 
turn on the motor to show churning action. 


0 


Just flip a switch—that’s all there is - 
to churning delicious butter with [ 


Gem Dandy Electric Churn. Ends 


drudgery, saves time, pays forit- | 
seaf. Churns in about 15 miau- | 


tes. Produces 15% more butter. 
Fits crock oy 6 gal. or use 
with Gem Dandy Duraglas 


jar. (Sold — 3 gal. 


$0.00. 5 gal. $0.00. 


DELUXE MODEL $00.00 
Standard Model $00.00 


=a ; 
= —_—met 11 2 
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DEALER’S NAME AND ADDRESS 
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BUY GEM DANDY 


WORLD’S LARGEST SELLING ELECTRIC CHURN 
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£4 ££7 RY 4 


CHURN / 


3. DEALER ADS 


Our big, national advertising cam- 
paign has already sold many of your 
customers. It’s up to you to let them 
know where to buy Gem Dandy Elec- 
tric Churns. Use these small one and 
two-column advertisements in your 
local newspaper. We will furnish 
newspaper mats to Gem Dandy Deal- 
ers free. Mail the coupon today. 


PRICES 


Deluxe Model Retail Price $19.95 
Recommended Dealer’s Cost $12.49 


Standard Model Retail Price $16.95 
Recommended Dealer’s Cost $11.02 


Gem Dandy Electric Churns are ad- 
justable to fit crock or jar up to 6 
gals. Gem Dandy Duraglas jars, made 
especially for use with Gem Dandy 
Electric Churns, are sold separately. 
3-gal. list $1.95. 5-gal. list $2.45. 


Order Gem Dandy Electric Churns and 
Gem Dandy Duraglas Jars from your 
distributor today. 


1947 


2. CONSUMER 
FOLDERS 


Mail one of these consumer folders to ev- 
ery farm and rural home in your territory. 
Enclose them with your monthly statement—and 
watch your sales and profits pick up. Put them 
out on the counter where your customers can see 
them. We will ship 200 Gem Dandy Consumer 
folders free (small charge for additional quanti- 
ties). Mail the coupon today. 


MAIL COUPON TODAY 


ALABAMA MANUFACTURING CO. 
1801 First Avenue, North, 
Birmingham 3, Alabama. 
Please ship today your free package of Gem Dandy 


display material, 200 consumer folders and. newspaper 
mats. We will use this material. 


Name 
Address 


My distributor is: 
Name 
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LYRIC: SA-14 
The Sentinel miniature self-starting Electric 
Alarm Clock with the 1-2-3 alarm. Silver plated 
metal case, easily read numerals. Only 44" high. 





Fe 






MURAL: SK-135 
The Sentinel modern design electric self-starting 
Kitchen Clock. Easy to see, easy to keep clean; 5 

white dial, convex glass, convenient bottom set. 


ARLINGTON: SD-146 
The new Sentinel wood-case electric self-starting 
Desk or Table Clock, Beautifully grained walnut 
case, 6” high. Motor completely sealed in oil. 





(Full Pages in Life and 
Saturday Evening Post) 








ELECTRIC 
CLOCKS 


Here’s the news you’ve been waiting for—the 
national advertising beginning this month’ of 
the new Sentinel line of spring wound and 
electric clocks, wrist and pocket watches. The 
three items shown in self-starting electric 
clocks are just the start of a line that will be 
complete and priced for the mass market. 
Because present demand exceeds production, 
current sales are on allotment basis. Liberal 
mark-up and assured demand. Merchandise 
that stays sold and builds your electric clock 
business on a solid foundation. Sold under 
Fair Trade Agreements. See your distributor. 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut Established 1831 







SENTINEL 


( Reg. U. S. Pat. Off ) 


CLOCKS AND WATCHES 
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LUCKY NUMBER: Gordon Shannon 
(left), assistant factory manager of the 
Emerson Radio and Phonograph Corp. 
presents a plaque to president Ben 
Abrams in celebration of the 7-millionth 
set to be produced by the company. 
Earlier in 1946, Mr. Abrams was pre. 
sented with the 6-millionth set to roll of 
the firm's assembly lines. 











Chattanooga Schedules 
March Electrical Week 


The city of Chattanooga, Tenn. 
only recently in the public eye with 
its test installations of heat pump 
home heating (EM Feb. 1, ’46, Heat 
from Mother Earth) and the estab- 
lishment of a large refrigeration com- 
pressor plant by the Norge division 
of Borg-Warner Corp. (EM, page 7, 
Nov. 15, ’45), last month announced 
plans to establish itself permanently 
as “The Electrical Center of the 
South.” 

Hinging the promotion around an 
Electrical Week from March 10 to 
15 inclusive, the city’s Electric Power 
Beard and Electric League have 
joined forces to present: (1) an elec- 
trical appliance show open to manu- 
facturers, distributors and dealers in 
the Power Building; (2) a special 
electrical feature section in the two 
local newspapers, Chattanooga Times 
and the Chattanooga News-Free Press 
total circulation 114,000; and (3) a 
first meeting of the newly formed 
Tennessee Valley Public Power Assn. 
which will bring approximately 500 
utility men to the city. 

Says Power Board advance pub- 
licity, “The Electric League and the 
Power Board of Chattanooga timed 
the appliance show and the newspaper 
feature section to tie in with the 
TVPPA meeting. Many important 
men of the electrical industry will be 
in Chattanooga for the meeting and 
it is felt that a maximum of public 
attention will be drawn to the elec 
trical appliance business and electricity 
at this time . . . We believe Chatta- 
nooga truly represents the “Electrical 
Center of the South” and here is the 
opportunity to fire a telling volley 
the finest electrical appliance market 
in the country.” 


Silex Appoints 
McCann-Erickson 


The Silex Co., Hartford, Conn., re- 
cently announced through president 
Frank E. Wolcott, that it had ap 
pointed McCann-Erickson, Inc., as i 
advertising agency. - The agency will 
direct the Silex campaign in womens 
magazines, general weekly publica 
tions and trade publications. 
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ON THE DEALER! 


Your product may be the best in the world. . . it may 
have exceptional features and beautiful lines. . . it 
may be fully functional . . . contain the most durable 
materials, the finest workmanship. 


Yes, and you may have created substantial consumer 
interest, too . .. enough so that you’re almost certain 
the consumer will at least have your product in mind 
when he enters the store. . . 


Bul: =—— there’s still a selling job to be 


done... and it’s up to the dealer! 


These days there’s always more than one product 
from which to choose, plenty of keen competition for 
those consumer dollars. The shape of your sales curve, 
the extent to which your expensive consumer “pre-sell- 
ing” pays off will depend to a large extent. on how 
effectively the dealer sells your product. 


The dealer is.your representative at the point of sale. 
Make sure he’s always up to date and fully informed 
on your best selling points and product features. Give 
him the ammunition he needs to close sales for you 
in Electrical Merchandising . . . 


THE DEALERS’ CHOICE YEAR AFTER YEAR 


Key Dealore Fully Tejformed, 


ABOUT IMPORTANT PRODUCT FEATURES 


ELECTRICAL 


" « MERCHANDISING ~ 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd ST., NEW YORK 18, N. Y. 
PAGE 
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Get ready for record sales 
with RCA long-life Batteries 
You're set to gain three ways by stocking RCA Preferred 
Type Radio Batteries for what looks like the biggest 
“portable” business in years. 
1. Overwhelming Acceptance—Customers prefer RCA 
types because they know RCA Batteries are designed 
and sold by radio specialists. 
2. Extra Listening Hours—RCA Batteries have longer 
life than prewar types—and they’re engineered for radio. 
3. Less Competition—RCA Preferred Type Batteries 
are sold primarily in the radio retail field. This means a 
more extensive and profitable battery business for you. 
RCA Batteries are smartly packaged and competitively 
priced. You can get your stock conveniently and 
quickly from the same RCA Distributor who supplies d 
you with RCA tubes, parts, and test equipment. ~ 
ant 
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Flashlight Portable A’s Portable B's Portable AB's Farm A's Farm B’s Farm AB's Industrial Me 
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TUBE DEPARTMENT - 
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RADIO CORPORATION of AMERICA 
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Graybar Electric Co. 


A winner of the James H. McGraw 
Wholesalers Medal, Herbert Metz, 
has been named eastern district man- 
ager for the Graybar Electric Co., ac- 
cording to a recent announcement by 
A. H. Nicoll, president. Mr. Metz 
succeeds W. J. Drury, vice-president 
and eastern district manager, who is 
retiring after 42 years with the com- 





HERBERT METZ 


pany. Mr. Metz was also appointed a 
member of the executive committee of 
the company. He joined the Western 
Electric Co. in 1914, moved to the 
advertising department in New York 
in 1915, was transferred to the sales 
office in Denver in 1917. In 1920 he 
was made power and light sales man- 
ager and in 1923 when Western be- 
came separate from Graybar he was 
made advertising manager and, later, 
promotion manager. He was appointed 
general lamp and lighting sales man- 
ager in 1939. In 1940 he was elected a 
director of Graybar Electric. 








NEW POSITIONS 





Hamilton Manufacturing Co. 


Two new sales representatives for 
the Hamilton automatic clothes dryer 
have been appointed by the Hamilton 
Manufacturing Co., Two Rivers, Wis., 
according to an announcement by W. 
A. Friedrich, director of sales. Ralph 





R. L. FERGUSON 


L. Ferguson has been assigned the 
midwest region and Morgan J. Busch 
will work in the Middle Atlantic and 
New England territories. 

Mr. Ferguson was purchasing agent 
and director of priorities for the Deep- 
freeze Division of Motor Products 
Corp. from 1942 to 1945. Previously 
he had been in the service department 


Fedders-Quigan Corp. 


New appointments and additions to 
the executive sales staff in line with 
divisional expansions of the Fedders- 
Quigan Corp. have been announced by 
Edmund R. Walker, vice-president. 

E. A. Bonneville, formerly employed 





E. A. BONNEVILLE 


by the Crosley Corp., has been named 
head of the refrigeration and unit air 
conditioner divisions. 

The condenser division has been set 
up as a separate unit with A. J. 
DeFino as sales manager. The divi- 
sion will handle contract sales to large 
household and commercial refrigerator 
manufacturers. Mr. DeFino, former 


McGraw Electric Co. 


Lee G. Johns, a veteran of over 16 


years of experience in the utility mer- 


chandising field, has been named dis- 
trict sales manager for the western 
states for the Clark Water Heater 
Division of the McGraw Electric Co., 
according to a statement by Allan C. 
Davey, sales manager. ~ 

W. E. O’Brien, general sales mana- 





LEE G. JOHNS 


ger for the Toastmaster Products Divi- 
sion of the company, has announced 
the appointment of Edson Berry 
Thompson as domestic representative 
in the Cleveland-Pittsburgh territory 
and William S. MacLear as represen- 
tative in the Kansas and Twin Cities 
territory. Prior to service as a Navy 
pilot, Mr. Thompson was employed by 
the Cleveland branch of Graybar Elec- 
tric Co. Mr. MacLear, who served with 
the Coast Guard during the war, has 
been contacting Toastmaster accounts 
in the Chicago area during the past 
year. 





ARTHUR FAUL 


Mr. Nicoll also announced the ap- 
pointment of Arthur G. Faul as At- 
lantic district credit manager, a shift 
from his former position as Ohio Val- 
ley district credit manager where he 
will be succeeded by M. H. Anderson. 
Mr, Faul began his career with the 
company as an office boy in 1918 and 
Was appointed a district credit man- 
ager in 1941. In his new position at 
Philadelphia he replaces E. W. Wolf- 
Styn, retiring after 36 years of service. 


Telex, Inc. 


Harry De Simone has been named 
by Telex, Inc., hearing aid manufac- 
turer, as division manager of the 
metropolitan New York and New 
England territory, according to Wil- 
liam J. Heacock, sales manager of 
the hearing aid division. 


MORGAN BUSCH 


of Borg & Beck, automatic clutch 
manufacturers, and office manager and 
general coordinator for Low Tem- 
perature Refrigeration Laboratory. 
Mr. Busch joined Hamilton in 1939, 
working in the cost department until 
the outbreak of the war. Returning 
to the company from the Navy in 
1946, he devoted his full time to 
acquiring training in the dryer. 


Easy Washing 
Machine Corp. 


The district sales manager staff of 
the Easy Washing Machine Corp. was 
recently augmented by the addition of 
Paul E. Johnson, who will serve in 
Lake County, Ind., and in several Illi- 
nois counties. He was previously with 
Commonwealth Edison for 11 years 
and with Firestone Tire and Rubber 
for three years. 
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A. J. DE FINO 


Army major, was in the company’s 
refrigeration division prior to the seg- 
regation of the condenser division. 


Young Radiator Co. 


Three additions to the staff of the 
Young Radiator Co., Racine, Wis., 
have recently been announced. 

John P, Wahlen and P. J. Menden 
have been assigned to positions in the 
heating. cooling and air conditioning 
division where the former will act as 
a sales engineer and the latter will aid 
in development and improvement engi- 
neering. Ralph Rayner, formerly a 
design engineer with a truck manu- 
facturer and ex-Naval officer, has been 
assigned a post as a mechanical engi- 
neer in the research department and 
will assist in the various research 
problems of the heat transfer prod- 
ucts manufacturer. 


MILTON ELY 


New York and northern Pennsyl- 
vania will be covered for the Toast- 
master Products Division of the Mc- 
Graw Electric Co. Elgin, Ill, by 
recently-appointed Milton J. Ely. He 
was previously associated with the 
Leonard Wholesale Transit Co., ap- 
pliance distributors. He will make 
his headquarters in Buffalo. 


Mastercraft Electric Co. 


Mastercraft Electric Co., Newark, 
N.--J., manufacturer of fluorescent 
lights and fixtures, has announced the 
election of Irving Skolnick, former 
vice-president in charge of sales and 
advertising, to the post of president 
and general manager and of Sidney 
Blackman, former production and pur- 
chasing head, to vice-president in 
charge of sales, research and produc- 
tion. 


PAGE 193 










































RE I 


Mes ben 





a a 


so" SEE Ar? 


ye ene rs 


eres 


sree wound 








RIGHT NOW, when Spring brings 
widely fluctuating outdoor tem- 
peratures, is the time to tell your 
heater customers about the fuel 
saving convenience and comfort 
of A-P Thermostatic Tempera- 
ture Control. You can install an 
A-P Heat Regulator Set on most 
oil heaters — new ones as well 
as those you sold as far back as 
1939 — for most of them use 
A-P Model 240-DR, UR, or YR 
Manual Controls. You can talk 
about 10% to 25% fuel savings — avoiding danger and 
discomfort of overheating — the luxury of healthful home 
temperatures by the mere setting of a thermostatic dial. 





THE COMPLETE “Sales Package” is inexpensive, easy to install 
either permanently, or movable in case of rented homes. The 
Set includes an Electric Conversion Top for mounting on 
present manual control, an accurate Wall Thermostat, a 
Transformer, and all accessories and necessary instructions. 


Add some extra Spring sales and profits NOW! 
Write for prices, samples and selling material. 









BE SURE YOUR 
NEW HEATER 
LINES USE... 


A-P DEPENDABLE 
OlL CONTROLS — for faster sales, 
greater customer satisfaction. 





HUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 0.2 Controls 


DESIGNED TO ELIMINATE SERVICING 
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NEW POSITIONS 





New Telechron Appointments 





DAVID BLAIR 


Telechron, Inc. 


I. W. Kokins, president of Tele- 
chron, Inc., Ashland, Mass., has an- 
nounced the appointment of David 
Blair, Jr., as general sales manager 
in charge of all sales and advertising 
activities. Mr. Blair was previously 
associated-with the company in vari- 
ous executive positions. 

Russell T. Woodward has been ap- 
pointed manager of standard clock 
sales. He was formerly district man- 
ager in charge of the central district. 

Mr. Blair announced that Mr. 
Woodward would be succeeded in the 
central district by Harold D. Stan- 
ton, former district manager in the 
Middle West. John F. Tigue has 
been named to succeed Mr. Stanton 
and Richard D. Tyler, former sales- 
man, has been appointed district man- 
ager of the recently created district 
consisting of western New York, 
western Pennsylvania, West Virginia, 
and Kentucky. 


Crosley Division, 
Aviation Corp. 


The appointment of Philip W. Pugh 
as manager of range sales for the 
Crosley division of the Aviation Corp. 
was recently announced by S. D. 
Mahan, general sales manager. Mr. 
Pugh has been promotional manager 
of the central region since 1945. For 
14 years prior to the war he was with 
the Westinghouse Supply Co. and 
various independent distributors. 


R. T. WOODWARD 





H. D. STANTON 


New southwest regional manager 
for the Crosley Division of the Avia- 
tion Corp. is Victor R. Lindemann, 
according to an announcement by E. 
C. Brode, manager of distribution. 
Prior to joining Crosley in 1939, Mr. 
Lindemann was sales manager of the 
Lonergan Manufacturing Co., Albion, 
Mich., for three years. He served as 
district sales manager of Crosley from 
1939 until late 1941 when he entered 
the Air Corps, putting his previous ex- 
perience as head of a flying school to 
good use as director of training at 
Love Field, Dallas, Texas. 

Clarence G. Felix’ appointment as 
works manager of the Cincinnati plants 
of the Crosley Division, Aviation 
Corp., was recently announced by R. C. 
Cosgrove, general manager. Mr. Felix, 
previously serving as manager of radio 
sales, has been associated with the 
company since 1927.- From 1930 to 
1933 he was an engineer in the house- 
hold and automobile radio development 
department and was appointed chief 
engineer in charge of automobile radio 
development in 1933. 


Majestic Radio & Television Corp. 


The appointment of Shelby York as 
record sales manager for Majestic 
Records, Inc., was recently announced 
by Parker H. Erickson, vice-president. 
Previously, Mr. York was sales man- 
ager for another record firm. In his 
new capacity he will report to A. J. 
Lindholm, general sales manager. 











Promoted by Crosley 


PHILIP PUGH 
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TRIED BY ... and found best in all 


respects. That’s the verdict on Com- 
mercial Credit 5 STAR FINANCING 
PLANS, rendered by a jury of experts. 


BUYERS like the low cost .. . the 


protective insurance features . . . the 
simplicity of the payment system... 
the courteous, understanding methods 
of handling past-due payments. 


SALESMEN like the ready buyer- 


acceptance of rates and terms... the 
simple, easy-to-fill-out sales forms. 
Commercial Credit plans make their 
work more effective and profitable. 


DEALERS like the wide range and 


completeness of the plans offered them 

. . the “merchandising attitude” of 
Commercial Credit representatives . . . 
the co-operation in conducting sales 


meetings, training personnel and sim- 
plifying instalment sales procedures. 


DISTRIBUTORS like the financial 


stability Commercial Credit financing 
affords their dealers . . . both wholesale 
and retail-wise . .. the close co-opera- 
tion in developing new accounts... the 
executive contact with manufacturers 
which so greatly helps smooth the 
distributors’ problems. 


MANUFACTURERS tie the sound 


background and keen administrative 
judgment of Commercial Credit... the 
liberal treatment of distributor and 
dealer accounts. . . the full coverage 
of service from coast to coast. 
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On the evidence, why don’t you 
investigate the 5-STAR PLANS? 
There’s one that will meet every 
need of your business. 
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MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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t 
ENTER OF TH 
“yesTeRN MARKETS 


* One of a series of advertisements 
based on industrial opportunities 
in the states served by the Union 
Pacific Railroad. 


Herbert B. Maw, Governor of Utah, tells his state’s story. 


“Nature was kind to Utah. Deposited within her borders are rich and varied sources of coal 
and iron, lead and zinc, copper, silver and gold. These and many other industrial attributes 
are part and parcel of the undeveloped sections of this state. 


“A gigantic steel industry which can serve the west signals our industrial ambition. It will 
form the nucleus of a network of associated industries. 


“Our need now is people and leadership to share in the prosperity of a western empire. Our 
natural resources are practically untouched. They assure a long life to an industrial future 
which is just now beginning. Utah invites new and expanding industry to investigate oppor- 
tunities here before deciding upon new locations.” 


* * * 


For industrial opportunities, look to Utah. For unexcelled rail transportation .. ; 
be Specific - 
bad 2 efe “ 
say Union Pacific 


% Address Industrial Department, Union Pacific 
Railroad, Omaha 2, Nebraska, for information 
regarding industrial sites. 





UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 
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Carrier Corp. 


Alfred E. Stacey, Jr., until recently 
on active duty as a captain in the 
Navy, returned to the Carrier Corp. 
in December as process consultant to 
the sales division, devoting major at- 





A. E. STACEY, JR. 


tention to the application of tempera- 
ture and humidity control to industry, 
When the Carrier Air Conditioning 
Co. of America was organized in 1908 
he became chief engineer. In 1915 he 
was one of the seven founders of Car- 
rier Engineering Corp. After five 
years as western manager he became 
chief research engineer, which posi- 
tion he occupied from 1919 to 1930. 
When Carrier Corp. was formed in 
1930 he became vice-president of air 
conditioning and refrigeration. In 1935 
he left to organize Buensod-Stacey, 
Inc., air conditioning engineers in New 
York. 


District Managers Named 


John A. Gazelle, manager of dis- 
tributor-dealer sales, recently an- 
nounced the appointments of several 
district and zone managers. George 
T. Long has been made Chicago dis- 
trict manager; G. E. Robertson, 
Atlanta district manager and W. F. 
Peine, Dallas district manager. John 
E. Field was assigned as eastern 
zone manager for refrigeration, John 
Manion as western zone manager for 
refrigeration, and Frank E. Purcell 
as western zone manager for mer- 
chandising equipment. 

The appointment of three new dis- 
trict managers in the direct sales divi- 
sion of the Carrier Corp. was recently 
announced by O. W. Bynum, manager 
of direct sales. W. S. Bodinus has 
been made Chicago district manager; 
J. H. Bailey has taken over in Cleve- 
land; and W. H. Steitler is the new 
manager in Dallas. 


Philco Corp. 


Four appointments in the purchas- 
ing department of the Philco Corp. 
were recently announced by William 
MacMurtrie, general purchasing 
agent. : 

New purchasing agent for the radio 
division is Wilson Ocelkers and his 
assistant will be Louis H. Niemann. 
Mr. Oelkers joined Philco in 1934, 
Mr. Niemann in 1935. : 

Purchasing for the refrigerator di- 
vision will be accomplished under the 
direction of William Chaffee. George 
Hulse was named assistant to the 
general purchasing agent. 


1947—ELECTRICAL MERCHANDISING 








ELE 





“104g ah 


PRESENTS ONE OF AMERICA’S FINEST ELECTRIC RANGES 





























we BEAUTY...NEW DESIGN... NEW FEATURES... 
te A NEW POSTWAR ACHIEVEMENT py FLORENCE 
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NEW “JEWEL CASE” STYLING ... COMPLETELY AUTOMATIC, WITH COMBINATION ELECTRIC CLOCK AND 
OVEN TIME CONTROL ...EYE LEVEL SWITCHES EASILY SEEN AND REACHED ...5 SEPARATE HEATING 
“= STAGES ... FAMOUS FLORENCE OVER-SIZE OVEN ... SMOKELESS, WAIST-HIGH BROILER WITH LOW AND 
cently HIGH BROIL CONTROLS...EXTRA-LARGE WARMING SPACE...2 LARGE STORAGE DRAWERS... 
yo APPROVED BY UNDERWRITERS’ LABORATORIES AS COMPLETELY FLUSH-TO-WALL RANGE (FORM “O” TEST) 
nager ; ° 

Cleve- 


wh: With this announcement Florence fulfills another part of its prom- 


ise to dealers: A broad line of ranges for all types of fuel and 
all classifications of markets. 


The new Florence Electric Range is everything you expect when 
irchas- one of America’s oldest specialists in range making applies its 
Corp. longer experience and greater skill to using still another type of 





Hoe fuel. Feature by feature, this new electric range is engineered to ELECTRIC RANGES 
” give your customers the utmost satisfaction in clean, fast, eco- 
e radio nomical cooking, with traditional Florence dependability. Ce Gas Ranges © Oil Heaters 
nd his In its exquisite styling and quality materials, it expresses se , 2 
rl Florence fine craftsmanship at a level where superiority, not 
price, is the main consideration. ipuatl-tve, 
: . ; Oy N VE COMPANY... General Sales Offi 
itor di- We are glad that this new electric range is now taking its EN My yesh bh a he. aa 
der the = . . Te : ; Mass. Western Offices and Plant: Kankakee, Ill. Southern Plant: Lewisburg, 
roe place in the Florence line, with all that it will mean to you in still Tenn. Other Soles Offices: One Park Avenue, N. Y.; 1459 Merchandise 
o te greater opportunities for expanded business. Mart, Chicago; 53 Alabama St., S$. W., Atlanta; 301 No. Market St., Dallas. 
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ME a 


“EVER-COOL” HANDLE 
luggage type cobinet 
never gets hot! 





CLEAN STEAM HEAT 
circulated evenly, gently 
throughout room! 


DRAWS COLD AIR 
off floor by means of fan! 


NO EXPOSED COILS 
heating plont unit safe 
beyond reachl 


eee The Portable “Heating Plant” 
wanted for hard-to-heat rooms 


No wonder people want new Wittie Portable Electric Steam 
Circulating Heater! It really heats! Fast, sure . . . with outstand- 
ing features of safety, economy and good looks. Weighs just 
32 Ibs., 115 volts AC only. Wittie Heater is pre-sold through a 
continuing program of national advertising. For 
details on how you can start selling this new- AND LOOK! 

real selling 


type, individual-room heating plant write . .. ‘ 
elps. 


WITTIE MFG. & SALES CO., 
1414S.Wabash Ave., Dept. 28, Chicago 5, Ill. 


WITTIE 


PORTABLE 


Electric Steam 


CIRCULATING HEATER 
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NEW POSITIONS 








Hallicrafters Co. 


R. J. Sherwood, sales manager of 
the Hallicrafters Co., Chicago, re- 
cently announced the appointment of 
Jack F. McKinney of Dallas, Texas, 
as southwestern regional representa- 
tive for the company, an addition of 
duties to his former position as rep- 
resentative of the Ecophone division. 
He began his business career in 1934 
with an appliance wholesaler, becom- 
ing district manager of the appliance 
division. Later he organized his own 





J. F. McKINNEY 


wholesale concern. Immediately prior 
to the war he was associated with the 
Dearborn Stove Co. as southwestern 
sales manager. During the war he 
was connected with the Smaller War 
Plants Corp. 


General Electric Co. 


Arthur W. Farmer, former office 
manager of the General Electric Co.’s 
traffic division, has been named general 
trafic manager in an announcement 
by H. E. Erlicher, vice-president in 
charge of purchasing and traffic. He 
replaces Charles E. Mochrie, retired 
after 35 years of service. 

In Minneapolis, J. T. Davis has 
been appointed local manager of ap- 
pliance sales, according to C. R. 
Pritchard, general sales manager. Mr. 
Davis joined G-E in 1926 and worked 
with several affiliated companies be- 
fore being transferred to the Appli- 
ance & Merchandise Department in 
1932 as district representative in Min- 
neapolis, 

New manager of the appliance serv- 
ice center in Cleveland has been an- 
nounced by T. J. Killeen, manager of 
warehousing and distribution, as L. C. 
Welsh, formerly supervisor of the re- 
turned materials section in Bridgeport. 
He joined the firm in 1930. 

A central district refrigerator repre- 
sentative in Kansas City, Mo., has 
been named in Franklin B. Mayer, ac- 
cording to H. A. Warren, district 
manager of appliance sales. Mr. Mayer 
joined G-E in 1945 following his re- 
lease from the Marine Corps. 

G-E automatic blankets will be sold 
in the Alantic district by Wendell J. 
Barry, former production supervisor 
in the pioneer products division and 
purchasing supervisor of the auto- 
matic blanket and sunlamp division, 
according to H. T. Hulett, district ap- 
pliance manager. 
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In the Southwestern district, David 
F. Booth will be representative for 
radio receivers as announced by A. A. 
Brandt, general sales manager for the 
Electronics Department. Mr. Booth 
joined G-E in 1940. 

William H. Dennler, assistant to 
the general sales manager of G-E’s 
Appliance and Merchandise Depart- 
ment, has been appointed assistant 
Pacific district manager of appliance 
sales and is succeeded in his old posi- 
tion by Harold H. Mount. Mr. Denn- 
ler joined the company in 1933. In 





W. E. DAVIDSON 


1942 he was named supervisor of 


personnel placement and two years 
later became assistant to the general 
sales manager. 

M. L. Sloan, G-E vice-president and 
general manager of the lamp depart- 
ment, recently announced the estab- 
lishment of the Ohio Valley sales 
district with headquarters in Cincin- 
nati. Appointed to the post of man- 
ager of the district was W. E. David- 
son, who joined the company in 1936 
and worked in lamp sales from 1937 
until recently, last serving as sales 
representative in the Buckeye district. 

The appointment of W. C. Needham 
as manager of the methods division of 
G-E’s Appliance and Merchandise De- 
partment has been announced by H. L. 
Andrews, vice-president. Mr. Needham 
suceeds H. C. VanZandt, methods 
manager since 1945, who has gone to 
the management research section of the 
company’s executive department. 


International Harvester Co. 


The development of a special re- 
frigeration sales and service organiza- 
tion for International Harvester Co. 
was recently announced by A. J. Peter- 
son, manager of the general line sales 
department. 

H. N. Ross, product specialist and 
supervisor of refrigeration sales activi- 
ties, who is assisted by E. B. Derr, 
announced the following district mat- 
agers for refrigerators: N. M. Calla- 
ham, East; Ross W. Romine, Central; 
W. O. Bolitho, West; N. L. Holman, 
Southwest; H. F. Thornburg, South; 
and H. L. Sawvell, Northwest. _ 

T. P. Hyde heads the refrigeration 
service section, assisted by A. 
Christensen. Refrigeration service rep- 
resentatives appointed are . 
Seacord, East and South; and H. B 
Chilson, Central and Northwest. 
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ORFGINATOR OF THE PIN-IT-UP LAMP* 





Up to 72% More Useable Light 
With the No-Glare Light-Saver 





r of e grr : NEWPORT; Satin- finish brass 
years “sg with shade in black, maroon, or 
neral dark green, gold-foil trimmed. 
t and 
spart- 
estab- 
sales 
incin- 
man- 
Javid- 
| 1936 
| 1937 
sales 
strict. 
cham ee 
he of As creators of the original Pin-It-Up Lamp*, Railley made 
e De- 


: ae : a significant contribution to the lighting industry by provid- 
ke Now Pin-It-Up Lamps may be mounted 8 & g ry by p 


’ ’ , ing a convenient, low-cost source of home illumination. 
ethods .. at their most efficient height. The : 
me ‘white enamelled shield now prevents Today, thanks to unparalleled research, design and manu- 
+8) 


harsh upward glare. facturing facilities, Railley continues to lead... with such 
new improvements as the ivory Plastisocket, plastic Glo- 
1. Lamps can be mounted at 55” from ‘ . : : . 
; 0 ae Switch which can be seen in the dark, and the ingenious 
floor, instead of the former 64” height. 3 ‘ 
new No-Glare Light-Saver described at the left. Here are 
nai 2. At old height, lamp with reflector exclusive, new, better-light features that your customers 
ool bowl and 100 watt bulb gives 29 


will appreciate...and buy. Write for complete catalog. 
er Co. “ “footcandles. PP y) P og: 
Peter- 


e sales ¥ 3. With No-Glare Light-Saver at 55", 


ot onl same lamp gives 50 footcandles. 
activi- 
_ Derr, 
t man- 


Railley Lamps give more light 


Calla- for the money 

‘entral ; : 

{olman, 

South; CORPORATION - CLEVELAND, OHIO 
A 


reration * Reg. U. S. Pat. Off. 
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__PIN-IT-Up LAMP 


MARK pe 


y SING ELECTRICAL MERCHANDISING—MARCH 1, 1947 199 














Join the Profit Parade! === 


Deepfreeze Division, 
Motor Products Corp. 


FO 


F. F. Duggan, Deepfreeze general 


“ sales manager for Motor Products 
L Ve 7, Nj t/ [f] i, MM G 57D ye. Ur, (3 Corp., has announced the appointment 
FANS “Were, Ft aie ale 





Cc. J. ANDERSON 


of Carl J. Anderson as district sales 
manager for the Seattle district. Mr. 
Anderson was formerly a factory rep- 
resentative for another home appli- 
ance manufacturer for 17 years and 
also successfully operated his own 
business in the Seattle area. 





‘ 
A comfort-conscious public bought twice as many 
ventilating fans in ’46 as in ’45.... will buy far 


more in ’47 as building and remodeling swings 


2 


Silent Breeze is built by a 
k : J nationally-known manufac- 
into high gear. For dealers who can offer Silent ewer in © complete vanes 
Breeze Ventilating Fans, this means greatly in- of dase fer heme; eotener 
cial and industrial applica- 
tions. Ruggedly constructed 


for completely automatic, 


creased appliance profits because Silent Breeze 





meets every need of home, business and industry citepeeeiieh, techtintiis 


and economical operation. Proved in thousands of 
successful installations. 


. assures cool sleeping on the hottest summer 


GERALDINE CORMAN 


nights . . . comfortable working conditions . . . 





Mr. Duggan also revealed that Miss 
Geraldine Corman has been named 
director of the disvision’s home econ- 
omics department. She was for- 
merly a director of the home economics 
department for one of the larger range 
manufacturers and takes over at Deep- 
freeze in a remodeled and expanded 
department. 


healthful, invigorating ventilation at home or at 


A GREAT PROGRAM! 


Your Silent Breeze selling is made easier and more profit- 
able by a comprehensive, hard-hitting and year-around 
sales and advertising program featuring an attractive 
deferred payment plan, regular 


rich market by selling a proved product that has 
the backing of national advertising and a proved 


selling program. Write today for full details on advertising in leading national 


P magazines, special dealer news- 
Silent Breeze. paper campaigns, direct mail 
and point-of-sale displays. Also 
a fact-filled, 48-page “Selec- 


tion and Installation Manual” for 





Northern Electric Co. 


The Northern Electric Co., Mont- 
real, Canada, has announced the ap- 
pointment of Arthur L. Brown, former 
assistant general sales manager, to the 
position of sales manager. Mr. Brown 
joined the company in 1919. 


SILENT BREEZE draws in fresh, 
cool air . . . exhausts hot, stale 
gir through the attic . . . pro- 
vides a complete change of air 
throughout the house in a mere 
matter of minutes. 


every dealer. 
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work the year-around. So prepare now to tap this 
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New Jersey Power & Light Co. 


New Jersey Power & Light Co. 
recently announced the appointment of 
Joseph A. Sherry as director of ad- 
vertising and publicity. For ten years, 
Mr. Sherry was advertising manager 
G of the Washington Star and later 
"ENTILg TION PLUS © editor and publisher of the Hacketts- 
oe town Courier-Post. More recently he 
was employed in the public relations 
department at Picatinny Arsenal. He 
succeeds C. Fred Westin, resigned. 





HOLCOMB & HOKE MFG. COMPANY, INC., 1549 Van Buren Street, Indianapolis 7, Indiana 
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THE NEW 
PHILCO 
NEEDLE 


PHILCO PRESENTS MERCHANDISER 


...@ complete needle 


a new way to sell ascipas weer 
your counter. 
Phonograph Needles 


YES! A way to sell more De Luxe jewel and precious metal needles—at greater Every Sale a Sell-Up 


rofit per sale! For now Philco not only brings you the first complete sell-up line +++ because customers always “buy 
p f P y B° y f P P something better” when full price-range 
of needles ever offered . . . not only prices these needles in easy steps from 75c to is shown. Eye-stopper counter case ups 


, ' ; traffic, and sales. Factory-sealed, 
$3.50... but actually merchandises them side by side—so customers compare sidiiaiacielielk te thieails tmaanes Yeasiaibe 
each price-class against the others. Result? Folks who come in for a 75c needle of getting genuine Philco De Luxe 


Needles never played before! 


PHILCO 


Pees for Graity the foi Geer 


go out with one for $1.50—or higher! And you pocket extra money! Ask yout 


Philco distributor how you can put this merchandiser to work for you FREE. 
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Selling Jiffy Set-Up Frostofold 
is nice work, and you can do it! 
It makes you a home freezing 
expert—and your store, home 
freezing headquarters. Frosto- 
fold single use, sanitary con- 
tainers are widely recom- 


Frostofold Makes You a 
HOME FREEZING EXPERT 





NO SPECIAL 
EQUIPMENT 





mended by food experts everywhere. Furthermore, Frostofold con- 
tainers and complete Food Packaging Kits are first choice as 
original equipment by many leading home freezer makers. 

So speed freezer sales and get full (and repeat) profits by selling 
Frostofold Kits and Containers. Frostofold’s patented built-in liner 
locks air out and keeps moisture in. It’s the quick, easy way to 
scientifically protect all kinds of frozen vegetables, fruit, meat and 
poultry — also pre-cooked foods of every type. 

Nationally advertised Frostofolds are available through leading 
distributors of home freezers and electric refrigerators. 










FROSTOFOLD 
Food Packaging Kit 


Complete packaging 
kit contains 25 each, 
pint and quart size, 
Frostofold Contain- 
ers, plus cellophane, 
stockinette, and all 
materials for pack- 
aging every type and 
shape of food for 
freezing. Retail $4.95. 





FROSTOFOLD “'50’s” 


Attractive display package contains 50 in- 
C dividual Frostofold containers, either quart 
- or pint size — also specially designed funnel 
and illustrated instructions for home pack- 
aging of frozen foods. Retail $2.25 for 50 
quart package. $1.75 for 50 pint package. 


~@ soveansan Vita 


7 Pm a eT 
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SAMPSON TAKES TO AERO: When the Sampson Co. was recently appointed 
Chicago area distributor for Aero Needle Co., it lined up its record division per- 


sonnel for a conference with the manufacturer. Front row, left to right: Harvey John- 
son, Edmond Levy, Gene Janklow, Jack Strong, Robert Sampson, Lester Smith, Lou 
Goldman, and Ralph T. Brengle. Second row: E. Ralph Hines, Aero sales manager; 
R. O. Lund, Austin Luckey, Vernon Bain, Orv Clegg, Harold Teeters, and Hugh Tulans. 








DISTRIBUTOR NEWS 











ARKANSAS 


A new wholesale radio supply outlet 
in Texarkana is the Lavender Radio 
Supply Co., Inc., with total authorized 
capital of 500 shares of common stock 
at $100 par value with paid-in capital 
of $50,000. Incorporators are Joseph 
M. Lavender, Jr., Josephine Lee Lav- 
ender and Bert B. Larey. 


CALIFORNIA 


Selling geared to the buyers’ mar- 
ket was the keynote of a two-day 
sales meeting held in Hollywood by 
the Bandoli-McIntyre Co. of Los 
Angeles, southern California distribu- 
tors. As presiding officer, V. J. Mc- 
Intyre introduced as speakers M. S. 
Bandoli, C. H. Wilson of. the Inter- 
coastal Co., and Joe Shull and A. A. 
Zoll of the D. E. Sanford Co. The 
organization got a look at several 
new lines which the firm has taken on. 

Two new appointments have been 
announced by H. D. Scibird, manager 
of the San Francisco division of the 
J. N. Ceazan Co. Carl Brizzi is the 





CARL BRIZZI 


new service manager, with super- 
vision of both the tire and radio and 
appliance service departments; and 
Ray Broughton is district manager, 
with headquarters at Fresno. The 


MARCH 1, 





central office of the radio and ap- 
pliance wholesaling firm is in Los 





RAY BROUGHTON 


Angeles—to be more specific, on S. 
Figueroa St. 

Four expansion moves in the last 
twelve months—this is the boast of 
the busy Schuyler-Wilson Co., which 
recently moved its northern California 
warehouse and shipping department 
into new quarters at 324 Fifth St. 
San Francisco. The firm’s headquar- 
ters remain at 1355 Market St. in the 
same city. Federal radios and Knapp- 
Monarch products are among the lines 
handled. 


GEORGIA 


The Westinghouse Electric Supply 
Co. has lost a southeastern district 
sales manager in Carl J. Harshbarger, 
who has resigned to become general 
sales manager for the Born Refrigera- 
tion Co. in Atlanta.. He will be in 
charge of the company’s sales through- 
out Georgia. 


ILLINOIS 


Frank Hogan, formerly a district 
manager with Philco and with Crosley, 
is the new sales manager of Appliance 
Distributors, Inc., 444 Lake Shore 
Drive, Chicago, says Clarence Tay. 
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** WILL LAST A LIFETIME” 
This is it—the first and original Stainless Steel vacuum type coffee maker that 
is being hailed as one of the hottest items to hit the appliance market in years! 
One of the country’s leading department stores—(name on request) — quickly 
sold out its first order of 1000—placed substantial re-orders and reports con- 
— tinued fast sales. Hundreds of electrical appliance and hardware stores report 
unusual consumer interest and rapid turnover. The non-breakable lifetime 
appeal plus the gleaming high-polish finish and exquisite design — plus the 
“Flavor Insurance” Lifetime Filter—make this an irresistible buy for all vaguym 
coffee lovers. And when they taste the clearer, delicious coffee the NICRO 
: = AVAILABLE NOW! Complete promotion makes—they’re sold for life! Eight cup capacity. Fair traded at $9.95. 
last 7 7 e 
of including displays and newspaper mats ; 
sich SSR ; With Exclusive “FLAVOR INSURANCE” 
rnia Attractive counter and window displays featuring the 
nent new “will last a lifetime” Stainless Steel Coffee Maker 
= are ready to help you get your share of this new market. L I F E T I M E F l L T E R 
| the Tested newspaper mats that bring in store traffic and jpyore is a really efficient type of filter (Pat. Pending). 
ms create sales also ready. Dealers find that the NICRO pro- 4 Vo abie exclusiv. ely through NICRO. Tests prove 
ines : : : i 
motion puts new life into the coffee maker sales. that it makes clearer coffee! Locks firmly in place— 
DISTRIBUTORS’ NOTE! will not fall out. Cleans easily. Fits any standard 
pply Our complete output of NICRO Stainless Steel Coffee V#°¥0™ coffee maker. Will last a lifetime. Sells sep- 
ries Makers is entirely taken up by our present distributors. arately for 75c. Furnished with attractive display 
rger, However, greatly expanded production will soon enable unit with 6 filters—and reserve stock of 18. Order 
wo us to add a limited number of distributors. Write for direct and send us name and address of your 
e in full information. appliance distributor. 
ugh- 
0 PRODUCTS, INC 
- NICR STEEL NC. 
nal 3534 NORTH SPAULDING AVENUE, CHICAGO 18, AMINOIS oT Gee 
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Traffic-Stopping,. Eye-Catehing R | 7? E N H O U S E 


CHIME DISPLAY BOARDS 


Tempt Prospects te Practically Sell Themselves 





DISTRIBUTOR MEWS | 





manager. Mr. Tay adds that Mr. 
Hogan will be in charge of the firm’s 










FRANK HOGAN 
















RITTENHOUSE entire distributing line, including Ad- 
Standard Display Board astral products, 
Form No. RD6-86 INDIANA 


Completely wired and 


» S 
equigned with: diimes, Since the death of I. G. Kahn, who 


organized the Tom Kon Co., depart- 


push buttons and wane ment store distributors at 207 W. 
former, ready to plug in. Washington St., Indianapolis, the firm 
Chimes displayed are has come under the direction of R. 
models #312, $314, $316, W. Frost, president of the Wilfro 
#410 and #520—to be Distributing Corp., and the two firms 
billed as usual. have consolidated their offices at the 


above address. 


Width: 48” The Leisure Electric Home, which 


Height: “ the Indiana Service Corp., Fort 
? Depth: 6 Wayne, discontinued during the war, 
Long tubes extend 16” be- reopened recently in the basement of 


the company’s office at 122 E. Wayne 
St. The Home Planning Center, with 
Ruth Meiners, home economist, in 
charge, is due for a revival too. Sta- 
o tion WOWO’s Modern Home Forum 
programs emanate from the Leisure 
Electric Home. 


low board. Shipping weight 
approximately 73 Ibs. 





ENHOUSE 


MISSOURI 


A new entry in both the wholesale 
and retail appliance field is the A-B-C 
Distributing Co., Inc., 3619 Troost 
Ave., Kansas City, which has been in- 
corporated with $15,000 authorized 
capital stock by C. R. Bradshaw and 
Thomas F. Conway. 


To jump Chime sales to new highs, keep one of these new 
Rittenhouse Display Boards where your store traffic is heavi- 


est so your prospects can press the buttons and hear the new 





golden tones of the Rittenhouse Chimes they have seen 


advertised so consistently in their weekly and monthly 
national magazines. NEW HAMPSHIRE 
The new display room of De Mam- 


Note how many people stop, press the buttons and listen bro Radio Supply, Inc., in downtown 


for the tones of each l displ: : , : ITTEN Manchester, was officially opened re- 
p ‘ , ne mae ceagayons then watch their - pepe cently by Mayor Benoit. The firm 
interest in this “live” demonstration turn into quick, extra Counter Display is the local branch of De Mambro 
Form No. RD6-84 Distributors, Inc., Boston Stewart- 
sales—and P rofit. ‘ , Pp Warner radio wholesalers. Ted Von 
= — unit displays two Hagen is manager of the branch, 
i ly ast-selling popular low-price which will serve over 300 dealers with 
Write us—let us tell you how you can secure one or both Rittenhouse Chimes that have Stewart-Warner, Samson-United, 1900 
of these money-making Displays—shipped F.O.B. our especially large volume possibili- and other lines. Participating in the 
: ‘ . ties. Included are models $220 opening ceremonies were George 
plant—with free chimes that exceed the cost of either and 250—to be billed as usual. Johnson, Stewart-Warner territorial 
D isp lay ° Push buttons, and all necessary engineer, and Ed Rutledge, regional 
demonstration equipment are sales manager for the same firm. 
e . ; : ; > completely installed, ready for 
he Rittenhouse Company, Inc., Honeoye Falls, New York OIF ly NEW JERSEY 
Width at base: 18” To promote the sale of Pfanstiehl 
Depth at base: 1234” phonograph needles, — 
i Overall height: 165,” Inc., Newark distributors, held 4a 
Chimes by aS hepato Pfanstichl Needle Jackpot Contest 











Shipping weight approximately during last fall. Each dealer was 

25 Ibs. given a goal, with those who exceeded 
their goals by the greatest margin 

\ sharing in the accumulated jackpot. 
a a aS, Tied for first place were the National 
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some Re Se 


In 1908, the nearest North Side of 
Chicago was alittle world of gaslit streets, 
white sandstone houses, arty brick flats, 
grand mansions on the Lake Shore Drive. 
The Loop was a long ride away. Here 
the quality trade was served by Russer’s 
Grocery managed by Michael O’Donnell. 
The store changed names in 1913, when 
Mr. O’Donnell took over, moved several 
times until he designed and erected the 
present building at 1051 North Rush. 

After 1920, the new bridges came, 
and the section went Greenwich Village. 
O’Donnell’s stocked cocktail biscuits and 
grenadine. Tall apartments arose along 
the Drive, the neighborhood looked up 
and O’Donnell’s attracted gourmets and 
the hard-to-please. 

Intheintervening years, the proprietor 
crusaded for shorter grocers’ hours, 
packeda private line of jam, preserves and 
pickles; stocked exotic items, today has a 
ninety percent charge, ten percent cash 
business...run by younger O’Donnells. 


Small stores show the way... 


Until three years ago, O’Donnell’s 
waslittlemore than neighborhoodknown. 
Then he began to use minimum space 
in The Sun on Friday food pages, drew 
amazing response from all over Chicago 

.. subsequently stepped up space, featured 
squabs, choice staples, tempting curios 
-..and grows and grows and grows! 

Since local grocers found the way to 
reach the best customers, any national 
advertiser can do likewise in The Sun! 

Mrs. Ethel Somers writes the daily food 
column, edits Friday food pages... makes 
news of foods, in five years has won 
interest, confidence and a large audience 
quick to respond to food advertising. 

While The Sun with morethan 300,000 
daily and 450,000 Sunday circulation 
doesn’t reach all of Chicago... no food 
advertiser reaches the best of it without 
The Sun, as O’Donnell’s and other local 
stores can testify. For the best prospectus 
of the best food prospects in Chicago, 
ask any Sun man for details... today! 


¢ CHICAGO SUN 


400 West Madison Street, Chicago 6, Ill, + 250 Park Avenue, New York 17, N. Y. 
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DISCOVERED? 
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PHILCO ACCESSORIES: James M. Skinner, Jr., general manager of the Philco 
Accessory division, Ray George, sales manager, and Robert Blodgett, manager of 
parts sales, examine the new plastic showcase for phonograph needles which was 


displayed at the company's recent distributor convention in Chicago, Philadelphia, 
and San Francisco. 
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57,000 Baltimore Families 
Nobody Knew Were There 


Now the facts are out. For the 
first time since the 1940 U. S. 
Census, there’s an accurate full 
count of Baltimore families. 
New research by the Baltimore 
Health Department—plus sim- 
ilar studies by cooperating gov- 
ernment units*—shows 321,158 
dwelling units in the Baltimore 
City Zone. 


That’s 57,620 families more 
than the last previous authori- 
tative figure — 57,620 families 
working, living, earning, spend- 
ing in busy Baltimore — and 
reading Baltimore newspapers. 


That calls for a new approach 
to Maryland marketing. For 
now, more than ever, you need 
the biggest paper to cover big- 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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ger Baltimore. You need the 
News-Post—for 19 years Balti- 
more’s first paper—to make 
the most of your Baltimore 
opportunity. 


FIGURE IT OUT FOR YOURSELF 


To cover 321,158 families* in 
Baltimore’s City Zone, youcan’t 
do without the News-Post’s 
194,063 circulation, Baltimore’s 
biggest. 


FOR 1947, MORE THAN 
EVER, IT’S THE 


Music Shop of Montclair, Eclipse 
Music Shop of Paterson and Central 
Record Stores of Trenton. Following 
in close order were K. B. Record of 
Newark, the Medical Tower Phar- 
macy of Newark, Farnsworth of 
Dover, Rivoli Music of New Bruns- 
wick, the Hurley-Tobin record de- 
partment of Trenton, Tommy Tucker’s 
of Asbury Park and Community Radio 
of Rutherford. Cliff Williams, Pfan- 
stiehl’s advertising manager, gave the 
winners a dinner at Billy Rose’s Dia- 
mond Horseshoe in New York. 
Frank S. Bond is a new member of 
the staff of James F. Bond Co., 560 
Warwick Road, Haddonfield, New 
Jersey sales representatives of Casco 
Products Corp. of Bridgeport, Conn., 
maker of electric heating pads. 


NEW YORK 


A dinner in style marked the 50th 
anniversary of the Buffalo Electric 
Co., Inc., a short while back. Warren 
I. Bickford, Westinghouse district 
manager in Pittsburgh, was guest 
speaker. The company, started as 
McCarthy Bros. & Ford, now em- 
ploys upwards of 500 people. 

E. L. Frohlich is returning to New 
York to become vice-president in 
charge of sales of the Warren-Con- 
nolly Co. Inc. Mr. Frohlich was 
sales manager of the dealer division 
of the Warren-Norge Co., which was 
formed in 1935 to take over the busi- 
ness formerly carried on by the Norge 
Corp. of New York. He was com- 
mandeered by Norge to act as eastern 











A DISTRIBUTOR'S DREAM is this new home of Roskin Bros., Inc., Albany, N. Y.. 


which the company recently occupied. 


The building provides more than 25,000 


square feet of floor space for offices, shipping facilities, and showrooms for several 
appliance brands including Crosley, lronrite, Columbia, Coleman, Cory, Coolerator, 
and Eureka-Williams. A model kitchen, a conference and meeting room complete 
the layout. The firm distributes throughout New York and New England, employes 
200, and is headed by Samuel Roskin, president; Jacob Roskin, vice-president; 


Bernard J. Roskin, secretary; and Frank S. Lyons, general manager. 


another office in Hartford, Conn. 
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The firm has 
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You can 
turn a shatt 
this way 





BUT IF YOU WANT TO 
SHARPEN SALES 


In the days of highly competitive sell- 
ing that lie ahead, appliances powered 
by smooth-running, dependable Delco 
motors will show the way. For here 
are motors that have proved their 
mettle on America’s leading refriger- 
ators, washers, ironers, stokers, oil 
burners. and air conditioners. They 
have won nationwide acceptance for 
the Delco name, industry-wide recogni- 
tion for Delco engineering. Built to 
meet specific torque and service require- 
ments, in sizes from 14 h.p. to 50 h.p., 
Delco motors help turn sales wherever 
_ they turn shafts. Delco Products Divi- 
- sion, General Motors Corporation, 
Dayton, Ohio. 
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Lnavlle Sayed — 10 BE SURE! 





THE AMERICAN PUBLIC IS SOLD 
CASH IN ON THE HUGE 






Old style fans re- Greater volume of 


volve an ineffective oir is sucked in and 


60% of the blade. 


The Injector Cone 


propelled through 
the Vornadofan. All 
the air that goes in, 


cures this completely. comes out. 











She 


0. A. SUTTON CORPORATION 
WICHITA, KANSAS 
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ON VORNADOFAN 


DEMAND! 









Propeller pitch is 
more acute. There- 
fore air ‘‘bite’’ is 
greater, velocity 
and penetration are 
increased. 


<a OR REFUND o> 


Guaranteed by > 
Good Housekeeping 
\tor 


~ 
45 apvenristo WES 


AGAIN .,»d AGAIN 


They admire the extra features, the 
new principle of the thing, the beauti- 
ful appearance. A flip of the switch — 
and who wouldn’t be ready, even 
eager, to buy? You can’t beat actual 
demonstrations. So get your Vornado- 
fans out in front. Demonstrate them 
with care. For here’s an all-year profit 
producer that sells itself. 
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Mr. 
R. M. 


sales manager a little later. 
Frohlich’s staff will include 

















E. L. FROHLICH 






Caiani, who will head the dealer di- 
vision, and J. F. McGorty, who will 
direct the apartment house division. 
The new home economics director 
for Gross Distributors, Inc., New 
York distributors of Blackstone auto- 
matic washers, Stromberg-Carlson 
radios, L & H ranges ,and other 
products, is Miss Bonnie Duke. Miss 











BONNIE DUKE 


Duke has been employed in a similar 
capacity by the Frozen Food Institute 
of New York, Libbey-Owens-Ford, 
Servel and the Edison G-E Appliance 
Co. Her first activity will be in con- 
nection with the Blackstone automatic 
washer, soon to be introduced. 








OHIO 











George E. Maness has been ap- 
pointed sales director of the Tracy- 


























GEORGE E. MANESS 


Wells Co. of Columbus, according to 
R. C. Hager, vice-president and gen- 








































THE SOUTH NOW HAS 




































efe . 
Electrified Farms in 
the 14 Southern states 
di- 
vill 
tor 
ew 
to- 
son 
her 
‘iss 
HE 14 Southern states now 
have 33.5% of the electrified ; 
farms in the U.S.A. ‘i ~ 
1,099,784 Southern farms were Ses, Pe 
served by electricity, December 
31, 1946, as compared to 130,618, equipment during the next 5 years. 
December 31, 1936... This is a The Rural South is breaking all 
gain of 969,166 electrified farms records in its growth as a market 
in just 10 years. for all types of consumer goods. 
The phenomenal growth of ru- __ Southern farm families are far Dec. 31,1946 Dec. 31, 1936 
. ral electrification in the South has_ more prosperous today than ever 
tute created an enormous sales oppor- _ before in history. The Progressive 
ord, tunity for manufacturers of elec- Farmer is the farm-and-home - 
ance trical equipment for the farm and magazine with outstanding lead- : ‘i a 
con- ae S —" 
atic farm home. ership in readershipand preference ONE MILLION 
The Rural South alone plansto in this great new market for the SOUTHERN 
spend $1 BILLION for electrical products you advertise and sell. FARM FAMILIES | 
és Home Electrification Leader Joins The Progressive Farmer Staff ——y 
tac VIRGINIA MOORE, with 12 years experience in 
teaching Southern housewives how to use electricity 
in the home, is the newly-appointed Associate Editor 
of the Home Department of The Progressive Farmer. 
Mrs. Moore is an honor graduate of Alabama College 
where she majored in home economics. Later she 
taught her favorite subject. Her most recent previous 
position was director of the home service department 
of a large Southern electric company, where she 
supervised the work of 40 home economists. 
With the appointment of Mrs. Moore, The Pro- 
gressive Farmer now has 20 full-time editors, 30 staff ie 
contributors and many correspondents, strategically- Re “4 
located throughout the South. The continuing Advertising Offices: BIRMINGHAM, RALEIGH 
improvement of its service to its subscribers and ad- MEMPHIS, DALLAS, NEW YORK, CHICAGO 
vertisers is a fixed policy of The Progressive Farmer. Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
ig to 
gen- 
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The MORTON Line 























With These Competitive Features: 


TOP STYLING matched with step-saving 


utility. 


EXCEPTIONAL CUSTOMER APPEAL: Sliding 
glass doors, contour-front design, 
fluorescent lighting and flexibility 


of arrangement. 


MORTON “UNIT SALES” PLAN— offers 
practical and popular program 


of kitchen modernization. 


SELECTIVE DISTRIBUTION — your 
protection against unneces- 


sary competition. 


COMPACT LINE—8 basic 
models for lower invest- 
ment and handling 
charges—rapid 


turnover. 


Experienced merchants know that easy 
selling ends when goods become plentiful. 
Then buyers can pick and choose—and the 

best line moves rapidly to the front. 
Morton steel cabinets and sinks are 
designed for competitive selling. Their beauty, 
work-saving features, ease of installation, and 
adaptability to all types of kitchen design make 
them outstanding among kitchen modernization 
units. Morton displays are customer magnets... 
customer’s first question is “When can we get them?” 
We wish we could promise our dealers a good 
supply in the near future. You know all the reasons 
for disappointing production delays. However, we 
assure you we are doing everything possible to 
improve our delivery schedules, and appreciate your 
patience and understanding of these conditions. 


General Offices: 5125 West Lake St., Chicago 44, Illinois 
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MORTON DEALER 





eral manager of the firm. Mr. Maness 
started with Tracy-Wells in 1928, 
serving in his most recent capacity as 
special city representative for Co- 
lumbus. 

Scott Sales Co., Toledo distributing 
firm has been incorporated with au- 
thority to capitalize up to $100,000, 
James M. Flora is president and his 
wife, Zelda, is secretary. The firm 
has general offices and warehouse at 
Page and Locust Sts. in Toledo. Other 
officers are George A. Cowan, vice- 
president and William A. Kuhns, 
treasurer. Appliances and allied lines 
will be distributed. 


PENNSYLVANIA 


In line with its program of expan- 
sion. Peirce-Phelps, Inc., Philadel- 
phia and Harrisburg distributors, have 
announced the appointment of Warren 
J. Miller as advertising manager, as 
well as that of Jack Siegrist as assist- 
ant ad manager. Mr. Miller was last 
with RCA Victor and Mr. Siegrist has 
been doing sales promotion work with 
Peirce-Phelps. 

Victor G. Brobst has been appointed 
credit manager of Peirce-Phelps, Inc., 
succeeding Clarence F. Lintroth, who 
died a short while ago. The an- 
nouncement comes from W. G. Peirce, 
company president. 


TENNESSEE 


Shobe, Inc., announces that it has 
leased new space at 1195 Union Ave., 
Memphis. The firm will continue to 
occupy its present quarters at 1117 
Union Ave., where it has 40,000 sq. ft. 
of floor space. 


VIRGINIA 


The CPA has authorized the A. R. 
Tiller Corp., appliance jobbers of 
Richmond, to construct a new build- 
ing at Myers and Moore Sts. to be 
used in the distribution of refrigera- 
tion equipment. The structure will 
cost $54,000. 





the 





FIRST SINCE '40: The first Blackstone 
automatic washer to be delivered in the 
Denver territory since 1940 gets an en- 
thusiastic reception from members of the 





George S. Conley Co. Left to right: 
Jean W. McLaren, Mr. Conley, Dick 
Sharland, and Ralph Elm. The Blackstone 
machine was presented to Conley dealers 
at a sales meeting late last year. 
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When a woman dawnt nou — 
whith move O make 





Tue Good Housekeeping Guaranty Seal is recog- 
nized and respected by more women than any other 
product endorsement. (Proved in a recent survey by 
Crossley, famous research authority.) 


Women have confidence in merchandise which 
bears the Seal, because they know that Good House- 
keeping stands behind that merchandise with its own 
money-back guarantee. 


This guarantee extends to every product and service 


ood Housekeeping 
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advertised in Good Housekeeping. 


Women have confidence in stores which sell mer- 
chandise endorsed by the Seal, because it represents 
the quality and reliability they want when they shop. 


That’s why it pays you to stock and display 
merchandise which carries the Good Housekeeping 
Guaranty Seal. 


Women know—we give this seal to no one. The 
product that has it, earns it. 


The Homemakers’ Bureau of Standards 


959 8th Avenue, New York 19, N. Y. 









EMERSON ELECTRIC 
7, oy we W Relc 


Production lines at Emerson-Electric 
are going full tilt, curning out every 
possible fan to help make 1947 your 
biggest fan year. Demand may again 


exceed supply. 


That’s why it’s vital to you to an- 
ticipate your 1947 requirements 
NOW, using Emerson-Electric’s 
new catalog as your guide to intel- 
ligent buying. 


Send for Catalog No. 301 today. 


THE EMERSON ELECTRIC MANUFACTURING CO. 
ST. LOUIS 21, MO. 


Branches: New York « Chicago « Detroit « Los Angeles *« Davenport 


=) 


EMERSON £25 ELECTRIC 


MOTORS:-FANS ~~ —wE APPLIANCES 
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e Brookfield 


Radio and Appliance Co's. bay-windowed store in Brookfield, Ill. Coming, opposite, 


going along U. S. Route 34, the traveler can still see in. 


Flagstones set in the 


awn permit window-shoppers to loiter without tramping on grass or shrubs. Byron 
<= Shaw owns and operates this motorist's mecca. 








DEALER 





ARKANSAS 


The appliance and feed store which 
Crain Brothers have been operatingsin 
Springdale has a companion shop now, 
located in Rogers, at Ist and Cherry. 
Tommy Lindley is in charge of the 
appliance and farm equipment depart- 
ment. 


CONNECTICUT 


Hartford has lost one business enter- 
prise, and West Hartford has picked 
one up. The new home of American 
Refrigeration Service is at 945 Farm- 
ington Ave. in West Hartford, the 
former site of Cion’s, Inc. John A. 
Warner of West Hartford and Ed- 
mund Logan of Wethersfield have con- 
solidated two stores into one, with a 
complete appliance sales and service 
center. William B. Collins of Hartford 
is managing the store. 

An announcement of officers comes 


from Radio Service Specialists, Inc., 
1697 Park Ave., Bridgeport. They 
are: William Kirban, _ president- 
treasurer; Bernard Waldman, vice- 
president; and Benjamin Hirshik, sec- 
retary. 


FLORIDA 


The local Lakeland agency for G-E 
products, Home Appliance Co., has 
made some new appointments. For 
instance, Howard H. Enlow is part 
of the firm now, acting as general 
manager; Andrew Hill is the new 
service manager and electrical con- 


, tracting consultant; and John R. King 


is office manager, 

The Carter Electrical Service, St. 
Augustine, has moved. Electrical con- 
tracting and repairs are being featured 
at the new location, 994 St. George 
St. Some of the appliance lines fea- 
tured are Crosley, Easy, Universal and 
Sepco. 











FESTIVE STORE: A chock-full appearance is presented by the new home of the 
Davis Brothers Supply Co., Austin, Texas, appliance and hardware firm. V. E. and 
M. R. Davis are co-owners. 
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UNDERWRITERS’ 
LABORATORIES, INC. 




























43 

i ee 
CONSOLIDATED EDISON Co 

OF NEW York 









(a) 


BOSTON EDISON co. 
; BOSTON 


CITY OF 
CLEVELAND 





NEW ENGLAND 
POWER Co. 








CENTRAL HUDSON Gas 
& ELECTRIC CORP. 




















Excellent Quality 
and 


Precision Performance 












CEMENT OR A REFUND 
PGuarated 
uaranteed by % 
G ee og 
ood Housekeeping }! 


No IF DEFECTive 
> OR 
45 apvertisey THRO 









SUCH NOTABLE ACCEPTANCE 
Wust be Eamed! 


Lady Jackson’s quality and performance is enthusias- 
tically endorsed by famous testing laboratories, lead- 
ing magazines and prominent utilities throughout 
the country! 

Its scientifically designed ‘Cover All’ heating element 
with drop forged sole plate and precision controlled 
thermostat make it America’s MOST ECONOMICAL 
IRON. 


Dealers everywhere find ‘the Lady’ a mighty profit- 
able, fast selling product. Write for details today. 





JACKSON APPLIANCE MFG CO 
75 FRONT ST., BROOKLYN } en 











NEW York 











ELECTRICAL 
APPLIANCES 


FOR A QUARTER CENTURY THIS TRADE MARK 
HAS STOOD FOR “QUALITY AT POPULAR PRICES” 











“EMPIRE” 


The Famous 


EMPIRE 


Electric PERCO-DRIP 


The “Perco-Drip” method makes clear, rich 
coffee—never boils—extracts only desirable oils. 
Percolation starts in 60 seconds. Has patented 
heavy-duty direct-heat emersion element, and 
an insulated valveless pump without moving 
parts. Easy to keep clean. Attractive, modern 
design, polished seamless aluminum body, cool 
ebonized handle and scratch-proof feet. The 
“Perco-Drip” is as appealing in appearance as in 
the excellence of the coffee it makes. In 9-cup 
size at present. 


Chrome Finished 
Electric TOASTER 


Smartly styled, with brilliant finish and out- 
standing convenience features, the EMPIRE 
Toaster handles two large bread slices, turning 
them with a flip of the door. Extra large, flat 
top serves as tray to keep toast hot. Large Ni- 
chrome heating element is wound on extra wide 
mica to spread heat uniformly over a large area. 
Reinforced frame and separate inner frame 
assure durability and long service. Black 
enameled base, scratch-proof feet, large cool 
handles, all combine in a Toaster of exceptional 
quality at a popular price. 


THE METAL WARE CORPORATION 


NEW YORK 
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TWO RIVERS, WISCONSIN CHICA 








MORRIS OPENS ANOTHER: V. J. Morris of Spokane, Wash, has his second store 
about ready for its opening. The original headquarters in the downtown district is 
to keep a stock of office furniture as well as electrical appliances, while the new 
building at W. 107 Ninth Ave., on the outskirts of the residence district, will be 
devoted to household appliances and giftwares. 























Day Wood, long identified with the 
local radio and appliance business in 
Tampa, has been added to the staff 
of the Floridan Appliance Co., corner 
of Cass and Marion. He will handle 
radio and appliance problems. 


ILLINOIS 


The Lowry Furniture Co., Effing- 
ham, has found that it needs more 
room for its appliance department. 
Several partitions in the rear of the 
downstairs display room have been 
knocked down, and the space gained 
is going to be used to display West- 
inghouse and Philco appliances. 

An explosion on a recent Friday 
afternoon wrecked the new $80,000 dis- 
play room of the Wise Electric Co., 
122 S. Neil St, Champaign, and 
wrecked the company’s plans for a 
formal opening the next morning as 
well. The main damage was a hole 
torn in the floor. The local utility 
certified that there was no leak from 
natural gas, and as far as we know the 
affair remains a mystery. The firm has 
just completed extensive remodeling of 
a business room at a strategic location 
in the Champaign business district, 
giving the company frontage on three 
streets. 

J. M. Bean and William Henderson 
are making a switch from the retail 
to the wholesale end of the appliance 
and supply business, and have sold 
their store to William Bronce and 
Arthur Hamlin. The new owners will 
keep the name J. M. Bean Electric 
Co. The store is located at 103 W. 
Main St., Urbana. 


INDIANA 


In a move designed to remove all 
confusion with other appliance com- 
pany names, Don Murphy has changed 
the name of his store-at 19 W. Third 
from the Home Appliance Co., to 
Murphy’s. 

Alfred F. Kanter has become a 
partner of I, H. Mellman and manager 
of the Glen Park Appliance Co., 3855 
Broadway, Gary. Mr. Kanter is in 
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active charge of the business for the 


‘time being. 


As a result of taking on the G-E 
line of appliances, the Meis Store of 
Terre Haute is opening a new G-E 
electric kitchen in the store basement, 
according to Edward J. Whalen, assist- 
ant manager. Harry E. Toby will act 
as head of, and buyer for, the depart- 
ment. 


KANSAS 


Several changes in location have 
been the lot of the Herington Electric 
and Furniture Co., owned by Irwin 
Daetwiler, but he has stuck by his 
present store since 1939 and apparently 
will continue to do so, since a com- 
plete remodeling job is on the docket. 
A wide variety of items can be found 
in this Herington store. 

The contemplated remodeling of the 
Schottler Electric Co., 610 Commer- 
cial, Emporia, is going to involve 
moving back the rear partition, con- 
structing a mezzanine floor, and ex- 
panding the firm’s line to include major 
appliances. By the time the job is fin- 
ished, the sales room will measure 25 
by 60 feet, and there will still be room 
for a 25 by 30 ft. repair shop in the 
rear. 


MISSISSIPPI 


A wide background in the service 
field belongs to both Clifford R. Avery 
and Edgar D. Ingels, whose Radio 
Electronics Co. has just moved to a 
new spot—323 North West St., Jack- 
son. 


MASSACHUSETTS 


Authority to spend $2,000 for im- 
provements has been granted to Louis 
L. Hudzikiewicz, Willimansett, by the 
CPA. With the money, Mr. Hud- 
zikiewicz intends to build a small addi- 
tion and make repairs to an old build- 
ing, which will be equipped for the 
sale of radios, and maybe other ap- 
pliances. A radio service shop is 
planned as well. 


EL 
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A CURTIS PUBLICATION 


No. 1 with FARMERS—RURAL DEALERS—ADVERTISERS 


Rural electrical dealers know this. Asked what 
rural magazine would be most effective, from an 
advertising standpoint, in helping them sell their 

: vee 2, prospects 

d 2 XS ERE they chose Country Gentleman better than 
. SNe econ ee 22 to 1 

LOSSES . Advertisers know this. They invest more advertis- 


ing dollars in Country Gentleman than in any 
‘ prate 2 , other farm magazine. 
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a Big news 
will pop in APRIL 
about the new 1947 


NESCO 


ELECTRIC ROASTER 








NATIONAL ENAMELING AND STAMPING COMPANY 
World’s Largest Manufacturers of Housewares 


Executive Offices: 203 N. 12th St., Milwaukee 1, Wisconsin 


SALES OFFICES: MERCHANDISE MART, CHICAGO « CANDLER BUILDING, ATLANTA 
200 FIFTH AVENUE BUILDING, NEW YORK * AMBASSADOR BUILDING, ST. LOUIS 
WESTERN MERCHANDISE MART, SAN FRANCISCO 
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INAUGURAL PICTURE: Vern L. Brown and his three sons form a proud picture as 


they open their new appliance store in Idaho Falls. 


The company will handle 


heating, plumbing and electrical contracting as well as appliances. Sara Cox, office 


attendant, stands at the right. 











The Charles H. Curtis-Douglas S. 
Holmes firm known as the Curtis- 
Shearn Music Co., 131 Arsenal St., 
Watertown, has leased a store on 
Stone St. and will soon open another 
store, the Curtis Music Hall. The 
present store will be remodeled and 
redecorated in the near future as well. 

J. A. Cariseo has reopened his re- 
modeled appliance store at 205 E. 
Genesee St., Syracuse, featuring both 
major and small appliances. J. A. 
Cariseo is president and treasurer of 
the firm, James A. Cariseo is man- 
ager of the appliance department and 
Robert P. Cariseo is manager of the 
record department. 

The ground floor of the Central New 
York Power Corp. Building in Gou- 
verneur has been leased by the St. 
Lawrence Electrical Appliance Corp. 
for use as a retail appliance outlet. The 
power company is going to vacate the 
building to move into a newer struc- 
ture. 

The Lerman Furniture Co. has re- 
modeled one of Rome’s oldest and 
best known buildings for a new and 








MORE SPACE for the appliance, radio 
and furniture business of the J. F. Black- 


ford Co., Chattanooga, Tenn., is provided 


by this building at 817 Chestnut St. to 
which the firm moved recently. The com- 
pany now has a total of 30,000 square 
feet of floor area for its offices, show- 
rooms and warehouse. 
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larger furniture and appliance store. 
It is located at 167-170 W. Dominick 
St. and features a model kitchen 
unit, as well as one of the largest 
glass installations in the state. 


OHIO 


Gross Electric Co., 136-142 Summit 
St., Toledo, has opened its enlarged 
and modernized store, the city’s 
“largest electric department store,” 
featuring a fluorescent fixture and ap- 
pliance department. 

Young & Thomas, Inc, 118 E. 
Broad St., Columbus appliance re- 
tailers, have done some remodeling 
and redecorating along lines suggested 
by a Frigidaire plan. The first floor 
is divided into a number of “selling 
stations” for individual products. The 
radio and appliance repair shop is lo- 
cated on the lower level floor. 

Moore’s Stores of Ohio, Newark, 
has opened a sixth outlet in Columbus 
at 1872-80 Parsons Ave. Robert T. 
Shupe has been named manager of the 
new store, and S. O’Brien succeeds 
him’as manager of the store at 1002-6 
Parsons Ave. The company has super- 
stores now under construction in Co- 
lumbia at N. High St. and Deland 
Ave.. E. Broad St. and James Rd., 
and Northwest Blvd. and Fifth Ave. 

In addition to its store at 13433 Eu- 
clid Ave. in E. Cleveland, the Forest 
Hill Plumbing, Heating & Appliance 
Co. has one at 13701 St. Clair Ave., 
just recently opened. 


TEXAS 


Three times the old space is now 
available for the W. L. Finklea Elec- 
tric Co. of Amarillo. The old location 
was 909 W. Sixth St.; the new one 
is 512 W. Fifth. 


WASHINGTON 


The V. J. Morris Co. W. 513 
Sprague, Spokane, is ready to open a 
second appliance outlet, at W. 107 
Ninth Ave. The new store is being 
remodeled. 

The Starmount Radio Co., formerly 
at E. 45th St. and 11th Ave. N. E. 
has moved to larger quarters at E. 45th 
St. and 12th Ave. N. E., Seattle. 
Philco and Westinghouse are among 
the major lines handled. 
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ted Many types of Airport and Airway lighting equip- 
wel ment including runway marker lights, cone assem- 
~ blies, globes, portable field lighting sets and 
lo- associated equipment, are now available. 

Much of this equipment can be adapted to 
eS many uses calling for outdoor portable lighting 
T. fixtures. 
the Most of this inventory is offered on a sealed 
+r bid basis. You may bid on entire sets complete 
a or on such parts as are specified in sealed bid 
_ ap « & 0 a offering lists. Some items are sold at fixed prices 
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keep Tru-Heat® on the job! 


Accurate control starts with the knob... But what's inside does 
the work! 

In the cutaway photo above, you see the important working 
parts of the Tru-Heat Iron, a product of GENERAL MILLS, INC., 
Home Appliance Department, Minneapolis, Minn. 

Below the control knob, contributing to the iron’s split-degree 
heating accuracy and long-time dependability, are four different 
Nickel Alloys. In the switch that controls ironing temperature, 
for example, are two contact arms (A) made of Inconel*. 

Like all high Nickel Alloys, Inconel can never rust. It resists 
deformation and oxidation, keeps its “spring” in spite of heat. 
These Inconel contact arms help maintain temperature of the 
ironing surface within the narrow limits called for by the setting 
of the control knob. 

Other Nickel Alloys used in the Tru-Heat Iron include (B) two 
current-carrying Monel* strips fastened 
under the contact points; (C) heating 
elements of Nickel-Chromium ribbon; 
and (D) Nickel-Chromium-Iron equal- 
izer bars which support the lever of the 
temperature regulator switch. 





Strong, tough, permanently rustproof 
and highly resistant to heat, wear and 
corrosion, Nickel Alloys bring accurate 


VITAL SPOTS in the Tru- 
Heat Iron where rust, heat, 
wear or corrosion might ordi- 
narily cause trouble, are pro- 
tected by Nickel Alloy parts 
described in text. (Photos 
courtesy of General Mills, Inc.) 


control and long, trouble-free perfor- 


mance to the quality appliances you sell. 
*Reg. U. 8. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. + 67 Wail Street, New York 5. WY. 
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ONE PHASE of the housewares show which Goldblatt's department store conducted 
in Chicago during the recent January Markets was this eagerly watched demon- 








stration of Universal pressure cookers. The entire seventh floor of the State St. store 
was given over to the exposition and 12 window displays featured appliances and 


housewares. 














DEPARTMENT STORES | 


Goldblatt's, Chicago, Holds 
Largest Housewares Show 


Starting off its campaign with an 
eight-page Sunday newspaper insert, 
Goldblatt Brothers Inc., launched its 
downtown Chicago department store 
housewares show coincident with the 
January markets in Chicago. Twelve 
of the State Street windows, featuring 
six model kitchens, laundries, bath- 
rooms, dinettes and one living room 
setup, were devoted to the exhibit. In 
addition the entire 7th floor space 
was taken over for the display of ap- 
pliances, radio and housewares. In 
contrast to 1946 when its State Street 
windows gave a preview of post-war 
products, this year’s exposition went 
to town with exhibits of 150 leading 
manufacturers’ products. One innova- 
tion was the mystery voice—the “talk- 
ing” sun lamp and washing machines, 
which startled customers with quips 
and questions seemingly coming from 
these appliances. This device was 
wired for sound and operated from a 
concealed elevated booth on the floor. 
The “Iron Museum” displayed his- 
toric irons dating back 300 years, the 
40 pieces showing the development of 
irons. 


OK Furniture Opens 
Oklahoma City Store 


The OK Furniture Co., Oklahoma 
City, Okla., recently opened a new 
three-story building, the “Southwest’s 
Finest Home Furnishings Store.” 


Gimbel's Ups Littmann 
to Assistant Buyer 


Maxwell Littmann has been pro- 
moted by Gimbel’s department store 
in Philadelphia from a position in the 
consumer price information bureau to 
assistant buyer of ranges, refrigera- 
tors, air conditioners, washers, ironers, 
vacuum cleaners, heaters, and kitchen 
equipment. He succeeds Maurice 
Foulke, resigned to join Strawbridge 
& Clothier’s major appliance depart- 
ment. 
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Indiana Store Names 
Appliance Manager 


V. D. Tucker has been appointed 
manager of the yet-to-be opened new 
appliance department of Stillman’s de- 
partment store in Muncie, Ind. Mr. 
Tucker, former L. S. Ayers range de- 
partment manager, will have charge 
of the department when remodeling is 
completed in the second floor annex. 


Van Riper Shares Buying Tasks 
With Wolfe at Wieboldt's 


W. H. Van Riper, formerly buyer 
of all major appliances and radios at 
the Wieboldt stores in Chicago, has 
turned his radio buying duties over to 
Leonard Wolfe, his former assistant. 
Mr. Van Riper will continue to buy 
major appliances, according to L. W. 
Stratton, merchandise manager. 


Fort Worth Firm Plans 
Big Appliance Department 


Leonard’s department store, Fort 
Worth, Texas, began on January 9 
the construction of a new five-story 
building which, when occupied, will 
leave space on the mezzanine level of 
the present main building for the 
inauguration of an enlarged appliance 
department. According to the man- 
agement, new lines of major and small 
appliances will be added and the de- 
partment will be expanded in mer- 
chandise, display, demonstration facili- 
ties, and service. 


Ries Adds Radios to 
Lasalle & Koch Duties 


Wesley P. Ries, buyer of major ap- 
pliances for Lasalle & Koch Co, 
Toledo, Ohio, department store, has 
added the buying of radios to his 
duties. Robert A. Cox, former record 
and radio buyer, has been named 
buyer of housewares, kitchen furniture 
and sporting goods. Kenneth Culpert, 
assistant buyer of toys, radios and 
records, was named buyer of toys and 
records. 
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Subbiondo Temporary Music 
Manager at Bloomingdale's 


Sidney Reisman, general merchand- 
ise manager at Bloomingdale’s depart- 
ment store, New York, recently an- 
nounced the appointment of Charles 
Subbiondo as temporary manager of 
the music department under William 
Rogge, radio manager. Harold Dray- 
son, former buyer, resigned to be- 
come eastern district representative for 
MGM Records. 


Hobbie Brothers Complete 
Radio-Phonograph Salon 


Hobbie Brothers, Inc., Roanoke, 
Va., department store, recently an- 
nounced the completion and opening 
of its new radio-phonograph salon in 
a building adjoining the main store on 
Church Ave. According to Dexter 
Hobbie, the salon is carpeted in red, 
has Williamsburg wallpaper and is 
trimmed in light green. 


Backer Establishes 
Appliance Annex 


J. Backer Furniture Co., Macon, 
Ga., has separated its electrical ap- 
pliance department and opened a new 
appliance store across the street at 
419 Poplar with W. I. Greene as man- 
ager. The enlarged quarters have 
enabled the firm to expand its activi- 
ties with a full line of Philco and 
Crosley appliances. A record depart- 
ment has been organized with Mrs. 
Yelen Clark in charge. J. L. Carr, 
who was manager of the appliance 
service department for the furniture 
company is now manager of the service 
department for Backer Appliance Co. 


Hicok Takes White 
Merchandising Post 
The R. H. White Corp., Boston 


department store, recently announced 
through E. Perkins McGuire, presi- 





JOHN S. HICOK 


dent, the appointment of John S. 
Hicok to the newly created position 
of assistant merchandising manager in 
charge of the appliance and radio 
group of the home fashion division. 
Mr. Hicok succeeds Joseph Brady, 
former buyer of radio and appliances, 
who recently resigned. His experi- 
ence includes employment with the 
Montana Power Co. In 1934 he 
joined General Electric as manager of 
a retail store and two years later, as 
sales counselor for G-E Supply Corp., 
he supervised the development of re- 
tail outlets in the Twin Cities. In 
1944 he became sales manager of the 
Promat Division of Poor and Co., 
Chicago, manufacturers of electro- 
plating equipment. 








A LEADING POSITION 
..e through merit! 


For many years “Detroit” Safety Float Valves have 
held a leading position through their exceptional 
merit. In hundreds of thousands of homes, 
“Detroit” CRC-239 Float Valves are providing exact, 
dependable regulation of oil flow to space heaters, 
water heaters, ranges and furnaces. 

These valves assure dependable heater operation. 
They are simple—seldom need servicing—easily 
cleaned. 

A “Detroit” Float Valve on a heating device is evi- 
dence of special care on the part of the manufacturer. 
























Detroit | Lusricator Company — ~~ 
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Acme’s Fluorescent 


DESK LAMP 


For Office or Home 


® Want to sell fluorescent desk lamps 
as they've never sold before? 
Then give your customers the widest choice of 
new, stimulating colors ever put on the market! 
Designed and engineered for 22% more 
correct light by one of the nation’s leading 
~S colleges. Base and column are of 
unbreakable cast white metal with all-steel 
shade. Crinkled baked enamel finish. 
All electrical devices U/L approved. 
Priced for healthy profit! 


NATIONALLY ADVERTISED 


For Further Information on the LAMPS that are 
PRICED for PROFIT Weite or Wire Dept. 20. 





ACME 


FLUORESCENT COMPANY, INC. 
565 FIFTH AVENUE, NEW YORK 17, N.Y. 


NEW LEAGUE: The 13 Honolulu territorial distributors of appliances who recently 
formed the Electrical Appliance Distributors of Hawaii named these men as their 





executive committee. Left to right: Doyle Alexander of the Von Hamm-Young Co., 
Ltd.; L. W. Clifford, Electrical Development Advisory Service, secretary; Otto 
Ludewig, W. A. Ramsay, Ltd., president; Paul Anderson, the Hawaiian Electric Co.; 
Cletus Chaussee, Mutual Telephone Co.; Charles Cummings, R. A. Howe & Co., 
vice-president; and David Wisdom, Pacific Co., Ltd., treasurer. 








LEAGUE ACTIVITIES 








PROOUCT‘* 





North Starts 25th Term 
As Cleveland League Head 


Jack North, general sales manager 
of the Cleveland Electric Illuminating 
Co., was recently re-elected for his 
25th term as president of the Electrical 





JACK NORTH 


League of Cleveland. Vice-presidents 
are L. T. Blaisdell, commercial vice- 
president of the General Electric Co., 
and W. L. Howlett, manager of West- 
inghouse Electric Supply Co’s. Cleve- 
land branch. S. E. Strunk is secretary 
and H. Hutchisson is treasurer. 


lowa-Nebraska Contractors 
Name Ruchte as Manager 


Carl O. Ruchte has been named 
general manager of the lowa-Nebras- 
ka chapter of the National Electrical 
Contractors Association, according to 
an announcement by S. C. Dodson, 
chapter president. Mr. Ruchte was 
formerly district manager for the 
Kohler Co. and later was general man- 
ager of the Home Insulation Co., 
Omaha, Neb. From May, 1946, to his 
appointment to the contractors group, 
he was chief of the building materials 
and construction services price unit of 
the district OPA office. One of his 
first tasks will be to direct the newly 
adopted guaranteed wiring plan. 





Westley Elected to 
Head Milwaukee League 


At recent elections of officers for 
1947, the Electrical League of Milwau- 
kee named J. F. Westley, owner of 
the Northern Supply Co., as presi- 
dent; E. Petersen, Hotpoint, Inc., vice- 
president; T. H. Desmond, formerly 
with Westinghouse Electric Supply 
Co., re-elected treasurer; and N. C. 
Christopherson, Wisconsin Electric 
Power Co., secretary. Directors are: 
R. E. Lovdahl, retiring president of 
the league and manager of WESCO; 
F. Y. Tumy, G-E; William Lisch, 
Lisch Electric Co.; and I. L. Illing, 
Wisconsin Electric Power Co. Ac- 
cording to secretary Christopherson, 
present membership in the league 
totals 626. 


Toledo Dealers Elect 
Moran New President 


Frank Moran, owner of the Ohio 
Appliance Co., 804 Madison Ave., To- 
ledo, Ohio, was recently elected 
president of the Toledo Appliance 
Dealers Association, succeeding Frank 
Rogers, Maumee, Ohio. Other newly- 
elected leaders include: David War- 
sell, Gross Electric Co., treasurer; 
Henry Torrence, Torrence Radio Co., 
vice-president; and Norman Oaks, 
Norman Oaks Radio Service, secre- 
tary. The league has approximately 
80 members throughout northwestern 
Ohio. 


Mattox Elected President of 
Florida Contractors Group 


O’Neal Mattox, Mattox Electric 
Co., was recently named president of 
the North Florida chapter of the Na- 
tional Electrical Contractors Associa- 
tion to succeed T. E. Satchwell, Jr., 
Satchwell & Joseph Electric Co. Other 
officers include: vice-president, George 
Gormly, Service Electric Co.; treas- 
urer, H. A. Sonnenberg, Southern 
Electric Co.; and secretary-manager, 
J. A. Scheffer. 
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Myers Named President of 
Jackson County Dealers 


Jackson County Appliance Dealers 
Association, Seymour, Ind., recently 
elected the following officers for 
1947: Arnold Myers, president; Carl 
Williams, vice-president; Herman 


Set. THE BENEFITS OF 
Butcher, secretary-treasurer; and I. R. 


Beickman, J. A. Knost, W. A. Stew- a - 
art, Peter Kutche, and Francis J. 
Birge, directors. 


Memphis League Elects THROU GH 


a ai ms FILT-R-FAN 
The Memphis Electrical League, 


composed of jobbers, manufacturers ' Sor Ne 
and contractors, recently elected John ; 
F. Rawls of the United States Rubber 
Co. to its presidency. Mr. Rawls 
. succeeds A. J. Thompson. Other 
officers include: vice-president, Robert 
Sayre, Graybar Electric Co.; treas- 


= 


; urer, Hugh G. Street, Memphis Elec- 
: tric Co.; and secretary, Albert C. 
‘. Gross, Fowler Electric Co. 


Chicago Has Dealer 
Television Symposium 


Radio and electrical appliance deal- 
er members of the Electric Associa- 
tion of Chicago are being offered a 
course of ten evening lectures, demon- 
stration and question-and-answer 
programs. There will be video 
demonstrations, information on tele- 
vision installation and servicing de- 
signed for dealer service personnel. 
This is in no sense a “trade school” 


Ds venture and to insure the most bene- 

1- ficial results to individuals as well 

rf as to the television program the 

i- classes will be open only to those quali- 

= fied radio and service men who give 

y evidence of an ability to gain ma- 

ly terially from the course. The en- 

ve rollment fee is $25, and copies of the * 4 

ic application and questionnaire form . i ey Qdvietly fills the room with 
a are mailed to any dealer member un- sil cool, healthful filtered air — 
of able to attend meetings but who is ” be, free from much injurious pollen 
E interested in having ten from his & and other irritating impurities. 
h, service department take the course. 

» Officers Named 

n, 


At the January 10 meeting of the 

















ae board of directors of the Electric As- 
sociation, Chicago, the following 
officers were elected for the ensuing 
year: Felix Van Cleef, Van Cleef 
io 
O- 
_ HELPS THAT SELL 
ce 
ik FILT-R-FAN 
y caaeiiea @ FILT-R-FAN draws in the fresh outside air . . . purifies 
'- ”* Displa : ° ° ~ 5° on 6 
a perigee prt ape it through its three glass fiber filters . . . delivers it into any 
, 3 ft. wide by 3 ft. high. Holds ; Z 
- full size Filt-R-Fan. Beautiful room in abundance . . . creating a quiet, constant, draft- 
4-color background. less circulation of clean, filtered air... for year ‘round ' 
ay Booklets in 3 colors—12 pages. comfort and relief. 
Attractive, informative, inter- You'll find filtered air through FILT-R-FAN a year ‘round 
=, " builder of sales, too, as hundreds of dealers have... in 
FELIX VAN CLEEF Envelope Inserts—3"x 5°. Bri every season of the year. 
liantly colored—featuring re- 
ric . d comfort for sufferers : ? : 
of Bros. Inc., president; Fred T. Whit- lief e fever and asthma. .°@ Adjustable e Easily Installed ¢ Simple e Safe 
la- ing, Westinghouse Electric Corpora- from hay 
ia- tion, treasurer, and A. A. Gray, sec- —for your local Yes, there’ il- re 
ir, retary. Board of directors named Cuts and Mats Y ere’s an 12 season market for FILT-R-FAN 
ier were: C. G. Bennett, Public Service advertisements. Write for complete details 
ge Company of Northern Illinois, W. G. OR FULL FACTS 
as- Kelley, Commonwealth Edison Com- PPasssngho SALES HELPS MEIER ELECTRIC & MACHIN E CO., INC. 
mn pany, W. T. Reace, Commonwealth 3523 East Washington Street, Indianapolis 7, Indiana 
er, Edison Company, and G. L. Seaton, 
Illinois Bell Telephone Company. a 
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size... its plecision engineering assure top 
performance and quick turnover. 
|Heat King Rangette is easy to sell becouse it 
combines all the odvantages of an efficient 
2-burner range with a convenient metal utility 
cabinet. Full 35” high, 18” wide and 944” deep. 
Cabinet has utility drawer and dividing shelf. 
Lifetime guarantee. Priced to retail at $31.98. 
Immediate delivery. 


M.&J. PRODUCTS, INC. 


3730 North Sevthpert Avenue, Chicage 13, Illinois 
JOBBERS: WRITE DIRECT OR TO FOLLOWING FACTORY REPRESENTATIVES 


KAUFMANN GUSKY 
DISTRIBUTORS BROTHERS 
‘328 Charet Strest. 401 Pome Aremwe 
ew Vora. mV. Pittemer gh. Fo 





Spring Sales 
With The Amazing 
New Heat King Rangette 
Heat King Rangette is sweeping the country 
because it offers more features your customers 
want. Its gleaming white beauty... its extra large 
















































































Every “plus” feature of 
OASIS Electric Water Cool- 


ers offers you an extra point 
of sales-appeal—brings you 
quicker, easier profits. 
OASIS “extras” include the 
beauty and durability of a 
stainless steep top . . . the 
convenience of dial-type 
bubbler control . . 
efficiency of full-capacity 
cooling and storage. . . 
fully recessed base, for toe 
comfort. Every OASIS de- 
tail reflects EBCO’s 
years of water-cooler leader- 


ship for proof. 


™ EBC 
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MANUFACTURING COMPANY 


401 WEST TOWN ST., 





brightness by a variable transformer, 
an asset in selling television since the 
light thus can be dimmed, while a 
program is on, to a point where only 
the outline of the set is visible, com- 
parable to normal theater brightness. 
Then, when it comes time to discuss 
the cabinet, it can be brought up to 
normal home brightness. The floor in 
this room is covered by a heavy car- 
pet. The walls throughout most of 
the store are paneled in natural wood 
finish. All sets are mounted on floor 
base fixtures to lend further im- 
portance to them. 

Wintermute only needs three tele- 
vision antennas because the signal is 
so strong at this location that he can 
hook up several models to one an- 
tenna. At an open night show a couple 
of weeks ago he had six models work- 
ing in these rooms. When there is 
only one television set on display in 
the third room he also displays a 
couple of big-ticket combinations there 
so he can use the space for two pur- 
poses. It works out nicely that way, 
he says. 

Another dealer I noticed using the 
curtain idea was Bob Tusting (Tust- 
ing Piano Co., Asbury Park, N. J.) 
but he had a different purpose in mind. 
Bob feels television belongs in a 
room. He sold them that way in pre- 
war. But he simply hasn’t sufficient 
space available now to turn over to a 
television room. Further, he is not 
quite certain how large a room will 
be required. Since he has to con- 
struct it, as an addition to his building, 
he wants to be sure. Therefore the 
draperies in the corner, giving him a 
test room. It is 9 by 1l—and Bob 
feels it is too small. The permanent 
room will be furnished like a modern 
living room. Temporarily he is get- 
ting along on one antenna. 


Single Television Room 


About as nice a single television 
room as I saw anywhere in an inde- 
pendent dealer’s outlet was in the 
Good Housekeeping Shop, Red Bank, 
N. J., where Paul Joy made the space 
available by moving his service de- 
partment into different quarters. It 
is 10 by 19, with an 8-foot ceiling, a 
double ceiling of soft boarding. The 
walls are paneled in oak, the floor 
covered by thick carpeting. Lighting 
is supplied by three-way indirect floor 
lamps. 

Paul sold television in pre-war, and 
always has done an excellent radio 
job. He finds this room entirely 
ample, at one time had four sets hooked 
up together. Not shown in the pic- 
ture are the chairs and divan in the 
rear of the room. Most viewings so 
far have been by invitation because 
of the scarcity of sets. Like the 
others, he also displays two or three 
large combinations in this room when 
it is not too crowded by television sets. 

Edward Carlile, manager retail de- 
partment for J. H. Kelly Co., in this 
same community, made some interest- 
ing comments. He has sold sets since 


Getting Started in Television 
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This New York dealer, constructing an inex- 
pensive backdrop for an open-floor demon- 
stration layout, can't see investing in de 
luxe arrangements on valuable floor space 
until assured reasonable volume of deliver- 
ies. Many dealers as yet have not even 
bothered to build a presentable backdrop. 


1938, selling far more than the aver- 
age dealer in pre-war, and specializ- 
ing in television service during the 
war. He is doing very well with this 
line now, delivering sets as fast as he 
can get them, and holding a sweet list 
of paid orders. One of these pictures 
shows the present Kelly set-up, on a 
wide balcony overlooking the main 
floor. 

Television, Ed says, must be demon- 
strated off the floor, entirely by itself. 
For this reason the company now is 
building a separate room 30 by 15 
feet which will seat 50 people. The 
new room will be reached through the 
door at left in photo—and this balcony 
space then will be given over to further 
television display, but not actual 
demonstration. 

Already well along in construction, 
the new room will be furnished in 
modern lounge style, with indirect 
lighting, and will be soundproof. Plans 
for air conditioning also are on the 
fire. So far Ed has installed two 
antennas. 

All viewings are by invitation. 
Newspaper advertising, he says, draws 
too many kids. Anyway, he has a 
lengthy prospect list and he finds he 
sells more sets by giving full time to 
prospects singly than in groups. Large 
shows, however, get people interested 
—hence the new big room, with the 
balcony limited to display. Ed agrees 
with the others that it is almost im- 
possible to close a sale during a pro- 
gram, so you might as well make the 
viewers comfortable and leave them 
alone until later. 


Other Display Methods 


Also of this same opinion is the 
owner of a very large radio and 
appliance outlet in North Jersey. Al- 
though he already has ample demon- 
stration room set aside for active 

(Continued on next page) 
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FRESHER ZONE 
a , 


This electrical, action dis- 
play for your counter, 
showcase or window 
graphically illustrates (in 
Color) Fresher Zone ab- 
sorbing food odors in a 
miniature refrigerator. Dis- 
play measures 11 in. wide 
x 16 in. high. Costs you 
nothing with Deal No. 11. 


FRESHER ZONES 
Gre Easy 1 S2l0./ 


%*& Include a Fresher Zone with each 
new refrigerator. 


¥% Sell Fresher Zone thru your service 
men — 20 million old boxes need 
Fresher Zone. 


%& Use Fresher Zone as a canvassing 
item. 


¥ Sell Fresher Zone for Deep Freeze 
ond Commercial Units. 
NATIONAL ADVERTISING 
THRU 1947 
First 2 color half page 


in Saturday Evening 
Post appears May 17th 





For Information Write 


THE PRESCO COMPANY 


1101 -M 
KANSAS CITY 7, MISSOURI 


MULBERRY ST. 








Getting Started 
In Television 
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selling, he now is toying with the idea 
of building another far larger room, 
capable of seating at least 30 persons, 
which he calls the “loafer’s room,” a 
place where friends can come in and 
see the fights or other sporting events, 
etc., without disrupting selling efforts 
in the present demonstration rooms. 
A big department store in New York 
also is going in for a somewhat similar 
multiple layout. The floor is all torn 
up now, as carpenters are busy con- 
structing an auditorium where a crowd 
can sit and look at five or six tele- 
vision programs simultaneously on 
sets across the front of the room, 
while another couple of models are in 
operation on each side. That’s purely 
because, as the radio buyer there says: 
“People become so wrapped up in the 
program during a demonstration that 
you simply can’t make any selling 
progress.” This store therefore in- 
tends to confine the selling operation 
to three smaller rooms, air conditioned 
and comfortably furnished, to which 
salesmen will direct the real prospects 
they are able to collar in the audi- 
torium at the end of programs. 


Television Alcove 


One of the smoothest layouts noted 
around the field was in the House of 
Frisby, Freeport, Long Island, N. Y., 
the Look Book type of store we de- 
scribed in our last issue. They have 
a television alcove a few feet off 
the main floor. Behind the backdrop 
used when showing one large set 
there is a turntable which will carry 
three smaller sets, and the salesman 
can control it from his seat alongside 
the prospect, bringing on a new model 
by pressing a hidden switch. The 
built-in bench, bookcase and mirror 
lend home atmosphere to the alcove. 

Speaking of home atmosphere also 
brings to mind the case of Adam 
Frisch at New Brunswick, N. J. His 
television room is furnished exactly 
like his own home. Seems he found 
his own home was the best place to 
sell television. He always did better 
there than in his store in pre-war. So 
when he moved into the new store 
last summer he immediately turned 
one of the large second-floor rooms 
into a living room, complete with all 
the usual home furnishings, for tele- 
vision demonstrations. He also of 
course displays a set or two on the 
main floor. But, as he says, if he 
could get the customers to come to his 
own home, and do so well selling there, 
he doesn’t see any reason why he can’t 
get them up one flight of stairs in his 
store, into the same kind of room. So 
far it has worked out very well for 
him. 

I also found quite a few dealers who 
were merely displaying and demon- 
strating their line of sets on the open 
floor, some of them without so much 
as a backdrop to set them off properly. 
The reason most of them have not 
provided a special room for television 
as yet is because they have no definite 
commitment of volume on deliveries. 

(Continued on next page) 
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BUILD Your 
SERVICE BUSINESS - 


Nykelkrom Toaster 
Element — Adjustable 
Mountings — fits most 
all toasters. 


Nykelkrom Flat Iron Element — 
formed core with wide slot fits 
90% of the Flat Irons includ- 
ing new thermostatic models. 


Complete line of Replacement 
Coils for most Electric Ranges — 
special heating units — flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 
resistance wire. 


SEND FOR COMPLETE CATALOG 


H. W. TUTTLE & CO. 


ADRIAN, MICH. 


REPLACEMENT 
HEATING ELEMENTS 


A Profitable Service business with 
satisfied customers is easily built 
with “Nykelkrom” Replacement 
Elements. 


Ga 


Heating : Elements 

64% and 5% inch bricks 
Single heat also for mul- 
tiple heat switches 


Cone heating elements 
for room heaters 











' 


Easy to sell because the Handyhot Port- 
able Electric Washer uses the same oscil- 
lating washer action as well accepted 
standard washer models. Smooth, 3-blade 
aluminum agitator is deep set to give 
thorough cleansing action, keep clothes 


and water in constant motion and wash: ? 


even the daintiest pieces gently and safely. 
A proven product further improved 

Now in permanent stainless steel with a 

larger, more durable tub and attractive, 

modern design. Washes up to 3 lbs. of dry 

clothes. So light in weight it is‘ easily 


filled at sink, carried to stove for steriliz- i 


ing or stored away in small space. 


Sells everywhere because a convenient 
second washer inevery home —for smaller, 
in-between washings—especially desir- 
able for baby’s clothes—ideal for aparte 
ment dwellers. f 


Smaller size porcelain washer also avail- 
able. 


Little Magic Wringer fits both washers. 





ELECTRIC WASHER 
APPLIANCES — FANS 


Other DeLuxe Handyhot Table Appliances 
Distinctive companion items to the Handyhot Portable Washers. 


Ree 


Sunkist Juicits Fans 


lrons Toasters 


Ay 


Heaters 


Handyhot Appliances are sold exclusively through regularly appointed Handyhot electrical and hardware distributors 


WANDYHOT 


lun By - 


SEE YOUR DISTRIBUTOR TODAY! 
CHICAGO ELECTRIC MANUFACTURING COMPANY 


8 Quality Electric Products Since 1903 
6333 West 65th Street, Chicagé 38, Illinois 
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THE NEW 1947 
































A, evaporative, fan-type cooler with adjustable 
metal fill-ins, that instantly fits any window from 24” to 
342” wide! Requires no extra supports. Note these other 
important features that make for quick sales: 


DYNAMIC NEW DESIGN*, only fresh air can enter new 


inset. orifice. 


eee AND WATER SWITCHES, controlled from inside 
of room. 
ADJUSTABLE DIRECTIONAL LOUVRES. 
MOTOR, requires one oiling a season. 

CABINET, 22-gauge, rust-resistant, welded steel, 
24” x 24” x 16 
FAN, big, efficient 16”. 

GUARANTEED MATERIAL AND WORKMANSHIP, 
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/ TOOLSHOP IN YOUR HAND | 














501p unit O™ 


IMMEDIATE DELIVERY 
PLACE YOUR ORDER TODAY 
Write for 64-page catalog 


CHICAGO WHEEL & MFG. CO., 1101 Monroe St. 





{INDOW 
TYPE 
COOLER * 





Manufacturing Corp. 


Phoenix, Arizona 





Reg. U.S, Pot. OF. 


This is it! 
jobs—the choice of mechanics and home craftsmen 
all over the world. There are more Handees in use 
than all other tools of this type combined. And more 
ectessories! Over 500 in the profitable Handee 
line, Sell them to all tool owners. 


THE FAMOUS 







. OF 


Too UsES 






THE FIRST AND FINEST! 


Industry's tool for exacting production 





Handee grinds, drills, polishes, cuts, 
routs, carves, sands, saws, engraves on 
any material—wood, plastic, metal, glass, 
horn, etc. Runs at a cool 25,000 r.p.m. AC 
or DC. Wt. 12 oz. In fine steel carrying 
case with 40 accessories, nationally adver- 
tised at $27.50. Handee only, with 7 
accessories, $20.50. 


SATISFACTION GUARANTEED —a 15- 
year history of satisfied Handee users en- 
ables us to make this absolute guarantee 
to your customers. 


® Combined with its exclusive precision 
attachments and custom-built accessories, 
Handee performs more operations with 
greater accuracy than any other portable 
tool at any price 









A COMPLETE ! 
Handee and 40 fine 
accessories in steel 
carrying cose. 
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They know they can easily sell the 
comparatively few sets they believe 
they will receive so they don’t see any 
sense at this date in pyramiding their 
investment in television by building 
special facilities. These merchants 
are jammed for space, but show them 
volume and they will be ready with 
more space. Meanwhile, they are 
feeling their way, slowly. Many of 
them have a set in operation at home 
to which they always can invite a 
good prospect. 


Room Length Important 


Several dealers pointed out that al- 
though the demonstration room did 
not have to be especially wide, it 
should be not less than 25 feet long. 
This is because many people prefer to 
be 15 feet or more away from the 
largest sets with the big tubes. These 
models stand out several feet from the 
wall so, making allowances at both 
ends, the consensus of opinion was 
that 25 feet was the ideal length. 
There is considerable dissatisfaction 
today in dealer ranks both with the 
average quality of the programs and 
with the program schedules. All say 
their customers rave over sports pro- 
grams, and most dealers agree that 
about 25 percent of the other pro- 
grams are fair enough, but nine out 
of ten say the rest are prety terrible. 
As for schedule time, they want to 
know, “How the hell we are expected 
to sell television to the public during 
the daytime when all we can demon- 
strate on a set is some station’s test 
signal—a plain name card?” Why, 


they ask, can’t the stations alternate, 
to cut costs to the minimum, with at 
least one of them on the air for 20 
minutes or so out of each hour be- 
tween two and five o'clock in the after- 
noon? 











Another outlet using the pull-drape idea for 
privacy is the Tusting Piano Co., which has 
curtained off a space, 9 by II, for use 
until the owner can formulate plans for a 
larger room, an addition to his present 





Dept. EM, Chicago 7, Ill. 


















3. ALUMINUM SHAFT 
— Lightweight, 
| er a 

tssecurely in the 
pickup without 
danger of twisting 
or loosening. 





1, NYLON KNEE— 
Produces a float- 
ing “knee-action” 















building. 
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whichabsorbs and 
reduces needle 
and surface noises 
and prolongs rec- 
ord life. 














2 seweL _— 

op quality, 
hand-polished 
sapphire assures 
the complete sat- 
isfaction of dis- 
criminating music 
lovers. 











THE 
MIRACLE 
PLASTIC 


produces a “knee-action” needle 
ride which achieves an entirely 
new quality of record reproduction. 


paernens valuable records 
from unnecessary wear. Gives 
reater effectiveness to the su- 
perior playing qualities of the 
sapphire jewel tip. Virtually 
eliminates breakage of playing 
tip by accidental dropping. 
Greatly lengthens needle life. 
Produces a pleasing, harmonious 
tonal balance. Yields a mini- 
mum of needle talk. Delivers a 
remarkably authentic record 
reproduction. 


Completely new in design and 
construction, the Webster 
Nylon Needle-was created to 
give dealers a needle they can 
recommend without. reserva- 
tion, to their most discrimi- 
nating patrons. 


weester ff} cuicaco 


5610 BLOOMINGDALE AVENUE, CHICAGO 39 


Now... as always... Webster means 
finer record reproduction 


PRESENTED BY 
THE MAKERS OF 
WEBSTER 
RECORD CHANGERS 
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“IRONING BOARD 
"= covers 





| WASHER 
» PROTECTORS 


IRONING © 
PROTECTORS| 
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“ “SOFTEE” 
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_—<s 


PRESSING =~ 
CLOTHS xn S 
and many other S * 





popular items \ 













Tex knit BURNPROOF 


IRONING COVERS* 
for Boards and Automatic lroners 
Also Burnproof Hot Pad Holders 
*Made of Asbeston, fine woven asbestos fabric de- 
veloped by U. S. Rubber Co. for fire fighters’ suits. 


(Order from your Wholesaler) 














Textile Mills 


Company 












Farm Refrigerator 
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When you get into an all-purpose 
farm refrigerator, Professor Montfort 
points out, you get a chance to make 
additional profits such as a premium 
on 3,000 Ibs. cream at 3¢ Ib. which runs 
up to $90; a premium of 70 cases of 
eggs at $1.50 a case amounts to $105; 
A premium on 500 Ibs. fryers at 3¢ Ib. 
which amounts to $15. A premium on 
1,000 Ibs. of cured pork at 5¢ pound, 
totals $50. 

It takes a room 6 ft. wide, 8 ft. long 
and 7 ft. high to provide adequate space 
for one carcass each of beef, hog or 
lamb, 100 Ib. each of turkey, chicken, 
2 crates of eggs, 2 cans of milk and 
50 cu. ft. of miscellaneous products, in 
addition to the space required for 25 
cu. ft. freezer compartment. Of course 
the amount of frozen storage space re- 
quired by individual families depends 
on individual tastes, food habits, cli- 
mate and the farm production program. 

H. W. Sterling of Salsbury, Md., 
concluded that at least 1,510 Ibs. of 
meat, fruits and vegetables would be 
frozen and stored during a year. The 
amount of freezer space needed to take 
care of this annual supply varied from 
13 cu. ft. in March and May to 35 cu. 
ft. in August and October. 

Cost of operation varies. One with 
300 cu. ft. of 30 deg. F. space and a 
25-cu. ft. built-in compartment at 
San Antonio, Texas used an average 
of 107 kw.-hrs. per month. Another 250 
walk-in with a 25 cu. ft. built-in freezer 
at Boerne, Texas, used an average of 
131 kw.-hrs. per month from the period 
of April to December. It held about 
1,200 Ib. of frozen food and 2,000 Ib. 
in the chill room. Two all-purpose re- 
frigerators with 300 cu. ft. chill rooms 
at 43 cu. ft. zero compartments at Pull- 
man, Wash., used 58.7 kw.-hrs. and 75.4 
kw.-hrs. per month. At DeKalb a two- 
compartment refrigerator and. freezer 
chest with 44 cu. ft. sharp freezing 
space operated at 10 deg. below F. and 
a 214 cu. ft. zero storage space used 
983 kw.-hrs, during the month of June. 

Most all purpose farm refrigerators 
are home made, industry not having yet 
put out a knock-down box to be sold 
commercially. Professor Montfort’s 
studies show what is needed and what 
is expected in this line of equipment. 





“PLUS” FEATURES THAT MAKE 
IT EASY TO SELL VOSS WASHERS 





(ves, DARLING . . . MOTHER WILL 
BE THROUGH VERY SOON. YOU 
SEE, MY VOSS WASHER DOES ALL 
OF MY WASHING SO QUICKLY 





‘heseeues WHITE! 





. AND EVERYTHING WILL BE 
om 














VOSS BROS. MFG. CO. 


SINCE 1876 DAVENPORT, IOWA 
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“THEN IT SAYS YOU PLUG IT IN AND RECEIVE 
WORLD-WIDE RECEPTION” 


1947 


... SHOWMANSHIP WITH A PURPOSE 


AMERICA’S MOST COMPLETE EXHIBIT FACILITIES 
ALL IN ONE PLANT...with over 15 years of 


Leadership and Experience! 


Toastmaster 
Exhibit 


Used in Many 
Shows 


SEND FOR COMPLETE INFORMATION 


FREE! ... JUST OFF THE PRESS... Large 8 page 
brochure with 110 photographs and complete information about our 
exhibit service. Write for it today on your company letterhead. 
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Here’s a (Ow Pyiced 


Light Duty Delivery and 


Service Body 
for APPLIANCE DEALERS 


® Saves Man-Hours 
© Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 













ALL-STEEL welded con- 
struction. Spacious interior 
with weathertight compart- 


Available 
with overhead 


ladder racks. 





ments on edch side for tools, 
repair parts, etc. Other ac- 
cessories optional. Designed 
for “2 ton chassis. 


ENGINEERING CORP. 


2546 EAST 79th ST., CLEVELAND 4, OHIO 





. for the Housewife 





The Appliance for 
Home Floor Polishing . 


TOADROY ‘Whirling Friction” 
ELECTRIC FLOOR POLISHER 


* Light Weight (13 Ibs.) 
* 9-inch Brush 
* Easy to Use 
* Sturdy Construction 
* Powerful New Principle Motor 
(gear-in-head) 


* Direct Drive—no belts or pulleys 


Dealers: A floor polisher the housewife 
is proud to own as she now can be 
always proud of her floors. She uses it 
as frequently as her vacuum cleaner. 
Maintains brilliant floor luster, whether 
wood, tile, or linoleum. The ‘‘Florshow"’ 
model with plenty of eye-appeal. 





Immediate Delivery. If you don’t 


“Your Floors 
Reflect You" 


know your distributor, write today. 


TOADROY MANUFACTURING COMPANY 


DEPARTMENT P-38 
WELLINGTON ee KANSAS 
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They Modernize the Farm Home 





Normally, the Modern Equipment 
Company keeps two men traveling 
through the rural regions. The first 
requisite of these men is their thor- 
ough knowledge of local farming and 
ranching, supplemented by training in 
the application of electricity to the 
rural home and business. When there 
are enough appliances available, the 
McCollums will add men whose spe- 
cialty will be selling the Hotpoint 
complete electric kitchen to the farm 
homes. 

Adding to the selling work of father 
and son, plus the field men, is a pro- 
gressive program of advertising and 
promotion. Direct mail, working in 
cooperation with the Montana Power 
Company which provides its dealers 
with a stenciling and mailing service 
to its subscribers, has been effective 
because the rural people plan their 
shopping in advance for the usual one 
trip per week to Great Falls. 

When the Modern Equipment Com- 
pany took on the Mid-States farm 
welding equipment, it used this method 
of direct mail announcement and sold 
40 welding units in three months. 

The local radio station and the local 
newspapers, plus farm weekly news- 
papers, are used by the McCollums to 
reach their spread out market. 

A necessary part of the Modern 
Equipment Company’s selling policy is 
making credit available. Although 
today, many farmers and ranchers are 
willing to pay cash for several thou- 
sands of dollars worth of appliances 
and farm electrical equipment, in 
normal times the omne-crop-a-year 
farmer uses and need credit. The Mc- 
Collums have arranged with the Com- 
mercial Credit Company to finance 
the rural dweller’s purchases of appli- 
ances. Water pumps, water heaters, 
water heaters and softeners, etc., can 
be financed through the FHA. 

None of the McCollums’ plans for 
the future, none of its success in the 


CONTINUED FROM PAGE 4% 





past, could be possible in this area, 
selling to this market, without ade- 
quate facilities for service and mainte- 
nance of all the electrical and allied 
equipment they sell. 

They know that the rural people are 
much more service minded than people 
in the towns, and that the war years 
increased this emphasis on ‘adequate 
service. 

The Modern Equipment Company 
keeps two experienced men in its serv- 
ice department. The store’s $2,000 
stock of washer parts for every make 
of washer is the largest in Montana, 
the McCollums believe. They have 
$1,000 worth of parts for Briggs & 
Stratton engines, another $1,000 worth 
of parts for pumps. 

Although the shortage of goods is 
holding back the sales activities of the 
Modern Equipment Company, the 
McCollums are satisfied with their 
$100,000 gross for 1946, are enthusi- 
astic about potential business await- 
ing appliance dealers in rural districts. 
They know that farm income has been 
higher than that for any other eco- 
nomic group during the war. They 
know that the farmer paid off his 
debts, saved much of his income, 
tagged much of it for modernization 
of his home, farm buildings and equip- 
ment. They know, too, that since the 
war ended, the farmer’s income has in- 
creased above the war time level, and 
that the world-wide need for food will 
keep the farmers busy for several 
years. 

The McCollums know that with 
their well-planned organization, their 
13 years of experience in selling elec- 
trical appliances and equipment to the 
farm home, there are busy times ahead 
for them. If northern Montana doesn’t 
end up with a high percentage of com- 
pletely equipped electrical rural homes, 
it won’t be because E. J. McCollum 
and his son Harold haven’t made every 
possible effort. 





The McCollums keep two experienced servicemen to handle repairs of every type of 
electrical equipment they sell. War-time demands, plus added lines, have taxed the 
department, crowded every inch of the available space. 
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To heat any size area, for offices 
and stores, for factories and ware- 
houses, for commercial buildings 





= and garages... there’s a Reznor 
elec- heater JUST FOR THE JOB. Floor 
o the models or suspended types have 
ahead the famous Reznor Heat Ex- 
— changer units... many thousands 
omes, in use! If you are interested in 
ollum heat at less cost and with less 
every trouble, investigate Reznor unit 


heaters. 





sna ‘niaineas 
0 
FLOOR MODEL 


A SIZE 
FOR EVERY 
NEED 





REZNOR CO. 


MERCER, PENNA. 
GAS HEATERS SINCE 1888 


NO BOILERS NO STEAM LINES 
NO FIRE TENDING 


NO FUEL STORAGE . 












INVOICING. 


ment. 


Streamlined Record Distribution 





“Cutting down on inside help, a 
factor today when experienced help is 
scarce, a factor tomorrow when cost 
of operation will be more important 
than it is now. 

“Selling up the dealer—at a counter 
the dealer gets what he asks for; in 
the cafeteria he roams through the 
racks, sees many records which he 
realizes he has a market for. It boosts 
our volume and at the same time in- 
creases the dealers’ sales. 


Improves Dealer Contact 


“Keeps the dealer in close contact 
with the office here, supplementing his 
relationship with the salesman that 
calls on him. It encourages him to 
come in more often. Gives us a 
chance to discuss his sales problems, 
add to the help our salesman gives 
him, It gives us an opportunity to 
demonstrate large merchandising helps, 
neon signs or racks that may be too 
large for the salesman to carry or 
which are difficult to demonstrate to 
the dealer on his own counter.” 

Added feature of Meyberg’s record 
cafeteria: as the dealer strolls through 
the racks he can use a metal push cart, 
put on it any records he selects, then 
stop at the desk and have them billed 
to him. For the dealer who wants 
help, there are experienced salesmen 
at the counter ready to go through 
the cafeteria with him, pointing out 
latest additions to the stock, tipping 
him off on selections which other 
dealers have found profitable, advising 
him of ways to push certain discs. 


Billing Is Simplified 


Into the streamlined pattern of Mey- 
berg’s post-war record distribution, the 
distributor’s problem of billing. the 
dealers problem of paying, has felt the 
scythe of simplification. 

At the time of packing the retailer’s 
order, when from his bin all records 
that have been assigned to him during 








the week are taken to the shipping desk, 
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At the end of a week, each dealer's bin is emptied. 
At this desk an invoice-packing slip is made out to accompany ship- 


CONTINUED FROM PAGE 43 





a packing slip-invoice is filled out. 
On this slip. is a record of all items 
packed—a record with which the dealer 
can check the package when opened— 
with the list price of each item and 
the total cost to the dealer. This sheet 
at the same time ‘is the dealer’s in- 
voice, 


No Headaches 


Says Bob Bird: “This is a saving 
for us, and it is a convenience for the 
dealer. It saves us a major operation 
—that of totalling, itemizing and bill- 
ing each dealer at the end of the month. 
To the dealer, it means that he pays 
for what he gets, and only that. He 
gets his bill at the same time he gets 
his goods—there’s no question, after he 
checks the packing slip-invoice against 
the shipment, that his bill is correct, 
both as to quantity and price. There’s 
no chance of his being billed an incor- 
rect figure based on a mistake in total- 
ling the cost of several shipments, nor 
can he be billed for goods in transit, 
nor will he be billed when he may 
already have a check in the mail.” 


Separate Department 


The Meyberg record department, 
serving 380 retailers and 150 coin 
operators, is a separately functioning 
department, one of three divisions of 
the Meyberg organization—appliances 
(Bendix, Norge, RCA-Victor, etc.), 
and electronic-radio supplies, are the 
other two. All three sections are cor- 
related by W. J. Lancaster, vice-presi- 
dent and general manager. A. H. 
Meyer, the popular “Al” who is a 
prominent figure in the Pacific Coast 
Division of the National Electrical 
Wholesalers Association, is president, 
and Allan Pontius is vice-president. 

Another department, electrical sup- 


plies, was sold out by the Meyberg 
organization at the end of the war to 
enable the concern to concentrate on 
the closely related fields of appliances, 


DRAKE 


RELIABLE 
. SOLDERING 
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DRAKE ELECTRIC 
WORKS, INC. 


3656 LINCOLN AVENUE 


CHICAGO 13, ILLINOIS 





records and radio supplies. 





PAGE 227 


DO A DOUBLE-BARRELLED 
MERCHANDISING JOB WITH 


|) Display it in your window 
3 turning a dummy turkey 
three times a minute! 


| i! YOU want a dynamic, eye-catching window, take this tip and present 
KASSON ELECTRIC BAR-B-Q in a realistic outdoor fireplace setting with 
a dummy turkey revolving on the spit. You know the puliing power of 
motion displays. Experts say they stop many times more passersby than 
any still display, and increase business storewide. 


Barbecue fans everywhere buy and enjoy this new electric turner because 
it eliminates tedious hand turning and allows meats to cook evenly and 
deliciously without burning. Your customers too can relax with KASSON 
ELECTRIC BAR-B-Q ... And you can sell it to them profitably. 


HERE ARE A FEW OF ITS MANY FEATURES 


Turns three times a minute * Operates on 110 Volts A. C. © Equipped 
with fifty feet of cord « All metal, portable, sturdily built to last 
for years * Height and width adjustable * Can also be used 
indoors. 

Many distributors from coast to coast stock KASSON 
ELECTRIC BAR-B-Q for immediate delivery and can also 
supply you with an attractive, specially designed dummy 
turkey for your displays at less than cost. See your dis- 
tributor NOW, or write us for full information. 


GENERAL DIE AND STAMPING COMPANY 
DEPT. T, 264 MOTT ST., NEW YORK 12, N. Y. 


List Price $39.50 as 
ihustrated (Higher 
in the West) 











New homes in cities and on the farm will lead 
to more profit for you with DURO added to 
your line of merchandise. Duro Pumps, 
Water Systems and Water Softeners are a 
“natural” in design, appearance and as addi- 
tional profit builders. DURO has been manu- 
facturing quality—c ppealing—pro- 
ducts for more than 32 years. Line up with 
— Find out how you can add the DURO 
ine. 





Write today for new Water Systems Catalog 
and latest prices. 


Duro “Mon-O-Matic" water 
Softener. It's automatic. 


fF 
as TRO 
=e. 


Rv\ 


DAYTON 
OHIO 
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Fair Weather Dealer 
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Blight's choice as record department mana- 
ger-salesman is ex-Navy pilot Bob Sidoff. 
The teen-agers oh! and ah! patronize his 
department in droves. 


plus the fact that the record business 
was increasing rapidly at that time. 
Also, the young couples who were mi- 
grating to San Carlos and vicinity 
would be a profitable market. 

In a small store on the main street 
opposite the town’s new, large, and 
only movie house, Blight opened his 
phonograph record shop in 1939, From 
there on the business, guided by an 
astute business sense and pushed by 
ambition, did a “Topsy”. It was just 
doing something that came naturally 
for the prospering record store to take 
on a line of radios and record players. 
And that led to the addition of a radio 
service department. Then, with a good 
store traffic for radios and records, it 
seemed right to add appliances. These 
had to be serviced, so Blight expanded 
his radio service department, added an 
experienced appliance serviceman, and 
he was ready to service the full line. 


The Weather Changes 


That was the Blight setup in 1941. 
Blight had developed a prospering 
appliance, radio and record business in 
a community that was still growing 
rapidly. He and his family were living 
in the sunshine country they had 
sought. 

And then the weather changed, not 
once but twice, 

Along with the rest of the nation’s 
appliance dealers, Blight suddenly 
found that the radio and appliance 
factories were turning to war goods, 
that his dwindling stock would not be 
replaced for a long time. Blight had 
to do some fast thinking. His wife, 
Virginia, who had been almost equally 
active in their enterprise, joined him 
in thought. Together they decided on 
Blight’s expanding his appliance and 
radio repair business. And Mrs, 
Blight was to take over the store, con- 
tinue the record retailing business and 
add to it a full line of baby clothes 
and accessories to capitalize on the 
prolific qualities of San Carlos’ grow- 
ing community. 

(Continued on page 229) 


MARCH 1, 





These fast selling 
low cost items 
will make 


PROFIT FOR YOU! 


Timely, sure-fire sales items now 
available! Quality products that sell 
on sight—merchandised to give you 
a plus margin of profit! For domes- 
tic, industrial and laboratory use ... 
everyone's a potential consumer! 


@ HOT PLATE 

Sturdy, one piece metal construction with 
genuine Nichrome element. 600W- 
115V AC-DC. Nickel plated finish. To 


retail at geeeusanecueee 


Model No. C-1 


@ COVERED ELEMENT PLATE 

Compact, safe, sturdy. Element is en- 
tirely enclosed in metal. With attractive 
nickel plated finish 600W-115V AC- 
DC. To retail at cvcscoses Uae 


Model No. WC-101 


@ CHROME COFFEE BREWER 

For all glass coffee brewers. One piece 
fool-proof, heavy metal construction. No 
handles or legs to break or burn off. 
Heating unit easily removed to facilitate 
cleaning. 600W-1 15V, AC-DC., In 
gleaming Chromium plate. To retail 


All ed 24 to the carton. 
for 220V on special order. 


oe 


R.C. VICTOR MANUFACTURING CO 
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In the radio section, adjoining the l 


and binations as well as the classical 





album display, is this lounge area where customers may relax while discussing major pur- 


chases or listening to the consoles. 


Both wartime expedients were pros- 
pering by the next year, 1943. Then 
the second storm hit. While crossing 
an arterial highway in San Carlos, 
Blight was hit by a truck and seriously 
injured. For two years, while Mrs. 
Blight managed the store, and Blight’s 
experienced service manager Hedley 
McDonald kept the service business 
going, Wallace Blight was hospitalized. 


Sunshine Again 


In 1945 the storms cleared. Blight 
recovered sufficiently to return to full- 
time work and to turn his attention to 
the post-war market in San Carlos and 
to what he could do about selling a 
large share of it. 

The answer was disclosed the night 
of August Ist, 1946, when a small boy 
fell asleep. When he dropped off, the 
counter in his small hand had already 
registered 2200 people as they entered 
the shiny new 55 by 70 foot appliance, 
radio and record store that the Blights 
were opening that night in their new 
building on El] Camino Real, the main 
highway which cuts through San 
Carlos. 

Using a corner location, Blight had 
built his store so that the full-glass 
front would curve around the corner, 
opening his showroom to both auto and 
pedestrian traffic for a long distance. 


He had chosen to leave his old spot 
opposite the theatre in spite of the 
many advantages of being in that 
heavy-street-traffic area. There were 
disadvantages in the old location that 
Blight overcame by locating on the 
highway. He obtained additional space 
for a model kitchen and for a complete 
laundry. He is now able to offer 
plenty of parking space, an important 
drawing factor in that locality. To 
compensate for the street traffic, which 
would diminish somewhat in his new 
location, he added the large amount of 
transient auto traffic that uses the 6- 
lane highway as a connecting link 
with all nearby towns. 


The New Store 


Blight has departmentalized his 
new store, yet he has done it by the 
arrangement of stock, not by any 
physical barriers. 

Major appliances receive the front 
area of the floor, with tiered-tables of 
small appliances forming aisles leading 
to the office, service window, and 
record department. To the rear, left, 
of the major appliance display, are 
two three-walled rooms opening off 
the sales floor. One will be used as a 
model kitchen, the other as a complete 
laundry. 

(Continued on page 230) 
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Here's the kind of clean, business-like appliance delivery customers 
appreciate, remember and talk about. Just unfasten a Slingabout, slip 
it off and presto —the appliance is delivered factory fresh and free 
from mars right in your customer's kitchen. No messy unpacking. No 
damage to premises. Slingabout's thickly padded, flannel lined canvas 
jacket completely protects product and property. Sturdy slings facilitate 
handling, lessen risk of strain and injury in lifting or moving. Slingabouts 
can be slipped on, strapped fast and Slingabout protected appliance 
swung on your truck in a matter of minutes. Remember, customers buy 
your product because they identify your name with quality. Protect this 
business-building impression by making sure your appliances get Sling- 
about protected delivery. Slingabouts pay for themselves through re- 
peated use. Write today for descriptive circulars and prices, mentioning 
the make of appliances you handl 
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WEBB MANUFACTURING COMPANY, 2918 N, 4th St., Phila. 33, Pa. 
Send Slingabout prices 





















for Model No Make 

NAME_ ee Sa 
ADDRESS. ee ee 
CITY. STATE__ 





Check appliance: Refrigerator [] Range (C] Freezer [1] Washer [J] 


r------ 


































“when it's an Armstrong eee 
depend on it ... it's the 
best of its kind.” 


NEW HEATER 


Model No. 616 Portable Electric heats 
by radiation and circulation. The 
patented nichrome heating element is 
guaranteed for 5 years against burn- 
out. Made of finest enameling iron 
with handsome chrome plated reflector. 


Choice of walnut or ivory porcelain 
Copocity—1320 watts. 110-115 volts, AG 


finish. 
Size 142°" wide, 19" 


oc. high, 9°° 
ARMSTRONG IRONER —ezz, , rorsterty priced ot's14.25. Civese 


No woman can resist it. This 
smooth running Armstrong lroner 
Model M-21 is compact, portable, 
designed to give years of service. 
It features the 21" roll; thermo- 
stat; pilot light; elbow operating 
lever; uniform pressure shoe; non- 
slip rubber guards. 























Retails for just $46.95 (West of Denver $48.95). 














FIRST SHIPMENTS 
GOING FORWARD NOW 
Order from your 
Jobber 





ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. V. 

















DEPT. EM, 
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Atuother LIMINITE Product 


to bring MORE 
eich Profits to YOU 


—— 























Always — 
Easy to find 
Easy to plug into 


— 


a Safety Nite-lite 


Pe ee 


Newl... Lee {/ 
CONVENIENCE OUTLET’PLATE 


Enthusiastic public response to the LumiNite Automatic Switch Light inspired 
this amazing new LumiNite duplex convenience outlet plate. Lighting the 
way to hidden, hard-to-find outlets, the soft-glow of its sealed-in electric 
light makes outlets easy to locate and plug into accurately, day or night. 
Also serves as a permanent safety light . . . ends fumbling and stumbling 
in the dark. Beautifully molded of ivory or blown plastic, it matches the 
LumiNite Switch Light — affording a completely matched LumiNite line! 
Operates for less than 2c per year, lasts for years without a burn-out, 
and is backed by an unconditional renewal guarantee. You'll realize 
immediate profits from this popular, fast-selling, modern electrical con- 
venience — it's ready NOW! Write for details on the complete LumiNite 
line and the extensive merchandising helps furnished FREE 


ASSOCIATED PROJECTS COMPANY 
80 E. LONG ST COLUMBUS 15, OHIO 


By Makers of the Popular 
Val} |} ITE AUTOMATIC 


SWITCH 






























MET MEIC HOME APPLIANCES 


Division of MATAM CORPORATION + 45-18 Court Square, Long Island City, N. Y. 











Notion focry = DUBOFF & COMPANY a) 


Soles Agency 
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Fair Weather Dealer 
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Blight has franchises for General 
Electric, Philco, Norge, Bendix and 
Apex major appliances, plus Smith 
water heaters, Hoover vacuums, Deep- 
freeze cabinets, Simplex ironers. 

The radio department is centered 
between the major appliances and the 
record department. Console radios 
and radio-phonographs are displayed 
near comfortable lounges and chairs 
where prospects can relax while they 
make their selection. Small radios and 
record players are located closer to 
the record department and the smaller 
appliances where they are subjected to 
a heavier floor traffic. Blight carries 
GE, Philco, RCA, Hoffman and Avi- 
ola radios. 

Radio phonograph combinations of 
the high-fidelity, higher priced type, 
will be displayed in a separate room 
upstairs where privacy and comfort 
and good acoustics will be provided 
the prospects for these items. The 
room will be equipped for advan- 
tageous demonstration of television 
receivers when they become available. 


Records Still Prominent 


Development of a full-size appliance 
and radio business has not made Blight 
neglect his original line, phonograph 
records. The whole right wall of the 
new store has special racks for the 
display of albums, and there are two 
large tables on the floor for single 
records. A section of the window is 
reserved for promoting the record 
department. 

In the rear of the record depart- 
ment, adjacent to the office, there are 
three enclosed listening booths. Novel 
feature—the door switches, “normally- 
off” switches which control the record 
players. It is impossible to operate the 
record player unless the door of the 
listening booth has been closed. This 
idea prevents the sound from spreading 
over the whole store, and it prevents 
anyone from leaving the turntable run- 
ning when he leaves. 

Turning away from the popular 
custom of using nylon-hosed twenty- 
agers to serve the bobby-six teen- 
agers, Blight has put his enlarged 
record department in charge of Robert 
Sidoff. Bob is a tall, dark, handsome, 
ex-Navy pilot who knows his music, 
both popular and classical. Blight says 
that he knds young men more reliable 
as clerks and department heads, and 
when one happens to look like Bob it 
is a big drawing card for the girl cus- 
tomers. 


Keeps Emphasis On Service 


The appliance and radio service de- 
partment that kept the store going 
during the war years has been housed 
in a separate building in the rear, but 
there is a service counter at the rear 
of the store. The department, which 
now has four men and two trucks, is 
still headed by Hedley McDonald, who 
took over when Blight was incapaci- 
tated. 

The store handles all its own deliv- 
ery, installation and repair work, as 
well as actively soliciting repair 
work. 
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KITCHEN 
PLANNERS ... 


YOU'VE TRIED THE REST., 

NOW BUY THE BEST AND 

ONLY TOOL THAT’S FAST 
ON THE DRAW 


STERLING 
DRAF TM 





YOU CAN'T GO WRONG 
SAVES 50% TIME AND EFFORT 
PAYS IT’S OWN WAY THE FIRST 
TIME YOU PUT IT TO WORK 


(2 = 4 


Nothing to a out of order 
Send Today For Details 


“STERLING DRAFTKIT 


Divn. *Home Service Bureau, Inc. 


8th Floor . . 122 S. Michigan Ave. 


Chicago 3, Ill. 


(*Reg. Patents & Patents Pending. U.S.A. 
& Foreign Countries) 














JOBBERS! 
ROTO-TRAY 


Sensational All-Plastic 
Ice Cube Tray. 


Just Twist It - Ice Pops Ou 


Waste. 
@ Saves 1/3 Ice—Odorless. 


Live Wire Jobbers 


REPUBLIC 
MOLDING CORPORATION 


4643 W. Lexington Avenue 
Chicago 44, Illinois 











@ No Melting—No Messy Dripping or 


@ Flexible—Easy To Remove Anytime. 


Write for complete information. 


t 
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The County Fair —A Best Seller 
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E. R. Chisholm, owner. 
first saw while it was on display at the fair. 


“But they tried to buy the samples 
I had on exhibit,” he says. “Many 
people got me off to one side and whis- 
pered ‘Bet you fifty dollars you can’t 
deliver that to me today’. But it 
wasn’t always that way—and I know 
it won’t be that way for such a very 
long time now.” 

A potent selling aid in Mr. Chis- 
holm’s favor—and in favor of all 
Tupelo dealers, for that matter—is the 
fact that this city has an ordinance 
which for several years now has re- 
quired that all new construction be 
wired for electricity. 

Mr. Chisholm has handled Frigid- 
aire products since 1926, with the ex- 
ception of two years in the 1930's. 
He also handles Easy Washer, Thor, 
RCA and Voss lines. His 50 by 125 
foot store is an up to date, modern 
building in the heart of Tupelo. He 
has five employees on his payroll, all 
of whom are enthusiastic fair boost- 
ers. 

Mr. Chisholm has 10 rules for get- 
ting customers from the average 10,000 
to 12,000 souls who, according to offi- 
cial estimates, attend the annual Tupelo 
fair every day. 

“I guarantee that if a dealer whose 
situation and location are comparable 
to my own, will take his county fair 
as a serious means of advertising and 
selling, and will observe ten simple 

tules in doing it, he will find it a 
highly profitable investment,” says Mr. 
Chisholm. 


Chisholm's Ten Rules 


His 10 rules for operating a fair 
booth, with hints to the exhibitor, are: 


1, Make a showplace of your booth. 
A fair is a show and people who go 
to see it expect a show. Give them 
expert demonstrations with equip- 
ment in action. It’s a rare individual 
who won’t stop and look at a washing 
machine in operation. 

2. Decorate your booth carefully. 
Eye-catching is important. That’s 
why colored streamers and uniforms 
are used in a parade—and your ex- 
hibit is certainly on parade at a fair. 

f course you can overdo it but if you 


Many customers come into the Chisholm Electric Company to inquire about appli- 
ances they have seen on display at the county fair five years ago, according to 
Here a customer is being shown a refrigerator which he 





spend plenty of time in working out 
an attractive arrangement, you'll find 
it pays. 

3. Keep trained personnel in the 
booth at all times. A demonstrator 
with a smile who can answer questions, 
show equipment and hand out litera- 
ture is invaluable. Nothing’s worse 
than a fancy booth with nobody in it, 
and nothing’s better than a trained 
demonstrator who knows the technique 
of handling fair crowds. 

4. Give away something. Half of 
the human race expects to get some- 
thing for nothing at a fair. Prize 
giving is good advertising and a good 
way to keep your name before the pub- 
lic. And nothing better has been 
found to draw the traffic. 

5. Keep a guest register.People 
will sign almost anything but a check, 
particularly if the registration is for 
some kind of a prize. The register 
will provide a good prospect or mailing 
list for future use. 

6. Don’t try to sell from the booth. 
It won’t work because crowds at a 
fair are in a holiday mood and want 
to spend their money on the midway. 

7. Give out literature.They won't 
stop and read it but they’ll lug it home 
every time and a day or two later, pick 
it up again to read it. 

8. Stay in character.Be part of the 
fair itself. Music or other entertain- 
ment may be a big factor in drawing 
traffic to your display. 

9. Be hospitable.Nothing is more 
appreciated by a footsore and weary 
housewife than a comfortable chair. 
Keep a couple of them handy and in- 
vite the ladies in to sit down a while. 

10. Make your display complete. 
If your booth isn’t big enough to hold 
all the appliances you’d like to show, 
use photographs. Let the traffic know 
everything you're selling because 
they’ll remember it, sometimes six or 
eight months later. 

“I’ve become such a fixture at the 
fair that many old customers now drop 
around and tell me it wouldn’t be a 
fair without my display,” Mr. Chis- 
holm chuckles. “It all adds up to this 
—if you don’t keep your name before 
the public, they’ll soon forget you!” 
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Apple Green 


...in sparkling baked 
enamel . . . each in 
combination with rich 
gleaming chromium 
—to match the 
kitchen color scheme. 


Can-0-Mat 


TRADE MARK 


SUCCESSOR TO THE CAN OPENER 


MANUFACTURING CO. 


KANSAS CITY, MO. 








ADS LIKE 
THIS— 


in magazines like 
Field and Stream, 
Outdoor Life, 
Country Gentleman, 
Farm Journal, Pro- 
gressive Farmer, 
Better Homes and 
Gardens, Saturday 
Evening Post, 
Collier's, and 
Holiday — are 





A New 
7000 lie lL 


FOR THE WHOLE FAMILY 


With Harder-Freez a can 
have all favorite foods instantly 
available, the year ’round! En- 
joy original flavor and goodness 
of frozen foods. Worthwhile 





savings. Chest and Upright | ching and 
Models 12 and 18 cu. fe weit | influencing millions 
of prospects for 
FOR FOOD Harder-Freez Home 





AT ITS BEST! | Lockers! Doalershi 


available. See the 
Tyler agent or write 


TYLER 
FIXTURE 
CORP. 


NILES, MICHIGAN 


AUN) AS [ue ’ 


wt 0% 
~ 0 Piss 





TYLER FIXTUR 
CORP. Dest Eh 3, 
Niles, Michigan 
Rush information on Harder-Freez 
Home Locker. 














231 


PAGE 












THE PIN-UP 


men — it’s a Pin-Up Lamp with 
appeal — a lamp with dignity a 


Note the unique individual package. Shade 


and reflector in one section — 


bracket in the other — both sections so 
designed that they protect all parts from 
possible damage. Moreover the lamp is 
ready for delivery to your customer. 


Packed 6 of a style in a stout 
Master Carton. All Verplex lamps 
are furnished complete with 6” 
plastic reflectors, all-metal sock- 
ets and rotary switches. 









LAMP THAT'S 





DIFFERENT /* - 


Attractively designed by talented artists; 
skillfully and sturdily made by lamp crafts- 


real sales 
nd charm. 


base and 


EASY TO SELL 


Write for a catalog describing 
the many styles and models, re- 
tailing from $3.95 to $9.95. 


New York Office: 225 Fifth Avenue 
Los Angeles Office: Merchandise Mart 


, Minneapolis Office: 400 Sexton Building 


THE VERPLEX COMPANY 


At Essex, 
Connecticut 


















9 BIG FEATURES 


“Second to None” guarantee 
with each iron @ 5-way auto- 
matic control e@weighs 42 
pounds—not too heavy, not 








ane, 
Guarantee - 
pecTaic I 
piomar © et oo eer ot 
ne toot _ 
eorenieet Sass * 


hy 


. roman TLACTONE 10 are" 





too light, but just right © even RETAIL 
heating over entire ironing PRICE 
surface @tip-up heel plate $9.95 
@modern streamlined design Including tax 
@molded handle stays cool ° 

® built-in7-foot cord @evenly DEALER PRICES 


distributed heat ranges up 
to 1000 watts. 


1 to S$— 


6 to 143— $6.33 Pa 


$6.58 


144 or more— $5.97 








Y, ORDER 
DIRECT 


PIONEER PRODUCTS, INC. 


MAIN OFFICE: 5224 FAIRLAWN AVE., BALTIMORE 15, MD. 
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City wholesaler. At the same time 
they got one iron from Cayot-Well- 
man. A gift dealer in Cheyenne re- 
cently received six irons from a Den- 
ver distributor and one from Cayot- 
Wellman. 


Separate Invoices 


“The fact is we received a gross of 
irons and passed them out with 135 
separate invoices.” 

The Cayot-Wellman salesman called 
on the Gnadt Hardware three times to 
one call made by the wholesaler in 
Salt Lake City, Mr. Cayot said. But 
when an iron breaks down, they always 
send it right back ot Cayot-Wellman 
to fix. 

You can go all over the Cayot-Well- 
man territory and find that retailers 
are splitting up their accounts all over 
the map. None of the wholesalers sell- 
ing them small appliances is making 
any money. 


Small Margins Out 


As volume comes back in the appli- 
ance market, Mr. Cayot believes that 
the men are going to start giving a 
kiss and a promise to the items which 
are peanuts in profit. Merchandise on 
which a distributor can only make 10 
to 12 percent will go out the window, 
he says. At the present moment major 
lines of appliances are carrying small 
lines, in his opinion. 

If the distributor’s men discover that 
they can earn more money on non- 
electrical than they can on electrical 
merchandise, that is where their efforts 
are going to go. Pressure cookers 
which give a distributor a 23 percent 
margin will naturally get more atten- 
tion than small appliances giving him 
15 percent. Bicycles carrying 24 to 25 
percent margin look better than radio 
with 20 to 23. Refrigeration and 
ranges at 18 percent are interesting 
when they yield a volume that makes a 
good living for the man who distributes 
them. The same goes with 20 percent 
on washers and gas heaters. The 
heart still lieth where the purse is, 
says Mr, Cayot. 


Exclusive Representation 


“The appliance industry needs to 
take a leaf out of the automobile book,” 
he says. “There is going to be a 
trend one of these days toward exclu- 
sive representation in each distribu- 
tor’s territory,” he says. In no other 
way can a distributor get the volume 
which will induce him to really get 
behind small appliances. With 15 dis- 


| tributors selling the same product in 


this territory, the product is of no 
great interest to any one of them. 

“I think the logical way for a 
manufacturer to operate is to set up his 
requirements and make his distributor 
hustle to reach his quota. 

“If distributors spread out too thin, 
and become wholesalers, the appliance 
industry is going to suffer the most. 
Because, and I say it again, the appli- 
ance business won’t stand dilution of 
attention.” 
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ELECTRIC 
TRIMMER 




















Reasonably priced 
. + . complete cata- 
log and prices upon 
request. 

Exclusive HEDOGE- 
MASTER double 
action provides un- 























from entering the 
cutting blades ner 
to limit the size of 
stalk to be cut. Duo 
position cutting 
head may be locked 
in two different 




















anced design ... 
equipped with 14° 
Reach-Ezy insulat- 
ed handle... pow- 
ered by Universal 
motor for use on 
AC or DC current 
... weight approx. 
imately 5 tbs. ... 
72" blade for heavy 
duty trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 











































America's Popular Freezer 


SCHELM 


BFOTHERS INC. 


A PEORIA, ILL. a 






Pioneers in rs 
Food Freezing & 
Equipment... 
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THE DARK 
































% Molded of new, improved luminous 
plastic that emits blue-white glow 
thru hours of darkness. 

* Glows 7 to 8 hours with only min- 
utes of exposure to light. 

% Absorbs both artificial and daylight. 

% Practical, unbreakable and wash- 
able. 

% Quick turnover—full profits. 

%* Colorful sales display—tfree to each 
dealer. 

%* Retails 25c single gang; 42c double 
gang. Attractively packaged (in- 
dividually) with quality screws. 

Order from your jobber 


4600 West Huron Street Chicago 44, Illinois 
Manufacturers of the famous Gits Knives, 
Games, Savings Banks, Protect-o-shields 
Switchplates, etc. 
Canadian Distributors: 
Myer Bald Ltd., 69 York St#., 
Toronto 




















ELECTRIC FENCE CONTROLLERS 


Electro-Line is built for farm- 

ects who appreciate fine farm 
tools—they have made it the 
leading brand of electric fence 
controllers. Year after year 
more dealers appreciate this. 
They find Electro-Line brings 
them increasing sales and 
steady profits. 


Ask your jobber about the 
five Electro-Line models in- 
cluding battery, hi-line and 
combination controllers—and 
the new Accessory Kit. 


Handle Electro-Line — the 
complete line for electric 
fencing. 

ELECTRO-LINE 
PRODUCTS CORP. 


» 120 N. Broadway 
Milwaukee 2, Wis. 
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DEALERS, SELL SELF-FLUX/NC 
v 


For Repairing Broken 


-~ 


A QUICK SELLER— 


NEEDED IN EVERY HOME! 


Nichrocite Paste enables anyone to 
repair broken or burned-out heat- 
ing élements in electric stoves, fur- 
naces, toasters, irons, grills and 
other equipment quickly and thor- 
oughly. Simply overlap ends, apply 
Nichrocite Paste and turn on the 
ourrent—a perfect weld results. Used 


& NICHROCITE 
Shy, 


Heating Elements 








by big utility companies and re- 
pair shops, and is particularly 
handy for those hard-to-reach 


For 


momo: places. Our popular (5¢ can (re- 
tail) will repair 3 to 5 average 
home appliances. Other sizes 

TTT svaitabie at $1.00 and $2.50. 
. @ further details see your tocal 


Handy for Home 


or Industrial Use your jobber’s name. 


jobber, or write direct mentioning 


ARROWHEAD SALES & DISTRIBUTING CO. 





1947 





1325 4th St. N., Dept. A Minneapolis 11, Minn. 





Statistics show that rural 


families want clean, safe, pasteurized 


milk, free of milk-bourne diseases. Now, milk can ‘ 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is sO easy to Operate, so economical to buy that no farm home can 


afford to be without it. 


Two-gallon capacity . . . automatic, electrically operated heat- 


ing and timing controls. . 


. agitator that keeps milk at uniform 


temperatures . . . simple, rugged construction. 


Rural families are going to buy it. . . are you going to sell it? 


The Product With A Profit Future 


Because It’s 
Packed With Sales 


Dealer, Jobber Territory Still Open. 
Write for complete details. 













OTHER SAFGARD 
PRODUCTS 
© Electric Water 
Heaters 
© Electric Fence 
Controllers 
© Float Valves 


Appeal 




















TIRE & 


56! East 





It’s Smart to Merchandise 


= 


EXCLUSIVELY IN YOUR AREA! 


DENSI 


Fordham Road, 









COMPLETE 
WITH 
FIRST LINE 
DE LUXE 
4and 5 ply! 

PREMIUM 
CUSTOM TIRES 
& 
TRUCK TIRES 


RUBBER CORP, 
New York 
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LABOR- 





EASY-TO- 
OPERATE 
a 
DURABLE 





SAVING 









* 
EFFICIENT 











The amazing 


REGINA ELECTRIKBROOM 


gots professional results without offort 





tHe REGINA corporation, Rahway 2, N. J. 
Makers of the Regina Smoothcut Can Opener 
DISTRIBUTED IN CANADA BY G. H. 


WOOD & COMPANY, 


Branches throughout Canada 


designed for daily use 


LIMITED 














The office, home, factory, 
restaurant, garage, ware- 
house, class room or a hun- 
dred other places where pro- 
per ventilation is the prime 
requisite for health and com- 
fort, makes the new 1947 
Johnson HEALTHAIRE 
fan a MUST! 


Johnson HEALTHAIRE 


fans are available in two types 

. Belt Driven (ranging in size 
from 24 inches to 48 inches) and 
Direct Driven (from 12 inches 


to 20 inches). 


Beauty, style and ruggedness 
has been incorporated into the 
1947 HEALTHAIRE line, mak- 
ing a more modern 
and longer lasting fan 
of proven quality. 


Johnson Fan & Blower 


1319 West Lake St., Chicago 
































































BELT DRIVEN FY 
Sizes: 24” to} 
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You Can Nell 
Profitably in 
Argentina! 


As active, well estab. 
lished, strongly financed 
importers and sales repre- 
sentatives, we can do a 
top job for you on prod- 
ucts in the electrical field. 
Can arrange immediate 
distribution on household 
appliances and related 
items. We are interested 
in distributing your lines 
or in outright purchase. 
Best references. Write us 
about your lines. 


JACK FIRENSTEIN & CTA. 
Sarmiento 2192 
Buenos Aires, Argentina 














Order Monday—Get It Friday 


HANDEE All Steel Trucks with extra wide 
nose and 13 ft. web 


strap, for use as 


Truck 


Refrigerator 
and Appliance 
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The ACTION Display-Way 
To Boost Your Sales! 





TURNS THREE TIMES A MINUTE 
... Turns passersby into customers 
Create more 
interest in 
by activating 
them with 
ROTO - SHO. 


It does & 
powerful sell- 


ing job at 

Supplied with 18" Table ow cst. 
carries up to 200 Ibs. 
Delivery i¢ im 
mediate! See your distributor, or write us 





GENERAL DIE AND STAMPING COMPANY 
262-A Mott Street New York 12, N. Y. 
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NEW! DIFFERENT! 


TOWN CRIER || <5 seereene ||| (mmmediate Delivery! 
DOOR BELL MARCH |, 1947 





We are pleased to an- 
nounce that we are in a 
position to make imme- 
Heavy cast brass with se ; (Continued from page 234) diate shipment of the new 
button. “Instantly attractive, 
dignified, and rich in ap- 


scene, tH 1) atnan Mig. Ce “Selectron” 


Kelvinator Div. of Nash-Kelvin- 
44A Antique Black Sk TE Back Cover 


_— SS  aecaay SS ncacu eae 16, 1 r L E C T R | Cc 
$15.85 doz, $2.00 list 


agp Ladies’ Home Journal C L 0 C K- - 
HOUSEMARKERS || tome ttectic co, The 140 


Big-Profit Items Lektron Corp, The 145 Automatically 


Made of heavy cast aluminum, weather- Lindemann & Hoverson Co., A.J. 8 . Turns Radio 
f tique finish. Graceful realistic > " 105 
ate 10" amuaie for name or number. Lovell Mfg. Co...Inside Back Cover ON or OFF! 
Six styles assorted, $26.25 doz., $5.50 list. 
ri F.O.B. factory. Order from your 
paca it. Pon qed wy PS @ JDEFALERS, wholesalers, and distributors are invited to get on the "Selectron” 
Mar = % pv tity vet bandwagon NOW! Here’s a beautiful Electric Clock that offers numerous 
A i iii Metmretie Bs pe mw Div strong sales features for effective merchandising— 
8. oun 5008 Matam Corp. ...........-.. ” 930 @ COMPLETELY AUTOMATIC, the “'Selectron” keeps perfect time all the 
c. Cet. 500F Maytag Co., The 80, 8I time. Requires no winding, of course. 
McAllister-Ross Corp. ......... 171 @ AUTOMATICALLY TURNS Radio ON or OFF. Just plug the radio 
McGraw Electric Co., Clark into the back of the clock, and set the “Selectron” switch. : 
c Water Heater Div 9 © The "Selectron” can likewise be used to turn ON or OFF such electrical 
McGraw —— — Toast- appliances as a Night Light, Heating Pad, Toaster, Percolator, etc. 
nen san “weet a * — case and crystal. Case available in maroon or 
ivory finish. 
ine. 2 © Complete with 6 foot cord... Backed by one year guarantee ... Priced 
Metal-Tex Corp., The to retail at $9.95. . 
Metal Ware Corp., The Dealer helps such as mats, display cards, available. 


Midwest Appliance Parts Co... Write, wire, or phone TODAY... . 
Mimar Products, Inc 


CARTER CO. || Mires So Ewe ARNOLD CLOCK CORPORATION 


725 Rahway Ave., Elizabeth, New Jersey |] Miracle Electric Co 189 SUNRISE HIGHWAY, ROCKVILLE CENTRE, N. Y. 
Jobber inquiries invited Morton Mfg Ge. Telephone: ROckville Centre 6-0216 
































National Die Casting Co 
National Enameling & Stamp- 
i 2 


ing Co. 
National Ideal Co., The 
National Stamping & Electric 
Works, Div. of Eureka Williams 


“4 BERNE? 5 owivnis dwniene ee weaation 
the S, H National Vacuum Cleaner Co.. 
Chviee line New Haven Quilt & Pad Co... 

Nicro Steel Products, Inc 
CORDS CORD SETS Nineteen Hundred Corporation.. 104 
of and apes + gig se 161 
ote Noma Electric Corp 126, 127 
specified by top manufacturers of Norge Div., Borg-Warner Corp. 
95 





94, 
sans Sell Portable 
Ohio Washer Co ; 


RADIOS Olympic Radio & Television, Inc. 121 Window Ventilation 
Orangeville Mfg. Co 237 For Any Room... With 
IRONS Orley Freezers Inc This New Electric 


FANS fq. C 
new po Bes Corp SPLEND-AIR E 
PORTABLE TOOLS Penn Appliance Distributors. ... 237 (Model 10A) 


DRL ccccnresesouedcns’ 201 
VACUUM CLEANERS Pioneer Products, Inc Adjustable 


Pittsburgh Plate Glass Co Window Ventilator 
Portable Elevator Mfg. Co 


Presco Co., The 
Pressed Steel Car Co., Inc 2 
RANGES WASHERS Proctor Electric Co 5 


HEATERS MIXERS Progressive Farmer, The 12 complete air changes every hour Attractively finished in ivory enamel 


> " and chrome. Quiet, vibrationless, 110 

Quaker Mfg. Co for the average-size room. Dispels volt, 60 cycle Motor. 11 feet of cord. 

Queen Stove Works, Inc cooking odors, keeps walls clean and ape notre for 1 yeor. SPLEND-AIRE 

is Ci: ot Acie, grease-free. Fits any size window are prtivery te 1 (MMEDE 

Victor Div. ............ 012, 13 without interfering with opening or 

Radio Corp. of America, Tube 
De 


REFRIGERATORS 


2 Write now for full facts, 
192 closing the sash. prices, discounts. 


Railley Corp. : ahind wa neaaannee 199 


A full line of Flexible Cords for the ee Pee 89 
Regina Corp., The 
repair and service indus ’ obtain- Republic Molding Corp 


thle through jobbers and Reynolds. Metals Co., Refrigera- T 4 £ M E T A L a T e X 
CORNISH WIRE CO., ix (Conaed oa pag 26) CORPORATION 


1 Park Row » New York City, 7 DEPT. 8 








1600 JUNCTION AVE ° RACINE, WISCONSIN 
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NEW 


ELECTRICAL APPLIANCE 


PREMIER P-20 


PORTABLE ELECTRIC 
WATER HEATER 





IT'S PORTABLE 


Unit is hung by 
slotted bracket from 


you can sell them 


OR 


HOME PACKAGING KIT 


With Complete Supplies 
and Full Instructions 


small bolts, nails, or 
screws on walls 


posts, etc 











Here’s one of the finest postwar electrical 
appliances . . . and for immediate deliv- 
ery! It’s a high-profit, reasonably priced 
item that practically every one of your 
customers will want. 


HOT WATER BY THE PAILFUL 
Easily operated — a pail of water hung 
on switch arm sets unit in operation .., 
when pail is removed, switch shuts off 
automatically, Safe — simple — efficient, 
A water heater with dozens of uses. 


When you sell a home freezer, sell 
this kit. It will save you hours of ex- 
planation. The Kit contains all neces- 
sities and full instructions for proper 
packaging of frozen foods. Big repeat 
sales make it a profitable item. Write 
for information. 


PACKAGING DIVISION 


E. W. Twitchell Incorporated 
788 Public Ledger Bidg., Philadelphia 6,Pa. 


UNDERWRITER'S LABORATORIES APPROVED 


Order From Your Distributor Or Write To 


THE NATIONAL IDEAL COMPANY 


TOLEDO 4, OHIO 










































There's tough selling ahead, and no time to lose to 


Get your sales force set 
for the coming sales war 





The days of “push-over” selling are dwindling fast. 
The road to profits grows daily more crowded with alert 
competition. How do your salesmen rate as contenders in 
the race getting underway? Have they grown stale with- 
out the stimulant of competition? Has the productiveness 
of your sales force as a whole deteriorated because selling 
was too easy in the past few years when supplies couldn’t 
keep pace with demands? 


AALS TA AML Guipping3 x 


OU can revitalize your selling organization with 

the help of this new kind of sales manual. It 
brings together many helpful, time-saving pointers 
that you can use to recharge your men with the drive 
and efficiency necessary in a smooth-running, highly- 
profitable department. 





. Just Out 




















REBUILDING THE SALES STAFF 





This volume is a sales tool. It specifically supplies essential facts 
and tested procedures for developing effective training material and 
fashioning it scientifically into an individualized training program 
to suit the particular needs of your own sales staff. Drawing 

; prudently on practices of a large number and wide range of com 
panies in diverse industries, the book represents only the more suc 

} cessful methods of building up a crack selling organization. Topics 

; covered include recruiting, testing, organization of training material 
and program, sales manuals, etc. 


By Saul Polick, formerly 
Research and Conference 
Planning Divisions, the 
American Management 
Association; Vice-Presi- 
dent, Capp & Pollak, 
Inc. 503 pages, 6 x 9%, 
$4.00. 








See it 10 days free 





| 
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McGraw-Hill Book Co., 330 W. 42 St., N. Y. C. 18 


Send me Poliak-Rebuilding the Sales Staff for 10 days’ examination on approval. In 10 days I will send 
$4.00 plus few cents postage or return k postpaid. (We pay postage on cash orders.) ca 
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For Canadian price, write: Embossy Book Co., 12 Richmond Street E., Toronto 1. 
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wtADDA YA 


sdtiteas i 


No — this man hasn't discovered who 
murdered the butler and stuffed his body 
in the bath-tub. 


He’s reading an advertisement in THIS 
magazine! He has his eye on a product 
that promises the answer to a brand new 
problem he’s been sweating over. 


Exaggerated? Not a bit! For the ad- 
vertising pages of every McGraw-Hill 
publication are replete with ideas, prod- 
ucts, services designed for the men who 
are responsible for design, production, 
maintenance, marketing — every specific 
operational phase of modern business and 
industry. 


Month after month America’s leading 
manufacturers are parading their newest 
and best wares before your eyes in THIS 
McGraw-Hill magazine. You're the judge 
and jury as to whether they can solve a 
problem— offer a short-cut—show a profit 
— for you. 


To keep in touch with 
the parade - - - - - - 
READ THE ADS. 
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UNDISPLAYED RATE: 


= — 

T DISPLAYED RATE: 
$1.25 per line or fraction F WH - RF O 2 UY $14.00 per inch per insertion. 
(seertion—stinimem $5.00. rst Contract rates on request. (An 
ne sma a type. ” 
Discount 10% full payment in advertising inch Is 4* on one 


pe for 4 consecutive in- Parts, Services & Accessories rors gecrnccmmag inches 











MACHINE PARTS 


NEW SIGN WINDOW DISPLAY 
HELPS SELL MORE WRINGER ROLLS 
Made of durable 22 point stock Reinforced back shaped like a large roll. Finished 





*) WASHING 










[os a See See REPLACEMENT PARTS FOR ALL MAKES 
as halt BOSS © GAINADAY ¢ LAUNDRY QUEEN 

f-oodrich | SUNNYSUDS «© WOODROW, Etc. 
o it Agitators V-Belts Nelu Wood Bearings 

WRINGER ROLL “AKRON” Wringer Rolls 

Fibre Grease Transmission Oils 

SEND CHECK OR ; i Vv 

ONLY $1 .00 MONEY ORDER Increase Your ——— Lagoa epee Changeovers 


Your money back if not satisfied that it’s worth 
more than a dollar. Write for new prices on white 
tolls. We carry complete line of Washing machine 
parts—prompt service. 


WYNAR PARTS & SERVICE CO. 


155 State St. Rochester 4, N. Y. 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


EAST 930d SIREET 
CLEVELAND 5,. Ont 


CA. 















WASHING MACHINE RUBBER gma | 


The NEW FLEXIBLE COUPLINGS HAND => 
“YEATS APPLIANCE DOLLY” = TRUCKS 





E 
7 




















Aluminum frame, caterpillar type “STEP GLIDES" for SAFEGUARD 
climbing steps, straight slide on back for easy loading Your Profits! 
in Rng a ae — aeons for round Use ORANGEVILLE 
water heaters. andiles all appliances easier and .T. TRUCKS for han- 
A quicker because it is the ONLY APPLIANCE DOLLY One, lesen Wsocety eatoertad varie, Dompene | | {line felrigerators, ranges, cndies, kitchen cabl- 
WITH RATCHET TO TIGHTEN THE HOLDING noise and vibration. Cushions starting torque. po wag Guia’ rubber upholstered 
STRAP. Write for full information. insulates between shafts. throughout. Several convenient sizes. Descrip- 
i Available now in: 14” to 9” lengths. tive circular and prices on request. 
/ ” Sood a YEATS APPLIANCE DOLLY SALES CO. cumeean emma ek i ORANGEVILLE MFG. CO. 
i q line of Floor T 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 6220 So. Ellis Ave. Chicage 37, Il. cantik on) Fone 








Let Us Show You! ARMATURES REBUILT OR EXCHANGED 
FASY WAY TO REP AIR for vacuum cleaners, tools, drills, etc. 





























tony Our large stock makes it possible to ship immediately on most vacuum arma- 
SM ALL ELECTRIC APPLI ANCES tures. All armatures rebuilt exactly as the original with new armature guarantee. 
Our low cost and speedy service is attested to by dealers from coast to coast. 
bes . Catalog free. 
u 
d new R | G D ROFIT S RUBBER GRIP MALE PLUGS..............0.cecssssecies $8.95 per C 
Rubber covered extension cord set with cube tap: ; 
© Risccresic $23.00 per hundred or ........ $.25 ea. 
Hil Write us for FREE INSTRUCTIONS on how £4... ome... Be 
fom to install a replacement unit made from Small heater plugs, for percolators, etc..............0+005 $12.00 per C 
h Bron pleas (CSTD noc cc tccivcdecveciie de ctices ccd ctinebeces 12.00 per C 
saielh SERVALL HEATING ELEMENT COILS Iron cord sets with Snaplit Switches..................20.. -75 each 
pecific which will make the appliance as good as Iron cord sets (high grade quality) ...........e.seeeeeeee 45 each 
ss and new. We will send you the name of NEAR- IANCE DISTRIBUTORS 
EST JOBBER WHO WILL SERVE YOU. 126 S. 2ND 5 eae APPL HARRISBURG, PA. 
eading SERVALL co., 3570 Gratiot, Detroit 7, Mich. For references consult Dun & Bradstreet 
newest 
THIS 
» judge 
lve a BEST BUY IN 
+ prof NEW HAVEN QUILT & PAD CO’S. SMALL ARMATURE WASHING MACHINE PARTS 


PADDED COVERS SPECIALISTS “Any Part For Any Washer’ 


FOR SAFER, EASIER HANDLING! Drills —. Vacuum Cleaners 


Waxers, etc. 

Speeds up deliveries. Gattetestee cove Mod t . “ hani 
KITCHEN Waterproof canvas out- justable to odern equipment-expert mechanics. Write In 

z or Chrome BATH side, moleskin lined. Pro- Cu. Ft. Prompt service on rewinding of all 


FLUORESCENT LIGHTS = homess. Podded small armatures. Moderately priced. 
re WASHER SALES &. SERVICE CO. 
$ 15 Knocked $ 6 Assembled NATIONAL 
ADS. 3 D 3 5 In Cartons 


Vacuum Cleaner Supply Co. Inc. 10 Federal Street 
Assembled in 12 Min. 131 West 14th Street N. Y. C. No. 11 PITTSBURGH 12 PENNA. 
(Less Tubes) IN LOTS OF 50 


Distributor for All 
Leading Manufacturers 











For Complete Catalog 









































_s Samples Postpaid $4.50 ea. 
oh giant porte weed. Toms 25% Padded Range Covers We OIL BURN IER PARTS A FRANTZ PARTS JOBBER 
; . .O.D. F.O.B. Newark, for all makes of space oil heaters. 
2 empl a aah nah-Sy- WRINGER ROLLS AND WASH- 
ainsi NEW HAVEN QUILT & PAD CO. salety float valves, fitings, ete ER PARTS FOR ALL MAKES 
86-68 fale BewMawer 1), Cont. SARN-OIL BURNER SUPPLY CO. GENERAL WASHING MACHINE SERVICE 
172 Washington St, Newark 2, N. J. 2877 8. ARCHER AVE. CHICAGO 8, ILL. 758 South Ave. Racherton S0uin 
— ———— 
— Additional Parts, Supplies, Services & Accessories on the following page 
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WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 


(Continued from page 237) 








RATES 
See next page 


EMPLOYMENT 
SELLING 





SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


RATES 
See next page 


MERCHANDISE 
_ BUSINESS 























MODEL “A” 149.50 


LESS MOTOR, WITH 
KEYWAY CUTTER 





GROVE 
WRINGER ROLL 
DUPLICATORS 





| MODEL “F” 99.50 


j LESS MOTOR, KEYWAY 
} CUTTER MAY BE ADDED 





MODEL “0” 49.50 
LESS MOTOR 





DUPLICATE ROLLS OR 
WRINGER SHAFTS 


* CUT OFF SHAFTS 


TANG SHAFTS 


CHAMFER ENDS 


See Them on Display at Lead- 
ing Parts Jobbers Through- 
out the Country or Write for 
Descriptive Folder. 


THE GROVE MFG. CO. 


2314 W. THIRD STREET 


DAYTON 7 OHIO 





IRONER-MANGLE COVERS 


Draw String Covers—I8" to 48” 
Also Pads and Intermediate Covers 
New price sheets sent on request 


LOVELL WRINGER ROLLS 


Made Up Rolls —Ready to Install 
Lovell Made Up Rolls cost no more 
Display rack & three rolls $4.25 
OHIO WASHER COMPANY 


1223 Superior Ave., Cleveland 14, Ohio 





(B= warRe 
WINDING 


Speciation in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 
use them. No increase in price since 1941. 
ELECTRIC SWEEPER SERVICE CO. 
2034 EUCLID AVE. CLEVELAND 15, O. 








WASHING MACHINE PARTS 
“For any and all makes" 
Most complete stock in N. W. 
Prompt Service 
Minnesota Appliance Parts Co. 


191 W. 7th St. St. Poul 2, Mina. 








GHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIG HEATING ELEMENTS. So 
simple anyone can make repairs in your broken 
or burnt-out electrical appli 

ay ates te — appliances. $1.00 per 
package. $7.50 per doz. Stick form 250. $2.00 


CHANITE SALES geurany 


914 South Main orth 4, Texas 











SPECIALTIES 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Boards Pads 
and Covers, washing and ironer covers, Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 








PARTS FOR washers & cleaners in Canada. 

The “one-stop” source of supply in Waugh 
& Mackewn Limited. Sales Offices y eee in 
London, Toronto, Montreal, P. 
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Our 132-page 
FREE °&..2°% FREE 
Washing pny & Vacuum Cleaner Parts. 
Save ay esas © all your supplies 
from one 
Qual: yok > Low Prices 
MIDWEST APPLIANCE PARTS CO. 

2720-22 W. Division St. Chicago 22, Ill. 











Large quantity D. C. 
Motors as_ illustrated, 
% HP. Operate on 6 
to 27 volts of battery 
or other D. C. source. 
Motor Speed 9,000 to 
10,000 R.P.M. Motors 
have gear head reduc- 
ing speed to 135 
R.P.M. at sprockets. 
Sprockets can be re- 
placed by pulleys. 
Gear Reduction on 
motor is 70 to 1. 
Shaft size %. Diame- 
ter of motor case 2%". 
Overall length 4%”, 
Motors are new. 


Price in lots 500 
Price under 500 


Silver Creek, N. Y. 





ELECTRIC MOTORS 3 H.P. A.C. or D.C. 


Suitable for Lifting Devices, Pumps, Garage Doors and Meany Other Uses. 





IF A.C, USE IS DESIRED WE WILL REWIND MOTORS FOR SINGLE PHASE 
110-VOLT 60-CYCLE, INTERMITTENT DUTY. 


In ordering specify whether D.C. or A.C. is desired. 
Price in lots 1,000 or more 


We will ship IMMEDIATELY. C.O.D. orders filled soon as received. 
SILVER CREEK PRECISION CORPORATION 


$10.00 each 
12.50 each 
15.00 each 


Telephone Silver Creek 283 











SELLING OPPORTUNITIES AVAILABLE 


NATIONALLY KNOWN floor and table 

lamp manufacturer producing line for 
exclusive distribution of electrical jobber de- 
sires representation in all territories. This 
line is quality merchandise priced, styled 
and packaged for the jobbing trade. We 
particularly desire high type factory repre- 
sentative now calling on the electrical jobber 
with major line. Splendid opportunity to 
make permanent, profitable connections. 
Reference and full details required. RW-106, 
Electrical Merchandise, N. Michigan 
Ave., Chicago 11, Ill 


SLUMBERTONE RADIO—The Sensational 
Radio-Bed Lamp Combination offers de- 
sirable protected territories throughout the 
country for salesmen contacting furniture, 
electrical appliance, radio, etc. dealers. 
Prompt deliveries; full cooperation. Lan- 
ee Co., 532 Arch St., Philadelphia 
L, ‘a. 











LINES WANTED 


Manufacturers representative with well established 
following of electrical jobbers, offers and 
intensive coverage of West Coast 

i ic appliances. 


ires, wiring devices, traM 
warehouse facilities in Los Angeles. Ref- 
erences furnishea. 

-990, Electrical Merchandising 
621 South Hope St., Los Angeles 14, Calif. 

















SELLING OPPORTUNITIES OFFERED 
LINES WANTED. 





Manufacturer’s Repre- 

sentative with excellent following of job- 
bers and industrials in Wisconsin and Upper 
Michigan offers sincere, intensive coverage. 
Program includes sales promotion to the 
dealer or contractor and work with jobbers 
salesmen. References furnished. RA-109, 
Electrical Merchandising, 520 N. Michigan 
Ave., Chicago 11, Ill. 





POSITION WANTED 





SALES EXECUTIVE 30 years sales and 

Management one company Eastern and 
Central territory interested in developing 
markets training younger men or Public 
Relations Work. Speaks Spanish. Complete 
information on request. PW-108, Electrical 
a pnemees 520 N. Michigan Ave., Chicago 





SELLING OPPORTUNITIES WANTED 





EXPERIENCED ELECTRICAL merchan- 

diser interested in representing reputable 
manufacturers in Virginia and North Caro- 
lina and adjacent territory. RA-978, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York 18, N. Y. 





MANUFACTURER’S REPRESENTATIVES, 

covering Ohio and Michigan with five men 
and now representing several nationally ad- 
vertising accounts, desires additional elec- 
trical lines. RA-102, Electrical Merchandis- 
ing, 520 N. Michigan Ave., Chicago 11, Ill. 


EXPERIENCED ELECTRICAL and L.P.G. 

equipment merchandiser interested in rep- 
resenting reputable manufacturers, in Kan- 
sas and Colorado and adjacent territory. 
Five salesmen, established dealer organiza- 
tion in sixty surrounding counties. Western 
Distributing Company, 322% N. Main, P. O. 
Box 834, Garden City, Kansas. 











DEALERS TAKE NOTICE 
Small Armatere Rewinding 
ir Specialty 
Armature and Fieta " colts for Vacuum Clean 
Sewing Machines, Mixers, Sanders, Drills, Fans 


-_ All our work fully guaranteed. 
KATZ BROS 
109 South 6th Street Brooklya 11, WN. Y. 








MANUFACTURERS REPRESENTATIVE— 

Thirty years experience with “top-flight” 
lines in the electrical appliance field, desires 
additional lines for tern Pennsylvania. 
RA-107, Electrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 





WANTED PROJECT exclusive products by 

nation-wide Independent Dealers Electrical 
Appliance League. Write Ideal Sec’y., Fair- 
port Harbor, Ohio. 


MARCH I, 











or 
f PROMPT 
ANSWERS 
to business 
problems 
USE THE SEARCHLIGHT 
SECTIONS OF 

















Construction Methods 
Electrical Construction & Maintenance 


Electrical 
nomen World 
ngineero News-Record 
ing 
Mining Journal 
Fa M aM J Marke 
| — & Maint. 


Product Engi i 
ct 
Welding World 


Classified Advertising Division 
McGraw-Hill Publishing Co., Inc. 














330 W. 42nd St. New York 18, N. Y. 
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RATES: 


CLASSIFIED 


OPPORTUNITIES: 


90c a line, minimum 4 lines. To figure advance 
Payment, count 6 average words as a line. POSI- 
TIONS WANTED (full or part time salaried em- 
ployment only) % the above rates payable in 
advance, 


BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 words. 


DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


DISPLAYED INDIVIDUAL SPACES with border 
rules for prominent display of advertisements. 


The advertising rate is $9.00 per inch for all ad- 


SEARCHLIGHT SECTION 


ADVERTISING 


SELLING . . . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 


vertising appearing on other than a contract basis. 
Contract rates quoted on request. 


AN ADVERTISING INCH is measured %” ver- 
tically on a column columns—48 inches to a 
page. COPY FOR NEW ADVERTISEMENTS 
RECEIVED BY MARCH 17th WILL APPEAR IN 
a ISSUE, SUBJECT TO SPACE LIMITA- 


























Opportunities for 
District Sales Managers 


One of the best-known manufac- 
turers as vesumm cleaners, selling 
" send t distribut 

has certain district manayerships 
open and is seeking capable men 
to fill these important positions. Ex- 
perience in the appliance field is 
desirable yet may not be essential. 
Our organization knows of this ad, 











so write in confidence about your- 
self, giving full particulars about 
your education, business and sales 
experience and past earnings. 


SW-108, Electrical Merchandising 
330 W. 42nd Street. New York 18, N. Y. 
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Top Flight 


SALES REPRESENTATIVES 
Wanted 


& 

Manufacturer of expanding line of 
branded fluorescent desk lamps and 
combination bed- C~ up lamps seeks 
representatives calling on department 
stores, furniture, hardware and elec- 
trical appliance stores. Marvelous 
selling story to tell of choice of nine 
exciting decorators’ colors, superior 
materials, attractive styling, unique 
design innovations and healthy profit 
margin. Advertising, Fo and 
merchandising aids supplied. 

. 

Sectional territories open from 
cOast-to coast to sales organizations 
qualified to do a bang-up job. 

Write or wire for our full story. 


SW-104 Electrical Mechandising 
330 West 42nd St. New York 18, N. Y. 


ON APPA PP ~~ SP 
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SPECIAL BATTERIES IN METAL AND PLASTIC CASES 
VERY CHEAP — LIMITED NUMBER 





24 Volt Exide 17 Amp. Hr. (Can be 
converted into 34 Amp. Hr. 12-Volt). 
Metal case and cover with terminal box 
Non-spillable vents. Size 
Wat. 52 lbs. 


attached. 
case 10%" x 7%" x 842”. 
Shipped dry. 

Price each ......... pecan 


24 Volt Exide 11 Amp. Hr. at 5 Hr. Rate 


- -$15.00 


(Can be converted into 22 Amp. 12- 
Volt. Metal case and cover with term- 
inal box attached. Non-Spillable vents. 
Size case 7%" x 7%" x 742". Wet. 


34 lbs. Shipped dry. 


Price each ........ inane a eee 


4 Volt Exide 40 Amp. Hr. at 20 hour 
rate. 2 Cells 17 Plates per cell. in 


Fiastic case. Perchloric type. Size 
6%" x 5%" x 4%". Weight 9 lbs. 
Shipped dry. 


PO ceceen siesta talox laren ell $4.00 
f.o.b. Silver Creek, N. Y. 


12 Volt Exide 34 Amp. Hr. at 5 hour 
rate. (Can be converted into 68 ampere 
6-volt). Metal case with cover & term- 
inal box attached. Non-spillable vents. 
Size 9%" lg. x 5%" wide x 10” height. 
Weight 40 lbs. Shipped dry. 


Price each .....ceceee «+++ $17.00 


Limited number available. 


IMMEDIATE SHIPMENT. Write, Wire or Telephone 


Silver Creek 283 ‘ 
SILVER CREEK PRECISION CORP. 
SILVER CREEK, N. Y. 








SALESMEN WANTED 


Excellent, high profit ein for salesmen calling 
on appliance stores. he “PERFECT” washing 
machine cover and allled PERFECT lines are 
quick and easy companion y= Liberal commis- 
sions, INVESTIGATE NO 


ERWIN J. WOLFF 
5756 W. Division St. Chicago 51, Illinols 











WEST COAST 


we established Manufacturers’ Agency, callin 
in electr seeking high grade line 
trate and table eoeienees. intensive cove! 
entire Pacific by six capable men. 
and warehouse Tacilities available. Refer- 


ences furnished. 
PLASTRIBUTORS 
1817 Industrial St., Los Angeles 22, Calif. 


SALESMEN 
With Following, For Jobber 
Electrical Home Appli es, Ete. 
ALL TERRITORIES OPEN—COMMISSION 
STATE PARTICULARS. 
ZENITH HOME APPLIANCES CORP. 
360 Furman St. @ B’kiyn, N. Y. @ Main 4-1642 





WRINGER ROLL 
DISTRIBUTORS 
WANTED! 


Exclusive representation of world’s 
leading wringer rolls. Replacement 
rolls to fit all brands. Original 
equipment quality guaranteed. 

Low inventory investment—ra 2 
turnover. Delivery Now! Get 
geote from tremendous Sepiebcase 

siness in your territory. 


Write 


Appliance Parts Co., Cedar Falls, lowa 





CLOSING OUT 


HOT PLATES, LAMPS, 
METAL REFRIGERATORS 


beverages. 


SEABOARD DISTRIBUTING CO. 
1408 NW 7th Ave. 














CANADA 


Canadian Firm with 25 years 
flectrieal 4 Jobbers, chain an and cpartment by AY 
aa ce manutatoree I is desirous contacting Ameri- 
Getrioction Ia Canada” “” “eoreventation or 


aon, Electrical Merchandising 
380 West 42nd St., New York 18, N. Y. 








“Distribution Where You Want It” 


Our Motto 
comnntnatarere Representative-Organization now 
ested in additional lines yg 3 
Houseware and Hardware items. ages 
0 -105, Electrical Merchandising 
West 42nd St. New York 18, N. Y¥ 








FOR SALE 


7/2 H. P. MOTOR 


Westinghou 4 Line Start Motor, 7% H. 

, P. 1725 
We aa he ase, 00-Cycle, 220-440" Voit. Frame 
= littie. $100.00, almost new. Used 


ILVER CREEK BUICK weorons wee. 








18, N. Y. 


253 Central_Ave., Silver Creek, N 
| aoe Telephone 259-R 











Major Appliance Manufacturers 


Come to 


If you need and want a Well 
organized, Properly managed, 
Well manned and Financially 
sound 
‘Factory Authorized 
Parts & Service Station 
Stemepeinen Mow York 


KELNARD SALES & SERVICE, Inc. 


and 


KELNARD SUPPLY CORPORATION 


38-27 30th Street, L. I. City |, 


New and larger quarters. 
"Safeguard with Kelnard"’ 





CLEAN U 


WITH 
MILBERN-RE-NU-VATED 


Nationally Known Vacuum Cleaners 














¢ REBUILT SO THEY KEEP 
e CUSTOMERS SATISFIED 
e AND YOU KEEP YOUR PROFITS 


Once sold they STAY SOLD! 
Write for interesting price schedule 











MILBERN ce sr a 
241 W. 23 ST., N.Y. 11, N.Y. Cleaners 
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HEATERS, BROILERS, IRONS, 


500 Cabinet Type ‘Electric Heaters, 
1320 Watt capacity. Retail $19.95. Will 
sacrifice $8.00 each, quantities 12 or 
more, Also, Broilers: Automatic Elec- 
tric Irons; Hot Plates: Lamps; Electric 
Refrigerators 14 cu. ft. for food and 








The Cover... 





a MERCHANDIS- 
ING believes the farm market to be 
one of great opportunity and has in 
consequence devoted much space to 
this subject. In the last year there 
were farm articles in February, 
October and November; and in 
1947 the January issue carried over 
seven pagesyon “The Farm Mar- 
ket,” by Tom F. Blackburn. This 
current issue has an article by Ruth 
Gaffney, Farm Journal, reporting 
an important field test made in a 
busy farm home of the hours saved 
by the installation of a water sys- 
tem, water heater, automatic wash- 
er, dryer and ironer. Two other 
farm articles also in this issue are: 
“They Modernize The Farm 
Home,” and “The Market for an 
All-Purpose Farm Refrigerator.” 


CLEC RWAL, ) o> 
ILRCHANDISING! 


ee 





Kodachrome by L. Willinger, from Shostal. 





“Home Freezer Handbook" 


Dr. G. J. Stout surveys the field 
in a comprehensive manual of 


value to dealer and consumer alike 


F there is anything of interest to 

the prospective home freezer owner 
that is not included in Dr. Gerald 
John Stout’s “Home Freezer Hand- 
book” (D. Van Nostrand Co., $3.95), 
it has escaped this reporter’s notice. 
Everything of any conceivable con- 
cern to the consumer is there, in either 
abbreviated or extended treatment. 
Since the slant is so definitely toward 
the user, the book cannot be classified 
as a dealer aid; just the same, it is 
practically required reading for the 
home freezer retailer who is interested 
in keeping his customers “sold.” Sell- 
ing freezers may or may not turn out to 
be a problem; but keeping customers 
satisfied gives every sign of becoming 
one. 

Dr. Stout, food technologist for the 
Pennsylvania State College, makes it 
clear early in the game that he is 
prejudiced in favor of the home-built 
freezer, from both the cost and con- 
venience viewpoints. This alone, 
coming from one who appears to know 
what he is talking about, should keep 
the dealer on his toes. However, he 
tries to give the factory-built model an 
even break. He stresses the point that 
since it is hard to tell a good freezer 
from an inferior one without getting 
into a complicated examination, the 
reliability of the manufacturer’s name 
is eventually going to be a big factor 
in sales. Word of mouth will put the 
honest manufacturer in solid with the 
freezer-buying public, just as surely 
as it is going to run the fly-by-night 
out of business. 


Like Early Refrigerators 


Another aspect of interest to the 
dealer is the fact that Dr. Stout be- 
lieves a parallel can be drawn between 
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current (or future) sales of freezers 
and the early efforts to sell mechanical 
refrigerators. The author claims that 
an exacting guarantee should and will 
be demanded by the home freezer cus- 
tomer, especially because lack of a 
small repair part reposing in a ware- 
house a thousand miles away can 
cause spoilage of food vital to the 
economy of the user. In this connec- 
tion, Dr. Stout’s advice to the dealer 
is: have emergency units on hand to 
tide the customer over until his freezer 
is back in operation. 


Other Points 

Here, briefly, are other points 
covered in the book which should be 
of interest to both the dealer and the 
consumer: comparative advantages 
and disadvantages of home-built and 
factory-built models; relative merits of 
the open and the sealed condensing 
unit, mainly from the point of view of 
service (the former is easier to get at, 
the latter needs attention less often) ; 
the function and value (or lack of 
value) of a quick-freeze compartment ; 
where to place the freezer in the home 
(dealers please note: the average 
doorway will not admit a unit more 
than 30 in. wide) ; hints on the every- 
day use of the freezer; sources of serv- 
ice trouble and what to do about them; 
and specific instructions for preserving 
foods by freezing, both for home use 
and for selling. 

An extensive section of the book is 
devoted to step-by-step instructions on 
how to build a freezer at home, with 
photographs and diagrams, 

The dealer who is serious about the 
home freezer from the point of view 
of long-range selling and customer 
satisfaction will do well to listen to 
Dr. Stout. 
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Paying Selesmen............................. By Lansdell Anderson 
A survey of 44 dealers in 3 Eastern states reveals the fact that the 
majority of them favor salary-and-commission. 


EEE OEY ee NOR, By Ruth Gaffney 


Field tests by Farm Journal show hours saved by water system, water 
heaters, washer, dryer and ironer in a busy farm home. 


Getting Started in Television.................0..000...0000005. 
How dealers are getting set up to display and demonstrate television 
in the New York suburban area. 
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Streamlined Record Distribution.............By Howard Emerson 
The Leo J. Meyberg Co., San Francisco has built a streamlined opera- 
tion that helps them help their retailers. 

One Department Store's Display Ideas ........................ 
Rollman's, Cincinnati streamlined their appliance and radio setup with 
some original angles. 

EA eer Ee By Tom F. Blackburn 
Eli Steinberg of Cincinnati made his store a radio headquarters for 
expert amateurs. ; 

TN Gy NT enc sen etncscctdinedseensseneds 
... Says Paul Schafer, Chicago's Benson Music Shop. 


They Modernize The Farm Home............... cahesnestaanin 
Long-range planning has developed the McCollum's appliance busi- 
ness in Great Falls, Montana. 

Farm Implements and Appliances...:.............---+--+.0+++5 

~ Washers and refrigerators have replaced harnesses and plows as best 
sellers in R. R. Allen & Son, Suffolk, Va., 80-year-old business. 

The Veteran Is a Good Customer...................00000 e000: 
. .. says T. A. Rosemond of Chapel Hill, N. C., who is doing a thriv- 
ing business catering to student veterans’ appliance needs. 

The Market for An All-Purpose Farm Refrigerator............. 
P. T. Montfort of Texas beats drum for units big enough to earn a 
profit and feed family. 

Servicing Universal Percolators ..................0222.0eeeseees 


The County Fair—A Best Seller ............... By A. B. Windham 
E. R. Chisholm of Tupelo, Miss., tells why he considers the County 
Fair an effective way of advertising electrical appliances. 
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How Wallace Blight, San Carlos, Calif., set out to find sunshine for 
his family and wound up with a thriving appliance, radio and record 
business. . 
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Cayot-Wellman, Cheyenne, thinks small appliances are carried by 
larger items. 
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Build your demonstrations around Lovell-equipped washers. Show 
2, your prospects how the famous Lovell Pressure Cleansing action 
helps get cleaner, whiter washes . . . how the conveyor principle 
eliminates 90 percent of the heavy lifting . . . how easy it is to operate 
a Lovell Pressure Cleansing Wringer. 











DEMONSTRATION | 


Sound estimates of 1947 sales indicate that the big volume 








in 1947 washer sales will come from wringer-equipped 
washers. That’s why alert appliance dealers will find it pays to 


display and feature wringer-equipped washers. And the leading 
name in wringers is Lovell. 





Make certain all your salesmen understand the operating and 
3. mechanical features of Lovell Pressure Cleansing Wringers. Every 


feature is a sales point ... and Lovell has more of them than any 
other wringer. Lovell advertising presells these advantages to your 
prospects ... be sure your salesmen know them! 





PRESSURE 
CLEANSING 
WRINGER 


Lovell Mfg. Co., Erre, Pa. 
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What happens here?.. 





Have you ever considered what’s behind the expression on a woman’s 
face when she first sees a Kelvinator product in your showroom? 
For instance, take the new Kelvinator Home Freezer. Her first 
thought is its beauty . . . its gleaming white finish and kitchen-fitting 
compactness. Next—its convenience . . . 210 pounds of frozen foods 
right at hand—the logic of buying fresh foods when they’re in season 
—freezing them at home for later use, 25 pounds at a clip! 
But something else is taking place in her mind, to help you get her 
order. And that’s her reaction to your own sincere conviction—your 
knowledge of Kelvinator quality and dependability. 
It is this conviction, born of the things a Kelvinator salesman comes 
to know so well, that makes it easier for her to realize that Kelvinator 
has developed something special, engineering-wise. Kelvinator’s new 
condenser coil construction enables her to have a full 6 cu. ft. of storage 
space in a cabinet no larger than the conventional 4 cu. ft.! You’ve got a leader here that women will recognize! And, retal- 
It’s equally easy to make her enthuse over the top opening design which minded as always, Kelvinator is giving it the national advertising aul 
keeps cold from spilling out — holds operating costs to a minimum. merchandising support its dealers deserve! Watch this month for th 
She’ll realize, too, the importance of the surplus-powered Polarsphere 4-color, full page ads breaking in Look! ... Collier’s!... Life!.» 
that is sealed in steel, permanently lubricated—trouble-free! Saturday Evening Post! 
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DIVISION OF NASH-KELVINATOR CORPORATION + DETROIT 32 © MICHIGAN 
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THE EAST 


By Laurence Wray 





HE delivery situation in the 
_Eastern area is still far from 


brosy, distributors and dealers complain. 
'To be sure, they are getting a lot 
Hmore stuff than they were three to 
Msix months ago because of speed-ups 
iin manufacturers’ production schedules. 


But the shortage of freight cars is 
tontributing to the scarcity picture—a 


shortage which the blizzards of the 
‘past couple of weeks didn’t help any. 
"One eastern distributor points out that 


western markets are not being affected 


"to the same degree, because the manu- 


facturers are using empty refrigerator 
tars returning to western food pro- 
ducting areas. Could be. At any rate, 
that would seem to check with our 
report (See Col. 4) from the West 
which shows sales volume running 
well ahead of pre-war. 


Price Resistance 


Growing consumer resistance to 
present price levels is also reaching 
the proportions of a ground swell, 
dealers report. Some hard-boiled op- 
erators have written their suppliers 
requesting them not to ship a single 
item without first sending an allocation 
notice which the dealer can confirm 
before placing his order. The dealer 
reasons that this is no time to build 





THE MIDWEST 
By M. M. Alexander 





IKE the confectionery window 
dripping with luscious chocolates 
and a neat little placard “Sorry, no 
candy today,” that buyer’s market 
hasn’t yet appeared in the Middle 
West. Despite those “immediate de- 
livery” signs in windows and on coun- 
ters the average department store and 
dealer seem to be “fresh out of major 
appliances,” and “we'll have to check 
with the warehouse to see if we still 
have that refrigerator.” One prom- 
inent chain of retail stores in the Chi- 
cago district is still quoting up to a 
year’s delivery on refrigerators and 
washers with a better chance on 
ranges, probably requiring two months 
to make delivery. Small table appli- 
ances are more abundant. Sewing 
machines in cabinet models and 
portables can be obtained in three 
months, 

At the other end of Chicago’s State 
Street you are advised to get on the 
waiting list with a probable four 
months wait for refrigerators, stoves 


(Continued on next page) 





THE SOUTH 
By A. B. Windham 





HERE is no denying the fact 

that the appliance business is 
still in the boom stage all over the 
South. Optimism, plus heavy repair 
and service business and brisk sale of 
sidelines, seems to be bolstering the 
boom because this reporter was unable 
to find a single retail outlet in 10 
southern states, during the past 30 
days, which had closed shop, although 
the law of averages must have got 
some of them. 

The delivery situation has not im- 
proved to any noticeable degree since 
last November, when dealers reported 
slightly better output than during the 
summer and early fall months of 1946. 
Some of the distributors attribute this 
to the change in models and other fac- 
tors, but the fact remains that there is 
still a shortage of shipping facilities 
and manufacturers simply have not 
reached production peaks hoped for. 

But dealers are optimistic every- 
where. Three of the South’s largest 
department stores—in Louisville, Bir- 





THE FAR WEST 
By Clotilde Grunsky 





IGURES which are beginning to 
come out on 1946 volume com- 
pared with 1941 sales indicate that the 
much talked-of shortage of appliances 
is no longer a valid argument, at least 
in certain sections of the West. San 
Diego, California, recently released a 
set of figures compiled from retailers 
and wholesalers which showed that, 
with the exception of refrigerators and 
two minor appliances, all 1946 unit 
volume figures were above pre-war 
records. At the same time, the Pacific 
Southwest says deliveries have been 
“negligible” and “far below the pre- 
war level” on all but a few items. 
Complaints continue from all sec- 
tions that appliance deliveries are not 
yet adequate to meet demand. A ques- 
tion asked in regard to inventories indi- 
cates that there has been little increase 
in store inventories anywhere, except 
for appliances such as water heaters 
and table radios, already reported as 
adequate in supply. From the Pacific 
Northwest comes the report that in- 
ventories are “higher on water heaters 
and cheaper small appliances, about the 
same on other items.” Albuquerque 
says “some improvement in small ap- 
pliance inventories—not enough large 
appliances to fill orders.” 
Because of the inability to build up 


(Continued on page 25) 





NO HOLDOUTS:When the Vacuum Cleaner Manufacturers Association met recently 
in Cleveland, C. M. Davis (second from left), publicity director for the May Co., told 
members not to “hold out on the customers.” Among those who heard, left to right: 
W. E. Slataugh, Jr., Westinghouse, chairman of speaker's committee; Arthur H. 
Zirke, P. A. Geier Co.; and Bret C. Neece, Landers, Frary & Clark. Members of the 
Association met to compare notes on promotion of their products, planned 1947 


selling activities, 


PROMOTERS: Among the VCMA -sonferees were these publicity, public relations 
and advertising men. Seated, left to right: W. J. Cashman, Landers, Frary & Clark; 
P. H. Geier, P. A. Geier Co.; Myron Weaver, Regina Corp.; and Frank W. Noble, 
Eureka-Williams Corp. Standing: H. W. Hoover, Jr., Hoover Co.; E. A. Hamala, 
Premier Division, G-E; R. R. Lynch, Westinghouse; Frank S. Ryan, Apex Electrical 
Mfg. Co.; W. D. Hart, Air-Way Electric Appliance Corp.; Leo P. Corcoran, Hoover 
Co., A. J. Carpenter, Carpenter Advertising Co.; and A. F. Greene, Scott & Fetzer. 











THE EAST 
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inventory on any item not in brisk 
demand, because prices are slated to 
drop in the near future. One dealer 
who had written his suppliers along 
the above lines, subsequently received 
three shipments—none of which had 
been covered by the allocation notice 
He turned down all three. 
In other words, despite comparative 
scarcities in some lines, there is de- 
“buyer’s market” 
Dealers are begin 


in advance 


veloping a sort of 
in the trade, too 
ning to resist high-pressure allocations, 
especially of unknown brands. Some 
afraid to turn 
back anything for fear of reducing 
their over-all allocations. 


dealers, of course, are 


Summer Stop Sign 


Some dealers feel that refrigerators 
will still be selling themselves next 
fall. Ditto distributors. But many 
realistic dealers say they expect to find 
themselves dumped off the gravy train 
by July 1—unless there is a good hot 
spell in June—traditionally a shot-in- 
the arm for refrigeration 
After that, these realists say, refrigera- 
tors will have to be sold. However, 
they point out that they will have 
airly easy going at first because there 
are still plenty of people who half 
need a new refrigerator, but don’t need 
one badly enough to come in and take 
A minimum of sales “going 
over” and these lukewarm prospects 
will be clinched. Up to now, only 
acute cases have been taken care of 
and the fairly acute ones are being 
But they are pretty sure 
themselves afte: 


business. 


it away 


worked on 
that boxes won't sell 
July. You pays your money. . 


Time Payments Growing 


Consumer time payments are begin 
ning to get heavier month by month. 
The flush “cash-on-the-barrel-head” 
e slipping away. Look for in- 
creasing pressure to rid the trade of 
the confining restrictions of Regula- 
tion W. The big replacement market 
needs the stimulus of easy installment 
business. Trade-ins will increase—first 
sign of real replacement business. 

Distributor credit departments are 
puzzled Why haven’t they had to 
scratch more dealers off the credit list? 
Why haven't more of the little fellows 
and newcomers folded? Some success- 
ful oldtime retailers are also wonder- 
ing why there haven’t been more fail- 
ures lately. They are afraid that a 
wave of failures about this time next 
year may really hurt; dumping and 
price-cutting galore. Actually, it is 


days ar 


(CONTINUED FROM PREVIOUS PAGE) 


hard to ferret out fold-ups in the 
eastern area of late. Probable reason: 
no more openings because no more 
lines are available. 


Teleshadows on Radios 


Some dealers are beginning to wish 
television had been held back for a 
year or six months. The shadow of 
video hangs heavy over large console 
and combination radio-phono - sales, 
they say. Another note on a new prod- 
uct: there’s a lull in home freezers. 
Explanation seems to be that sales 
fell off sharply last fall as fruit and 
vegetable ended. It hasn't 
shown signs of a definite pick-up yet, 
except in smaller-sized units—under 
12 cu. ft. Big boxes move slowly, ex- 
cept in farm areas. 

And here’s a P.S. on trade-ins: 
Some dealers are now accepting trade- 
ins on a basis of, “You leave it here, 
mister, and we'll sell it for you. We'll 
take a nominal service charge for the 
sale and remit the difference.” In one 
refrigerator case, the resale amounted 
to $35 and the customer got $25. In 
another, the resale was $35 and the 
customer was satisfied with $10—but 
the dealer had to put in four hours 
and $8 worth of parts on the rebuild- 
ing. Anyway, it is a change from the 
dear-departed OPA days when the 
dealer merely advised the customer to 
do her own second-hand trading. It 
is a definite sign that dealers realize 
that they have to start thinking about 
the trade-in problem soon, rather than 
shrugging it off. 


season 





THE MIDWEST 
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and washers, but immediate delivery 
is offered on automatic washers of 
three brands. One name brand ironer 
was available. Table appliances not 
tco numerous, but there are some 
blendors, broilers, irons and percola- 
tors of name brands, with a sprinkling 
of off-brands offered by girl clerks. A 
call at another chain disclosed two 
refrigerators of better than average 
capacity offered for spot sale. Interest- 
ing to note is that three of this firm’s 
four windows were devoted to radios 
and record albums with the smallest 
given over to sample major appliances. 
Despite being invited to “use our con- 
venient payment plan—15 months to 
pay,” there was no sales talk from the 
uninterested clerk. 


Distributors ‘Marking Time" 


A check-back with distributors re- 
vealed a reflection of the lethargic 
state of the retailers, deliveries of re- 


frigerators slow, washers in dribbles, 
ranges few. Automatic washers are 
the one bright spot of the delivery 
picture. Radio, however, said one 
large distributor, isn’t moving as might 
be expected, dealers are getting fussy 
as they (the dealers) say there are too 
many brands offered and thus a selling 
job is necessary. Waffle irons, irons, 
mixers, toasters and roasters are com- 
ing through slowly. While merch- 
andise comes through in good condi- 
tion, the big gripe is “nothing to sell.” 

Another distributor queried revealed 
that he too was marking time, with 
very meager deliveries on washers, re- 
frigerators in fair quantity but too far 
behind supply to catch up on dealer 
radios coming through well. 
While retailers were taking all they 
were able to get they report people 
have been shopping around since 
Christmas and buying on time, a re- 
versal of last year’s trend. It is not 
thought dealers are taking on sales- 
men in many cases as merchandise 
still too scarce, especially so in wash- 
ers and refrigerators. There are in- 
stances of dealers having 100 washers 
on back order. This organization ex- 
pects to stock television sets in July. 


orders; 


Pitiful Deliveries 


This state of affairs is corroborated 
by another prominent wholesaler who 
cites pitifully small deliveries on re- 
frigerators and ranges, and washers 
still hard to get. Vacuum cleaner de- 
liveries are fair. Even small appli- 
ances such as irons, toasters, heating 
plates and hot plates, while coming 
through, are not in substantial enough 
quantity to supply the demand. Waffle 
irons not at all. Their dealers are 
readily accepting everything offered 
them, especially refrigerators, wash- 
ers and ranges needed to fill back 
orders. Dealers are reported putting 
on field men in some instances, but be- 
cause of long waiting lists it is not 
felt the average retailer is increasing 
his staff. It is reported here that many 
dealers are still selling for cash and 
don’t have to accept time payments due 
to the general shortage of most needed 
major appliances. 


Neighborhood Dealers 


That buyer’s resistance we have 
heard so much about doesn’t seem to 
have struck the average neighborhood 
dealer in the Chicago area. Lack of 
merchandise and slow deliveries, and 
the fact that cash sales still hold, show 
the seller’s market is in evidence. One 
large south side dealer told of small 
deliveries on washers, ranges and re- 
frigerators, very few toasters and no 
waffle irons. His customers were de- 
manding good merchandise and his 


greatest need is more merchandise of 


better quality. He said he had neyer 
stocked much off-brand merchandise 
inasmuch as he could sell all availabj. 
supply of brand names. He did ng 
anticipate adding salesmen until mer. 
chandise is more plentiful. He opines 
he could furnish refrigerators of three 
types in about 30 days. 

Commonwealth Edison continues its 
exposition of manufacturers sample 
appliances but does not contemplate 
opening its Electric Shop for some 
time. The branch stores are open for 
home service, supplying information 
but no merchandise sold except for 
water heaters and ranges on back 
orders. The television show js 
definitely postponed until next fall byt 
plans for the stoker show are shaping 
with a possible May date for opening 
While this utility plans to assist jp 
publicity for stokers it does not con- 
template the sale of them. 


Television 


With television sets sold by one 
manufacturer in the Chicago are 
totaling 1,200 up to November, 194, 
some 100 dealers franchised, and only 
one station, WBKB, operating, actw- 
ties in this field seem to be ina 
suspended state. While one Wabash 
Avenue music shop invites you to their 
demonstrations from two to four p.m. 
and offers two models for immediate 
delivery, the dearth of daytime pro- 
grams for demonstration purpose and 
lack of trained sales personnel seem 
to be the chief hurdles in getting pub- 
lic interest. The outlying dealers who 
are able to take advantage of night 
broadcasts seem to be better situated 
for demonstrations than the downtown 
stores. Both distributors and dealers 
feel this type of high priced merchan- 
dise needs plenty of demonstration and 
good selling before the average pros- 
pect can be induced to sign up. 

As to buyer resistance and reaction 

Regulation “W”, one dealer aptly 
puts it: “Who is going to play hard 
to sell, and say ‘I don’t like to pay 
one-third down’, when he’s on a % 
day to six-month waiting list for an 
appliance badly needed and for which 
he has the cash to pay? 


Other Cities Report 


A checkup with other Midwest areas 
brought out the following: Grand 
Rapids, Mich., reports an over-supply 
of radios, plenty of vacuum cleaners, 
but still seller’s market on major ap- 
pliances. Springfield, Ill., reports 
small deliveries and same _ condition 
expected for another six months @ 
least. Washers given 12-month de 
livery, refrigerators 7 months, an 
stoves 6 months. Up in the far north, 
Minneapolis and St. Paul dealers art 

(Continued on page 25) 
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More than 6,000 buyers visit San Francisco's 
February Home Goods Show, look for 
quality goods with plenty of sales appeal. 


Electrical appliances continued to hold 
the attention of dealers and buyers, 
while interest in other home goods 
dropped considerably, at the 62nd 
Western Home Goods Market at San 
Francisco's Western Merchandise 
Mart, February 3 to 8. More than 
6,000 people of the industry, represent- 
ing dealers and buyers from all parts 
of Western America, from Canada, 
Alaska, Latin America, the Islands of 
the Pacific, Australia, China and 
France, came to San Francisco to see 
the displays that represent the prod- 
ucts of more than 1,400 factories. Well 
over 1,000 of these visitors made the 
Wednesday evening Western Radio 
and Appliance Trade Dinner the high- 
light of their visit, hearing speeches 
by J. W. Stigall, sales manager of 
Launderall, E. Carl Sorby of the Geo. 
D. Roper Corp., and George C. Ten- 
ney, editor of Electrical West, and a 
varied entertainment program. 


At Last—the Buyers’ Market? 


Hardly a visitor disagreed from the 
general view that here, at long last, 
was the “buyers market”. Reflecting 
the attitude of their customers, ap- 
pliance dealers no longer signed for 
every available product. They were 
choosy—for models, for prices, for 
brands, for quality. Dealers who had 
seen prospects leave their stores with- 
out buying floor merchandise were no 
longer greeting distributors with blank 
checks and a disregard for quality. 

Counteracting the dealers’ attitude, 
and holding up the volume of orders 
to the level of last August’s Mart 
Week, was the distributors’ abilty -to 
meet the first evidence of a buyers’ 
market with promises of reasonable 
delivery on quality lines of merchan- 
dise, improved models, better styles, 
and a wider range of electrical goods. 


Not Bothered by Prices 


Prices were up—’way up compared 
with the August showings at OPA 
ceilings, but few of the experienced 
dealers paid as much attention to price 
tags as they did to the selling quali- 
ties, the improvements, capacity, style, 
extras, etc. As one said: “In August, 
all I had to do was to move goods 
onto the floor and someone would take 
It right out the front door. Right now 
I'm getting ready to sell, and I want 
merchandise that has some selling 
points,” 

Advent of the buyers’ market was 
evident in the actions of the distribu- 
tors and manufacturers. Not ‘for a 
long time has wholesale merchandise 
looked so “dressed up” as it did in the 
many salesrooms of the Western Mart. 
But attractive presentation of appli- 
ances and related products was not the 
only effort directed ultimately toward 
a larger retail sales volume. When 
most dealers expressed interest in sell- 
ing methods, the distributors and man- 

acturers were ready and waiting 


with sales aids and material for ad- 
vertising campaigns, with advice and 
aid for salesman training. 


Return To Selling—Now 


The presence of a buyers’ market 
should bring fear to no one in the 
appliance industry, particularly those 
in the production, distribution and re- 
tailing of home laundry equipment, 
according to J. W. Stigall, sales mana- 
ger of the Launderall Appliance Divi- 
sion of the F. L. Jacobs Company, who 
spoke at the Western Radio and Ap- 
pliance Trade Dinner. “We will now 
return to the fundamentals of good 
sales training and merchandising,” he 
said, “and we need have no fear that 
progressive selling is lost merely be- 
cause it lay dormant for a few years.” 

Mr. Stigall said that: “In a buyers’ 
market, competition in manufacturing 
and merchandising will produce more 
and will offer such production to 
greater numbers of people at reason- 
ably lower prices. In other words, 
when supply and demand in the ap- 
pliance business are somewhat more 
equal, supplier, manufacturer, whole- 
saler and retailer will find it essential 
to fight for business on the basis of 
efficiency, and that will be a healthy 
condition.” 

There is no need for a serious re- 
cession or a depression in the near 
future, according to Mr. Stigall. In 
looking particularly at the home laun- 
dry market, he said that today 59 
million people are employed and there 
is a need for a million more, “which 
would assure us that the purchasing 
power is available for home laun- 
dries.” Another indication of market 
potentialities, he stated, is that this 
country requires some 15 million new 





- \~- \ re 


homes, half of which, at the least, will 
need new washing machines. Add to 
this a replacement need ‘of several 
millions, and “the market is unques- 
tionably good.” 

The buyers’ market brought words 
of sales and operation advice from E. 
Carl Sorby, vice-president of the 
Geo. D. Roper Corporation, who said 

. the day is not far off when all 
of us will be scrambling madly to 
rejuvenate our sales technique, polish 
up on the power of words, and resort to 
good old time religion in caring for 
the needs of our prospects . . . we are 
all due for a rude awakening one day 
—and I fear too soon. 


Too Little, Too Late 


“*Too little and too late’ was a 
famous war statement. Too little and 
too late can apply also to peace-time 
selling, and by that we mean too little 
sales training now, too little polishing 
up on our sales technique, too little 
consideration for human desires— 
which can well mean too late for you 
in business to do yourselves any good,” 
Mr. Sorby said. 

He stressed the importance of scan- 
ning sales, advertising and opera- 
tional costs, of analyzing profits, and 
finding out whether services or prod- 
ucts were profit making. 

“Today, profits, be they dollar-wise 
or percentage-wise, may or may not 
be important to you,” he continued, 
“because in all probability all of you 
dealers are operating at a profit, but a 
simple common denominator of profit 
and business to me is, how many dol- 
lars do you ring up on the cash regis- 
ter in relation to the dollars you are 
spending and the administrative costs 
involved plus the customary burdens? 


e. 


SPEAKERS’ TABLE at the Western Radio And Appliance Dinner included: R. E. 
Fisher, standing, vice-president of the Pacific Gas and Electric Co., who was chair- 
man; and, from left to right; Louis J. Breuner, president, Northern California Electric 
Bureau; George C. Tenney, vice-president, McGraw-Hill Publishing Co.; and J. W. 
Stigall, sales manager, Launderall Division F. L. Jacobs Co. 
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Show Highlights 
At the Western Mart 


@ Unquestionably a buyer's market. 
Dealers left blank checks at home, 
asked "how well will it sell," not “how 
many, how soon, how much.” 


@ Distributors greeted buyer's mar- 
ket with attractive, well-filled dis- 
plays, offered literature and sales 
helps. 


@ San Francisco proved itself market 
center of the Pacific Basin, with buy- 
ers coming from Alaska, South Amer- 
ica, Philippines, Australia and China. 


@ Favorite joke: "Say, fellows, I've 
found a manufacturer here who is 
not making an automatic washer." 


@ More interest in ironers because: 
(a) more models being shown; (b) 
dealers planning field sales forces look 
to them for profits. 


@ Dealers from areas outside Cali- 
fornia brought complaints on lack of 
deliveries, claimed discrimination in 
favor of easy-to-reach metropolitan 
centers. 


@ Rumors were flying—that other ap- 
pliance manufacturers plan West 
Coast plants for manufacture or 
assembly. 


@ Plenty of dealer disappointment 
on range deliveries, brought to head 
by recent disclosures of LPG progress. 


@ Electrical dealers at the dinner 
first winced, then alerted, as impor- 
tant manufacturer -speaker outlined 
gas range industry's merchandising 
plans to keep U. S. women cooking 
with you-know-what. 











Because you buy an item for $100 and 
sell it for $120 doesn’t necessarily 
mean you have made a profit. If you 
distribute tht cost of doing business 
over your sales dollar, will this kind 
of merchandising profit enable you 
to hire and pay the type of people 
that you want and need badly? If all 
these costs can’t reflect themselves in 
profitable selling, then you'd better 
make room now for the merchandise 
that does include these overheads and 
costs and still leaves you a profit. 

“I mention some of these things,” 
Mr. Sorby said, “because the day is 
fast approaching when over-the-coun- 
ter selling will not represent your sales 
volume in applicances that you think 
it should. You are going to have to 
employ outside sales people. You are 
going to have to run periodic cam- 
paigns and sales. You are going to 
have to train sales organizations. You 
are going ot have to snap up your 
displays. You are going to have to 
polish up your sales technique.” 


Tribute to Edison 


In commemoration of the 100th An- 
niversary ui the birth of Thomas Alva 
Edison, the dealers and distributors at 
the dinner paid homage to the man 
to whom, more than any other person 
in the field of electricity, they owed 
the basis for their industry and busi- 
ness. George C. Tenney, vice-presi- 
dent of the McGraw-Hill Publishing 
Co., prepared and presented the tribute 
in which he extolled the man who had 
“turned darkness into light, space into 
entertainment.” 


PICTURES ON NEXT PAGE 
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Full displays and neat arrangements greeted dealers at the Western 
Home Goods Show. Typical was the Crosley exhibit with its refrigerators, 
ranges and radios. Products were arranged for sales appeal; sales helps 
and sales literature were available to aid dealer's activity in a buyer's 
market. California Electric Supply was responsible for this eye-catching 
demonstration, 


The sales manager of Apex, A. C. Scott, left, visited the Western Mart 
to join with L. D. Stull, right, western regional manager, in the first 
West Coast showing of the Apex automatic washer. 


Century's Glide-O-Matic iron Is headed for heavy promotion by dis- 
tributor Chas. Meler, left, of Meier-Murphy, San Francisco. Looking over 
the display ave: Carl Savasta of Lavenson and Savasta; with head only 
showing, Mike Bentzen, appliance manager of the Exhibit Furniture Store 
chain; and right, J. G. Miller, sales manager of Century Precision Works, 
manufactvrers of the ''Glide-O-Matic." 
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Picture Highlights 


Behind glass doors and walls Hotpoint, Inc., set up a full scale kitchen 
and home laundry. Included, of course, was a dishwasher, range, refrig- 
erator, clothes washer, and ironer. Like most other displays, Hotpoint's 
emphasized the post-war trend and post-war hope for easier living, and 
like most other manufacturers, Hotpoint indicated that it was ready to 
sell in a growing buyer's market. Designed to attract housewives, the 
integrated display demonstrated equal magnetism for dealers. 


Dealers Mr. and Mrs. A. A. Quadro and Mrs. J. P. Marshall of the KND 
Washer Service, Oakland, Calif., receive their first view and first demon- 
stration of the Thor built in Auto-Magic dishwasher-clotheswasher from 
Barney Clauson, right, western regional manager of Thor. 


Dealers and competitors alike stopped at California Electric Supply Co.'s 
showroom to see this new Crosley television receiver with the screen that 
can be turned into the set when not in use. Above, M. O. Fuedner of 
Cal. Elec. Sup. describes the set to Lt. Com. and Mrs. Warren L. 
Taylor. She is a manufacturer. 


of Appliang 


From Mansfield, Ohio, where he is small app 
manager for Westinghouse, Ralph Sorenson, 
came to Mart Week to supervise market 
of the company's electric comforter. He disc 
the campaign with, left, Spencer Clarke, of 
City of Paris department store, and, center, 
Ferris, Westinghouse economist. 


Ray W. Turnbull, president of Hotpoint, 
right, made a trip to the Pacific Coast for 
Week. He watches Howard J. Scaife, 
regional sales manager of Hotpoint, Inc., d 
strate the company's automatic dishwasher to 
Friendly of the San Francisco "Chronicle". 


From over the seas came Paul W. Anderso®, 
president of the Hawaiian Electric Compaa, 
who views the Westinghouse Two-Temperaturt 
frigerator with J. J. Moffatt, Pacific coast 
manager for the Westinghouse Electric 
Division. 
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SExhibitors 


Tricks for their trade. A group of the San Fran- 
cisco chapter of the Home Economists Association, 
have a lengthly session with Mary Ellen Dewine, 
Bendix Home Economist, as she shows them the 
operation of the new Bendix lroner at the dis- 
play of distributor Leo J. Meyberg Co. The new 
Bendix dryer is at the right. 





beet 


Appliance dealers look to the lawn for more 
business. Frank Wilkins, of Gordon E. Wilkins, 
Inc, the distributor, and Robert Conrad, sales 
manager of the Neff-Marine Corp., manufacturers 
of the "Spitfire" electric lawn mower, show off 
their product. 


Blossoming out with one appliance after another 

as the Monitor line, handled in the West by 

‘oy Bennett, left. He watches while O. B. Wilt 

S company shows visitors the Monitor range. 
fathers, clocks and radios were new. 


During West Coast Mart 


Innovation at the Western Market Week's exhibits was this display of 
farm electrical equipment distributed by General Electric Supply Corpo- 
ration. Included was the GE farm and home welder, a poultry scalder 
and picker by Atlantic Engineering Corp., a milker and separator made 
by American Separator Co., a Gem-Dandy electric butter churn; Lionel 
Corp.'s "'Stockwatcher" electric fence, and a Lowell portable spray. 


A big market for small electric cookers is envisioned by these men, look- 
ing over the new Everhot roaster and hotplate. £. J. Holiday, sales 
manager of Kaemper-Barrett, distributors, shows the products to O. H. 
Smith, Modern Furniture Company, Sacramento, center, and B. W. Fuller 
of Fuller and Sons, Lodi, Calif. 


One of the "'A's'’ of ABC—H. W. Altorfer of Altorfer Brothers Company, 
Peoria, Ill., was one of the many industry executives who made a trip to 
the west Coast for Mart Week. He couldn't resist taking part in showing 
the new ABC-O-MATIC to visiting dealers. 
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First showing anywhere of the 3'/, lb, NESCO "Magic Heater’ was made 
at the Western Market. At the showing, Carl Hagstrom, ral Appli- 
ance Co., San Francisco, W. E, Derbyshire, Graybar, Miss Helen Norris, 
and the designer and distributor Cliff Russell watch while Miss Norris 
dunks the heater in water to show its waterproof and moisture proof 
qualities. 


The six-burner, twin oven electric range by Thermador was greeted by 
dealers whose western market is crying for large ranges. Lloyd Sutton, 
sales manager of distributor Frank Edwards Co., demonstrates the range 
to Mr, and Mrs, T. M. Rowan of the Apple Radio Shop., Berkeley, Calif. 


site ONS ERM wrest, 


Another wise man from out of the East fondles his product. J. W. Stigall, 
right, sales manager of the Launderall Division, came to San Francisco 
to be one of the main speakers, spent much time with D. F. McCormack, 
left, Launderal! distributor planning West Coast sales programs. 











2,100 Women Reveal 
Appliance Demands 


More than 2,100 women who voted 
recently on their wants and desires and 
likes and dislikes in home appliances 
revealed that they want refrigerators 
to be built so that they are easily 
cleaned inside and out and washing ma- 
chines with safety devices. 


Enid Sater Reports 


V. Enid Sater, of the U. S. Depart- 
ment of Agriculture and interim chair- 
man of the household equipment sub- 
committee of the American Home 
Economics Association, summarized 
the findings in the January issue of 
the Journal of Home Economics. The 
information was collected as a feature 
of the third progress report of the 
Consumer Speaks project of the Asso- 
ciation. The voting women, all from 
families with from two to six mem- 
bers; met, analyzed and voted on fea- 
tures they considered essential in one 
or another items of household equip- 
ment. 


Refrigerator Demands 


On refrigerators, convenience fea- 
tures received greatest attention. Most 
of the votes went for a refrigerator 
so built as to be easily cleaned with a 
cabinet built high enough off the floor 
to permit easy cleaning underneath or 
else flush to the floor so that dust can- 
not collect. They also expressed a de- 
sire for a foot pedal or a touch release 
latch for door opening, a light inside 
cabinet, a plain exterior surface with- 
out metal trim, hydrators on slides, a 
means of making small ice cubes, an 
ice cube tray release, storage space on 
doors, easily removable and adjustable 
shelves, and an automatic defroster. 


Washer Once-Over 


\n appraisal of washing machines 
disclosed a desire for an automatic 
insulated electrical 
parts, and an enclosed motor. Less 
necessary but equally desirable features 
were named as non-rusting tubs, chip- 


wringer release, 


proof finish, metal parts in preference 
to plastic, 
adjusted wringer, and conveniently lo- 
cated controls. A third group of 
approved features included: an auto- 
matic cut-off when the motor is over- 
loaded, rounded wringer 
drains, swivel wheels, a lock to hold 
the machine in place, a pump on the 


quiet mechanism, an easily 


edges on 


drain, adjustable legs, and springers 
at reasonably low prices. 

Miss Sater emphasized in her arti- 
cle that voting certain features as 
essential did not mean that they were 
lacking on present day equipment but 
did mean that the women want those 
features in any future purchases. 


Cooking Utensils 


Characteristics of cooking utensils 
thought to be most important by the 
voters were heat-resistant handles and 
knobs. Other desired features were: 
solidly attached handles, smooth easily 
cleaned materials and construction, 
well-balanced pans and handles, well 
fitting lids and dome-shaped covers. 
Some women expressed a desire for 
pans with flat bottoms and two han- 
dies, straight sides and rounded corners 
in square cake pans. 

Copies of the magazine in which the 
complete report was carried may be 
obtained from the American Home 
Economics Assn., 620 Mills Building, 
Washington 6. D. C. for 35 cents each. 
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Five Experts Tell N Y. Round Table 
What's Happening in Frozen Foods 


February meeting of Electrical Women's Round Table 
discusses effect of freezer on homemaking practices; 
quality control; trends in merchandising frozen foods. 





FROZEN FOOD CHAIRMAN: Elizabeth Beveridge (right), Woman's Home Com- 
panion, was chairman of the February meeting on Frozen Foods, and is shown here 
with Mrs. Nancy K. Masterman, research associate School of Nutrition, Cornell 
University, well-known for her work in frozen foods, who spoke on the effect of freezer 
use upon homemaking practices. 





PANEL OF EXPERTS: From left io right. Howard Lochrie, Birds Eye-Snider Div., 
General Foods, outlined the trends in merchandising frozen food; Clifford F. Evers, 
National Association of Frozen Food Packers, told of quality control in the industry; 
J. L. Knight, chief engineer refrigerators and freezers, G-E outlined proper types of 
equipment for the home; and E. W. Williams, publisher, Quick Frozen Foods, told 
where the locker plant fits in the picture. 





DISTINGUISHED GUESTS: Wide interest in the sub’ect was indicated by the 
large attendance at The Herald Tribune Institute, which included such well-known per- 
sonalties as (left to right) Dr. Martha Johnson, manager food and appliance test 
laboratory, G-E; Ellen-Ann Dunham, Consumer Service Dept., General Foods; Julia 
Kiene, home service director, Westinghouse; and Eugenia Dawson, General Foods. 


REA Discourages Coops 
from Selling Appliances 


Congressman Clare E. Hoff 
Michigan Republican and Chairman of 
the House Committee on Expenditure 
in Executive Departments, Skimmey 
through his mail one morning last 
month, found a circular from the 0 
and A. Electric Cooperative of Neway. 
go, Mich., which stirred up both his 
ire and a minor tempest for Rur 
Electrification Administration official 


Surprise Conference vs 

Calling a surprise conference of fi 
committee, Mr. Hoffman asked Depy. 
ty REA Administrator W. J. Neal tp 
explain where the Newaygo Coop got 
the funds to “disseminate political 
propaganda.” The circular, he said 
had insinuated that the Republica 
controlled Congress might “sabotage” 
the REA program. “If the coops are 
using government money for this 
propaganda, it is illegal,” he warned 
the REA. “And if they have enough 
money of their own for such uses, 
they don’t need any more from the 
government.” 

Administrator Claude Wickard later 
advised the committee that the coop 
had used its own funds, not the goy- 
ernment’s, and that, although the REA 
deplored the circumstances surround- 
ing the letter’s publication, it couldn't 
do much about it. 


Extra Dope 


Of interest to appliance dealers was 
the by-product information _ elicited 
from Mr. Neal by one of the commit. 
tee members. In response to a ques- 
tion, Mr. Neal replied that appliance 
sales.by REA-financed coops were de- 
clining and had been discouraged by 
REA. 

When the turmoil died, two groups 
still had a question each. REA men 
could still wonder about the extent of 
a Republican Congress’ beneficence and 
appliance men could ask, ‘How effec- 


>” 


tive is ‘discouragement’? 


Hotpoint Executive Foresees 
400,000 Freezer Sales in ‘47 


F. M. Slasor, manager of the Hot 
point refrigerator sales division, rt 
cently predicted that approximately 
400,000 home freezers will be sold m 
each of the two years 1947 and 194 
Speaking at the inauguration of a 
Hotpoint Inc. training school fo 
home economists and consultants, he 
said that today there are probably les 
than 150,000 home freezer units in ust 


Competition Ahead 


Noting that the home freezer indus 
try had not as yet moved into “the 
competitive area of other appliances, 
Mr. Slasor predicted that strong com 
petition would characterize the indus- 
try’s future, saying: “This applianct 
is in the same situation as was the 
refrigerator 20 years ago, and it ® 
not a question of whether there 8? 
wide demand; rather, it is a questio 
of merchandising.” He added that 
housewives must be sold on ti 
economy and utility of home freeztts 
and that the sale would start after 4 
woman said that she was not 
terested. To implement the companys 
dealers for this, he said, Hotpoint In- 
stitute will place special emphasis 
instruction in the proper preparatia? 
oi foods for freezing. 
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Bunched Video Antennae 
irk N. Y. Landlords 


The growing popularity of tele- 
yision receivers in the New York area 
has prompted at least one owner of 
apartment houses to forbid their in- 
sallation until such time as the 
industry develops one economical an- 
tena which will serve all the sets in 
4 building, the New York Times re- 
ported recently. 

Wood, Dolson & Co., a real estate 
management concern in New York 
City, sent a letter to its tenants ex- 
plaining that there was not enough 
room on the roofs of its multiple- 
foor dwellings to accommodate in- 
dividual antennae and that, therefore, 
no tenants would be permitted to in- 
stall television sets. 

Will Baltin, secretary of the Tele- 
vision Broadcasters Association, said 
that several different master antenna 
systems have been made by individual 
concerns, but that none have yet 
achieved industry-wide acceptance. 
“It’s just another of television’s grow- 
ing pains,” he said, adding that his 
Association had been informed that 
other building owners had complained 
that television installation was not 
feasible under present conditions. 

Part of the letter written by Wood, 
Dolson & Co. to its tenants read as 
follows: “We... sincerely hope that 
the television companies will develop 
a master aerial system in the near 
future, inasmuch as the owners are 
anxious to be cooperative .. .” 


Southerners Say "Nix" to 
High Appliance Prices 


Results of a survey conducted by 
students of business administration 
at Southwestern Louisiana Institute 
among citizens of Lafayette, La., show 
that 38 per cent of those quizzed indi- 
cated that they will not purchase 
electrical appliances and automobiles 
at higher than current prices, while 
16 percent will buy if prices do not 
increase over 20 percent. 

The survey indicated increasing re- 
sistance to higher prices and the 
preference to wait until particular 
name-brands are available rather than 
to take the first offered. The survey 
showed that Lafayette citizens will 
purchase during the current year 680 
washing machines, 675 refrigerators, 
58) radios, 375 kitchen ranges and 
315 vacuum cleaners. There are also 
demands for sweepers and attic fans. 


British Expect to Make 
1,750,000 Radios in Year 


London — (McGraw-Hill World 
News)—The production target of new 
radio sets among BRITISH manu- 
facturers as a whole in the year. June, 
1946, to May, 1947, is about 1,750,000, 
of which some 400,000 are for export. 
It is expected, according to govern- 
ment sources, that this target will be 
exceeded as actual present production 
‘Sat an annual rate nearly equal to 
that of 1938, when 1,600,000 sets 
were made. 

Exports in January-June this year 
were valued at double that for the 
whole year 1938, They were mostly 
to the British Empire and Europe. 

¢ Ministry of Supply issues a 
block license for the industry, which 
is “split up among individual com- 
Pamies, but there is no ceiling to 

number of sets that can be made. 





WHITING WILL COOPERATE with frozen food dealers from coast to coast, 
Howard Roberts, vice-president in charge of sales for Whiting Corp., told guests in 
South Bend at a dinner prior to the opening of the first Froz-In-Flavor frozen food 


store. 


At the head table are, left io right: Steve Hammond, Whiting president; 


Miss Alice Noon, South Bend home economist; Mr. Roberts; Jerry Stolzoff, Cramer- 
Krasselt advertising agency; and Williams Miholich, proprietor of the new store. 


Whiting Inaugurates Frozen 
Food Cooperative Program 


Roberts Tells Plan 
at South Bend Opening 


A nation-wide program to assist fro- 
zen food merchants was announced by 
Howard Roberts, vice-president in 
charge of sales of the refrigeration 
division of the Whiting Corp., at a re- 
cent South Bend, Ind., dinner for home 
economists, nutrition experts and mag- 
azine editors. 

Speaking on the eve of the grand 
opening of the first Froz-In-Flavor 
food store, Mr. Roberts said, “Whiting 
will cooperate with frozen food stores 
and appliance dealers from coast to 
coast, supplying the merchandising 
program, the experience and research 
that represent an investment of tens 
of thousands of dollars and years of 


work.” He emphasized the role that 
frozen foods play in the selling of 
home freezers. 

On the day following Mr. Roberts’ 
speech, 3,000 South Bend residents, in- 
cluding football coach Frank Leahy of 
Notre Dame, flocked into the new 
store of William T. Miholich, 29-year- 
old owner and operator and Whiting 
home freezer dealer. They inspected 
specially prepared frozen meal units 
complete from soup to dessert and 
varying in price from 89 cents for two 
people to $5.98 for four. 


Save 25% on Food 


Mr. Roberts maintained that a ready 
supply of top quality frozen foods in a 
community plus an availability of in- 
stitutional pack sizes will enable the 
home freezer owner to save up to 25 
percent on his yearly food bill and 


FROZEN FOOD nine 





eta 


FIRST DAY RUSH: Some of the 3,000 South Bendians who jammed Mr. Miholich's 


store on opening day, examined complete frozen meals, frozen foods, Whiting 


Freezers, and nearly bought the place out. 


Proprietor Milholich got the idea for 


® complete frozen meals while a PT boat skipper during the war, took it to Whiting 
Corp., and ended up as a store owner and the father of a national promotion. 
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amortize his freezer investment in a 
few years. 

“The progress and development of 
frozen foods are vitally important to 
the successful merchandising of home 
freezers,” he said. “We are particu- 
larly interested in seeing that the prog- 
ress made in the frozen food program 
is one confined to quality and the 
proper promotion and educational work 
is carried along with it. Our first in- 
terest in the community is to develop 
the frozen food operation by working 
with frozen food packers and dealers, 
with the schools and colleges and pub- 
lic service people, passing on to them 
our experience and knowledge that we 
have of the business, so that when we 
come in to merchandise the home 
freezer, the food is available and the 
housewife knows how to use it.” 


S. C. Power Quits 
Appliance Selling 


The tremendous wartime expansion 
of appliance dealers and an inequit- 
able overbalance of appliance alloca- 
tions were the chief reasons given by 
the South Carolina Power Co., 
Charleston, for its recent decision to 
withdraw from the merchandising of 
electrical and gas appliances. 

James F. Crist, vice-president, said, 
“Manufacturers of electric and gas ap- 
pliances have been allotting their still 
meager production to dealers on the 
basis of the dealers’ pre-war sales. 
This has resulted in South Carolina 
Power Co. obtaining a considerably 
larger allotment than any individual 
dealer. . . Just prior to the war sales 
of electric appliances by the company 
amounted to approximately 40 percent 
of the total volume of appliance sales 
in the 16 counties comprising the com- 
pany’s service area.” 

Mr. Crist explained that before 
Pearl Harbor there were only 52 in- 
dependent dealers in Charleston proper 
and 102 in the utility’s service area, 
totals which have grown to 69 and 
152 respectively. “Such a large 
number of dealers,” he added, “makes 
it difficult for any one dealer to obtain 
sufficient appliances to enable him to 
profitably merchandise and the pros- 
pects for any great increase in the 
number of appliances available in the 

ear future are none too bright. By 
withdrawing from the field and thus 
permitting its allotment of appliances 
to be divided among the dealers, the 
company believes that it will consider- 
ably improve the chances for the 
dealers to operate profitably.” 


Help for the Dealer 


Re-entry into appliance merchandis- 
ing by the utility, depends, said Mr. 
Crist, upon whether the dealers can 
adequately supply the needs of appli- 
ance users. The company will con- 
tinue and expand its dealer cooperation 
program, making available sales train- 
ing courses, display and advertising, 
the service of home economists, mark- 
eting data and statistics. In addition, 
the company will maintain lighting 
engineers and will continue to service 
appliances. 

Informed of the action, James A. 
Hood, president of the Charleston Ap- 
pliance Dealers Association, expressed 
the belief that the large number of 
dealers now operating in Charleston 
would sell enough appliances to assure 
the utility of high electricity consump- 
tion and said, “Our members are 
elated over the action by the power 
company.” 
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GRAYBAR RENEWED its franchise with the Proctor Electric Co., which is the reason 
for the happy smiles on, left to right: Carl McLaughlin, Proctor; Ernest Meserve, 
Graybar district merchandising manager in New York; Paul Coolidge, Proctor New 
York district manager; and Herman Berg, Graybar. Proctor recently announced 
plans to spend $1,000,000 for advertising and promotion during 1947. 


MIRACLE MEETING: The Miracle Electric Co. held a recent general sales meeting 
in the home of president J. Meyer Friedman because of a shortage of space in 
Chicago hotels. As indicated by this picture, the results were satisfactory. Sales 
representatives attended from all over the country. Shown examining a few of Mira- 
cle's 19 appliances are George A. Boivin, sales manager; Jack Hargrove, vice-presi- 
dent, who is holding forth on the Fore-N-Aft iron; Magnus Manheim, New York; 
and M. B. Patterson, Dallas, Texas. 
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ON THE BOARD for 1947 is a Stewart-Warner Corp. advertising and merchandising 
program more than twice as big as that of 1946, says L. B. Pambrun, center, advertis- 
ing manager. Here he consults with Hal Hoops and L. Martin Krautter of Henri, 
Hurst and McDonald, Inc., ad agency. 


MACKILLOP RETIRES: Tight-lipped with repressed emotions, D. J. MackKillop, 
southern sales manager for the Philco Corp., accepts the Godspeed of Thomas A. 
Kennally, vice-president in charge of sales, as he retires after 33 years of service. 
Twenty top Philcoites assembled in Atlanta to do honor to the veteran, |2-time winner 
of sales trophies. 


EARLY BIRDS: When Rochester Gas and Electric (N. Y.) launched a mid-winter 
sales drive recently it dragged people out of bed for an eight o'clock sales break- 
fast—which they had to make themselves. Frank Houston, domestic sales manager 
for the utility, gives what he hopes is a helping hand to Ruth Landers of the home 
service department. 


nT AL* LEN 
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FRESH AS A DAISY AFTER 10 DAYS:Some 475 dealers saw Miss Willie Mae Rog 
ers, home economics director for Admiral Corporation, Chicago, demonstrate the 
freshness of foods left for ten days in the new Dual-Temp refrigerator, as compen 

with foods stored for the same period in a conventional refrigerator, at the unveiling 
of the post-war Dual-Temp refrigerator af'a meeting and sales demonstration recently. 
Clarence Toy of Appliance-Distributors and Seymour Mintz of Admiral spoke. 
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han Smart planners of marketing strategy are mounting @ where farms are close to marketing areas—781 
— heavy sales artillery on Be Golden Crescent marketing centers per state, as against the U. S. 
monsger to get larger sales at smaller costs. Because this average of 349—so that farmers’ shipping costs are 
the home rich sector of the farm market—comprising the low and their profits higher, 

states of Michigan, Ohio and Pennsylvania—is a @ and where two-thirds of these farm folks can be 


concentrated market . . . reached with your sales story, by using only three 


© three million farm folks with urban tastes“-who publication’. 
have money and the desire for advertised 
manufactured products, 











Three well-read, fully-trusted farm papers 

@ where 70.4% of the f a ... MICHIGAN FARMER, OHIO FARMER 
where 70.4% of the farms are fully 

by the farmers (as against the U. S. aver- and PENNSYLVANIA FARMER ... are 

age of 50.6%), the big guns of a successful campaign in Ze 


@ where you find 15.9% of all electrified Golden Crescent. Look into this lucrative, con- 
farms in the nation, centrated market now! 


| ete Golden Cresent 


“Your distribution may be national, but your selling is always LOCAL” 
Copyright 1947, Capper-Harman-Slocum, Inc. 


OHIO FARMER @ MICHIGAN FARMER @ PENNSYLVANIA FARMER 
CLEVELAND EAST LANSING HARRISBURG 
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Swartzbaugh Mfg. Co. 


Roy J. Baunach has been appointed 
sales manager of the Swartzbaugh 
Manufacturing Co., Toledo, Ohio, to 
succeed the late Jason B. Swartz- 


baugh Mr. 


3aunach has been with 


the firm since 1935 as manager in 
charge of sales and engineering for 
the Ideal Food Conveyor division and 
for the past six months as assistant 
sales manager for Everhot products. 


Bendix Radio Division, 


Bendix Aviation Corp. 


Succeeding L. C. Truesdell, who re- 
signed recently, J. T. Dalton has been 
appointed general sales manager for 





! J. T. DALTON 


radio and television in the Bendix 
Radio Division of Bendix Aviation 
Corp. According to W. P. Hilliard, 
general manager, Mr. Dalton was 
manager of distribution during the 
past three years. Earlier connections 
include positions as sales manager for 
Crosley Corp. from 1922 to 1929, as- 
sistant sales manager for Majestic 
Radio and Television from 1929 to 
1934, regional manager for Nash- 
Kelvinator from 1934 to 1938, and 
sales specialist for the Radio Corp. of 
America from 1938 to 1944. He was 
responsible for the establishment of 
the Bendix national distribution or- 
ganization and instituted many of the 
merchandising policies now in force. 


Electronic Corp. of America 


Samuel J. Novick, president of the 
Electronic Corp. of America, has an- 
nounced the election of Moses Cam- 





MOSES CAMMER 


mer as vice-president in charge of 
production. Prior to joining ECA, 
Mr. Cammer was a partner in Gus- 
sack Machine Products Co. From 1931 
to 1941 he was assistant to the pres- 
ident of Eastern Footwear Co. 
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NEW POSITIONS 





Galvin Mfg. Corp. 


Daniel E. Noble, general manager 
of the communications and electronics 





DANIEL E. NOBLE 


division of Motorola (Galvin Mfg. 
Corp), was recently appointed vice- 
president in charge of that division, 
according to an announcement by Paul 
V. Galvin, president. Mr. Noble 
joined the firm in 1940, becoming di- 
rector of research. 


Jewel Radio Corp. 


Don Ferraro, president of Jewel 
Radio Corp., 583 Ave. of the Ameri- 
cas, New York City, recently an- 
nounced the appointment of A. Earle 
Fisher as sales manager. Mr. Fisher 
was formerly employed for 18 months 
as West Coast regional manager for 
Emerson Radio and Phonograph Corp. 
During over three years of service 
with the Air Corps he achieved the 
rank of lieutenant-colonel. 


Silent Sioux Oil Burner Corp. 


The Silent Sioux Oil Burner Corp., 
Orange City, Iowa, has announced the 





D. N. GROTENHOUSE 


appointment of Dwight N. Groten- 
house as supervisor of sales for 
domestic heating equipment. Mr. Gro- 
tenhouse was associated with the com- 
pany prior to three years of service 
in the Army Medical Corps. 

The company has also announced the 
segregation of its poultry and domestic 
heating equipment divisions. W. A. 
Edington, former sales manager for 
both divisions, has been named super- 
visor of the poultry equipment divi- 
sion. 


International Detrola Corp. 


Carlos M. Hatcher has been ap- 
pointed advertising and sales promo- 





Cc. M. HATCHER 


tion manager of the Universal Cooler 
Division. of International Detrola 
Corp., Marion, Ohio, according to an 
announcement by T. S. Pendergast, 
director of sales. Mr. Hatcher was 
formerly advertising manager of the 
Pontiac News, Pontiac, Mich. 


Sterling Electronics, Inc. 


Milt Goldbacher, former sales man- 
ager for Lasko Metal Products, Inc., 
has been appointed gencral sales man- 
ager of Sterling Electronics, Inc., 594 
Pacific St., Broklyn, N. Y., manufac- 
turer of electrical appliances. 


Timken Silent Automatic Div., 
Timken-Detroit Axle Co. 
T. A. Crawford, general manager 


of the Timken Silent Automatic Divi- 
sion of the Timken-Detroit Axle Co., 





Cc. A. COOPER 


has announced the following new ap- 
pointments as part of the company’s 
expansion plans: Charles A. Cooper, 


assistant general manager; W. J. 
Chappell, assistant sales manager; 
Ronald Campbell, plant manager, 


Jackson, Mich.; M. A. Nelson, man- 
ager of experimental department; M. 
F. Robbins, New England sales man- 
ager; M. F. Jordan, Middle Atlantic 
sales manager; R. W. Smalley, sales 
promotion manager; J. Earle May- 
nard, manager of heating engineering. 
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Acme Fluorescent Co., Inc. 








The appointment of Miss Rig 
Doobin as advertising and sales pr 
motion manager for the Acme Fluorg. 
cent Co., Inc., was recently announcg 
by Charles Ludwak, president. Mig 
Doobin was formerly publicity directo, 
for Liberty magazine. 













Ben Bar Sales, Inc. 





New general sales and advertising 
manager of Ben Bar Sales, Inc., Mj. 
waukee, manufacturer of vertical hom 
freezers, is Harry J. Jessel, whos 
appointment was disclosed by Auguy 
G. Barkow, vice-president and ge. 
eral manager. Mr. Jessel was fg. 








H, J. JESSEL 


merly associated with Milwaukee ani 
St. Louis firms in the air conditioning 
and refrigeration industry. 





Emerson Radio and 
Phonograph Corp. 


Charles Weisser, sales manager o! 
the Emerson Radio and Phonograph 
Corp., recently announced the appoint 
ment of Melvin A. Prottas as con- 
pany representative in the New 
York State territory. Mr. Protta 
was formerly associated with Stem 
& Co., Hartford, as western Connec- 
ticut sales representative. 


Warwick Mfg. Corp. 


Reau Kemp, sales manager of Clar- 
ion radios® recently announced the 
appointment of C. H. Hunter as divi 





Cc. H. HUNTER 


sional sales manager in the southem 
and southeastern _ territories. 
Hunter was most recently central 
dle West district manager for Proctot 
Electric Co. and earlier was manage 
of the Bendix branch in St. Louis. 
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NEW POSITIONS 





Noma Electric Corp. 


Henri Sadacca, president of Noma 
Electric Corp., recently announced 
the appointment of four new vice- 
presidents. They are: David Kahn, 


DAVID KAHN 


formerly president of Estate Stove 
Co., absorbed by Noma last year; 
Walter E. Fleischaker and Bernard 
E. Fleischaker, former owners of 
Fleischaker & Baum, Inc., doll making 
concern; and Joseph L. Kallus, former 
owner of the Cameo Doll Products 
Co. 

Joseph H. Ward, executive vice- 
president of the company, has dis- 
closed the formation of a new prod- 
ucts department under the supervision 
of Irving Charm. “We have created 


IRVING CHARM 


this department,” said Mr. Ward, “so 
that we can fully examine and appraise 
all new ideas in the toy, novelty and 
decorative lighting fields. . .” Mr. 
Charm was previously a project en- 
gineer with the Charles Fisher Spring 
Co. and earlier was supervisor of 
design for the Paragon Design and 
Development Co. and chief engineer 
for International Mutoscope Corp. He 
has also specialized in child psy- 
chology. 


San Diego Gas & Electric Co. 


L. M. Klauber, for many years vice- 
president and general manager of the 
San Diego Gas and Electric Co., has 
been named president to succeed 
Hance H. Cleland, new chairman of 
the board. 
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Norge Division, 
Borg-Warner Corp. 


Thurlo F. Johnson has been ap- 


pointed sales manager of the central 


T. F. JOHNSON 


region for the Norge Division of 
Borg-Warner Corp., and L. B. Cash, 
formerly his assistant, has been ele- 
vated to his former position as na- 
tional service manager, according to 
an announcement by M. G. O’Harra, 
vice-president and director of sales. 
The moves are a result of the resigna- 
tion of J. H. Frolich, formerly central 
sales manager, who has become sales 
manager of the appliance department 
of the Sampson Co., Chicago distribu- 
tor (EM, March 1, page 206). 


L. B. CASH 


Mr. Johnson joined the company in 
1933, becoming a national field service 
representative in 1935. He was suc- 
cessively factory service superintend- 
ent, plant engineer in charge of main- 
tenance, and national service manager. 


Mullins Manufacturing Corp. 


Marshall Adams, advertising man- 
ager of the Mullins Manufacturing 
Corp.,- Warren, Ohio, has announced 
the appointment of Jack W. Gimbel as 
assistant advertising manager, William 
J. Totterdale as head of exhibits, dis- 
plays and local advertising, and Rob- 
ert Alexander as head of consumer 
inquiry work. Mr. Gimbel joined the 
company in 1938 as a stock boy and 
later was promoted to the advertising 
department. 


Adel Precision Products Corp. 


Sales of consumer products made 
by the Adel Precision Products Corp. 


a 


PAUL CRISSEY 


of Burbank, Calif., and Huntington, 
West Va., will be handled by Paul 
Crissey, newly appointed sales man- 
ager of the consumer products divi- 
sion. According to firm president 
Clinton E. Stryker, Mr. Crissey has 
been in the housewares industry for 
30 years. 


Menasco Mfg. Co. 


The election of Donovan H. Tyson 
as vice-president in charge of finance 
and treasurer of the Menasco Manu- 
facturing Co., 805 South Fernando 
Blvd., Burbank, Calif., was recently 
announced by John C. Lee, president. 
Mr. Tyson was also elected a director 
of the firm, succeeding William J. 
Losh. Prior to the war Mr. Tyson 
was secretary-treasurer of the U. S. 
Pipe and Foundry Co., Burlington, 
N. J., and was at various times con- 
nected with International Business 
Machines, Reuben H. Donnelley Corp., 
and other business concerns. H. J. 
Wright, formerly of North American 
Aviation, Inc., is assistant treasurer 
and C. H. Billingsley has left Arthur 
Young & Co. to become controller. 


A. O. Smith Corp. 


The A. O. Smith Corp. recently an- 
nounced that George P. Hough has 
been appointed executive administrator 


6. P. HOUGH 


of the Chicago district to succeed Don 
T. Allen, resigned. Mr. Hough joined 
the company in 1939. In 1944 he was 
appointed assistant administrator in 
direct charge of several sales activi- 
ties. Now he will direct all sales for 
the company’s products in ten middle- 
western states. 


Coleman Co., Inc. 


Sheldon Coleman, executive yig, 
president and general manager of ty 


WALTER WELDON 


Coleman Co., Inc., Wichita, Kansas 
has announced the appointment o 
Walter J. Weldon as director of ex. 
port. Mr. Weldon was, until recently, 
general manager of the Coleman Lam 
and Stove Co., Ltd., Toronto, Canada 


and he is succeeded in that position by 
Charles R. Conn, former sales man- 
ager. 


Roberts & Mander Corp. 


William Y. Hill has been named a 
district sales representative in New 
York State for the Roberts and Mar- 


Ww. Y. HILL 


der Corp., Hatboro, Pa., makers ol 
Quality ranges and kitchen cabinets 
Mr. Hill’s predecessor in the territory 
was Walter May who resigned to opef 
his own appliance business in Kingsto. 
N. Y. Mr. Hill has been with the com 
pany since 1937 except for wartime 
service in the Navy. 
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Scheduled Meetings 
EDISON ELECTRIC INSTITUTE 


13th Annual Sales Conference 
Edgewater Beach Hotel, Chicago, Ill. 
March 31—April 3 
ATLANTA NATL. HOME SHOW 
Municipal Auditorium, Atlanta, Ga. 
Home Builders’ Assn. 
April 5-9 
MEMPHIS HOME SHOW 
Memphis Ellis Auditorium, Memphis, 
Tenn. 
April 5-11 
Henry Wurzburg, Demon Bldg., 
Memphis 
METROPOLITAN SHOW 
Home Builders Council of N. Y., N. J., 
and Conn. 
Grand Central Palace, N. Y. 
April 19-27 
Henry J. Shaheen, Council President, 
735 N. Village Ave., Rockville Cen- 
ter, N. Y. 
APPLIANCE PARTS JOBBERS 
ASSN., INC. 
8th Annual Meeting 
Benjamin Franklin Hotel, Philadelphia, 
Pa. 
April 23-26 
TEXAS ELECTRIC SHOW 
Will Rogers Memorial Coliseum, Fort 
Worth, Texas 
April 25—May 4 
R. E. Hendricks, Texas Electric Serv- 
ice Co., Fort Worth 


NATIONAL HOUSEWARES SHOW 
Convention Hall, Philadelphia, Pa. 
April 27—May 2 
Natl Housewares Mfrs. Assn., 1402 
Merch. Mart, Chicago 54, Ill. 
NATL. ELECTRICAL 
WHOLESALERS ASSN. 
Hotel Traymore, Atlantic City, N. J. 
May 5-9 
NATL. ELECTRONIC 
EQUIPMENT SHOW 
Hotel Stevens, Chicago, Ill. 
May 13-16 
Kenneth C. Price, Manager 
MID-AMERICA EXPOSITION 
Public Auditorium, Cleveland, Ohio 
May 22-31 
J. A. Crawford, Managing Director 


NATL. ASSN. OF MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 
EDISON ELECTRIC INSTITUTE 
Annual Meeting 
Atlantic City, N. J. 
June 2-5 


AMERICAN HOME ECONOMICS 
ASSN. 


Municipal Auditorium, St. Louis, Mo 

June 23-26 

Lelia Massey, Executive Secretary, 620 
Mills Bldg., Washington, D. C. 











Smith Water Heater Division 
Moves to New Kankakee Plant 


The water heater division of the 
\. O. Smith Corp., has been moved 
trom Milwaukee, Wis., to the com- 
pany’s new $3,500,000 water heater 
plant at Kankakee, Ill., it was an- 
nounced recently by James F. Don- 
nelly, in charges of the sales division. 
he move includes his two assistants, 
Paul H. Cramp and Don D. Williams, 
the latter in charge of Smithway 


Burkay water heaters for commercial 
establishments. 
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! FIBERGLAsS | 





 snecleiled 
When the insulation is Fiber- 
glas, and your customers know that fact when 
they’re buying, insulation can be a real 
selling feature—can help close many a sale. 
Never before has an insulation material 
been so well, and so favorably, known to 


OG Oo Gh wee ON OR OG By ir € 


FIBERGLAS 


FIBERGLAS is the trade-mark for this thermal insulation and 
for a long list of other products made of light, strong, heat 
and moisture-resistant, ageless glass in pliable fiber form. 








Easily demonstrated advantages 


of FIBERGLAS insulation 








millions. Outstanding performance in millions 
of home appliances has made Fiberglas the 
“first-choice” insulation of manufacturers, 
distributors, retailers and householders alike. 

Take advantage of this fact! Use Fiberglas 
in your selling. Put a “‘Fiberglas-Insulated”’ 
seal on your products. Or mention “Fiber- 
glas” by name in your own tagsand literature. 
Mention it also in your advertisements. Tell 
and sell... with Fiberglas! 


THERMAL INSULATION 
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@ COMPLETELY SELF-CONTAINED — 


@ FITS ANY STANDARD 110-125 
VOLT AC SOCKET 


@ 3 TIMES THE SUN-TAN 
POWER OF A JULY SUN 


@® MADE OF PYREX GLASS — 
WON’T BREAK IF 
SPLASHED WITH WATER 


The finest sun lamp bulb 
ever built by Westing- 
house. Thousands have 





been sold at $15.00 
® HAS AMERICAN MEDICAL 
ASSOCIATION COUNCIL HERE ARE SOME SELLING SENTENCES 
ON PHYSICAL MEDICINE TO HELP YOU SELL MORE SUN LAMPS 
SEAL OF ACCEPTANCE Gone is the old-fashioned idea that made sun lamp “treat- 





ments” a ritual similar to the Saturday night bath. Here is 
a completely self-contained sun lamp. It’s easy to use the 
Westinghouse RS Sun Lamp anywhere...anytime. You simply 
screw it into any ordinary 110-volt A-C socket. This amazingly 
compact and inexpensive source of beneficial ultraviolet has 
3 times the sun-tan power of the July sun. It's a daily health aid 
for the whole family. 


IT’S A YEAR-ROUND SELLER FOR YOU 


yin 
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REAL VOLUME 
ta Sun Lamps / 


EVERYBODY WANTS A SUN LAMP 
NOW EVERYBODY CAN HAVE ONE 


WESTINGHOUSE 
DOES IT! 


NEW LOW PRICE aan meee: 
was 15 


For the first time in history you can now offer your customers a sun lamp that costs less 
than $10. Moreover, with the exception of the mid-summer months, this sun lamp is a 
year-round seller. 





The American public has been so sold on vitamins, particularly Vitamin D, that the 
desire to own and use a sun lamp is almost universal. The only thing that has kept thou- 
sands of families from having one has been the price. Now the new $9.95 price puts the 
Westinghouse RS Sun Lamp into a price range every family can afford. 


Competent authorities recommend daily use of the sun lamp. Many homes can con- 
veniently use two: one permanently mounted over the shaving mirror and another in 
an inexpensive portable bracket or old bridge lamp for general use. 


Don't miss this opportunity for high-volume, high-profit sales. If you don't have a stock 
of Westinghouse RS Sun Lamps get in touch with your Westinghouse lamp distributor. 
if you have a stock, now is the time to push them...in your windows...on your counters. 
Lamp Division, Westinghouse Electric Corp., Bloomfield, N. J. 


FOR DISPLAY AND ADVERTISING HELPS, WRITE FOR SPECIAL SUN LAMP PROMOTION KIT 
Westinghouse Lamp District Offices: 1299 Northside Drive, N. W., ATLANTA; 10 High Street, BOSTON; 


20 N. Wacker Drive, CHICAGO; 40 Wall Street, NEW YORK; 3001 W: 
32 Bivd. of Allies, PITTSBURGH; 1 Montgomery Street, iC 





se 00 
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HOOVER Closet 
The Hoover Co., North Canton, O. 
Device: Hoover cleaning equipment 
closet 


Sellmy features: Holds 50 items or 
more, yet takes up a minimum of 
wall space and fits into kitchen or 
hallway; 2 main compartments 
one designed to hold the long-tall 
tools such as the cleaner, dry mop, 
broom, floor waxer, carpet sweeper, 
with a built-on wooden picket for 
extra Hygienisacs — disposal pulp 
felt liners for the Hoover 61 bag; at 


top of compartment is a shelf for 
extra cleaning supplies such as 
waxes, disinfectants, polishes, win- 
dow and paint cleaners; inside of 
door to this section has a semi- 


circular wooden frame over which 
hose is hung, below another wooden 
pocket holds Hoover home man- 
agement manuals, instruction books, 
etc. and below that a_ circular 
know for hanging a kit of attach- 
ments. 


The other half of closet is a shelf 
compartment—4 shelves for soap, 
bleaches, water softeners, dusters, 
paper towels, etc., at bottom there 
is room for step-stool; hooks are 
provided for brushes, dust pan, etc. ; 
exterior of cabinet is plain, unorna- 
mented wood surface which can be 
painted to match surrounding wood- 
work. 


Electrical Merchandising, March 15, 


1947. 
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STEADI-GLO Barbecuer 


Appliance Industries of America, 
1830 W. Winchester Ave., Chicago, 22, Iil. 


Device: Steadi-Glo kitchen barbecuer. 
Selling Features: Roasts, bakes, 
broils; rotates automatically; re- 


movable spit; will handle a 5 
Ib. chicken or a 10 Ib. roast; 
1000 watts; 110-120 volts heavy 
duty model; overall dimensions 
18x10x10; highly polished chrome 
on baked enamel base. 
Electrical Merchandising, March 15, 
1947, 
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FROSTAIR Duplex 
Refrigerator 


Frostair Div., The General Tire & Rubber 
Co. of Akron, O., and Liquid Carbonic 
Corp., Chicago, Ill. 


Device: Combination 7 cu. ft. refrig- 
erator and 34 cu. ft. storage and 
frozen food locker. 

Selling Features: Holds 130 Ibs. 
meat or 80 qts. fruit & vegetables; 
separate dutch door for each com- 
partment; 2-motor operation—sep- 
arate unit for refrigerator and for 
frozen food locker producing 2 dif- 
ferent kinds and degrees of cold, 
eliminating valves and pressure reg- 
ulators ; sliding shelves glide out for 
visibility ; no defrosting, no covered 
dishes; Icemaker has 90 cube ca- 
pacity; special compartment for 








tall bottles, 3 wire baskets for 
fruit, vegetables and meats; no coils 
in refrigerator section—l100% Cold 
Sleeve refrigeration—cooling coils 
have been scientifically spaced in 
refrigerator walls so that every 
cu. in. is kept at same tempera- 
ture and at 80% humidity. 

Electrical Merchandising, March 15, 
1947, 
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LASKO Hotplate-Toaster 


Lasko Metal Products Inc., 
West Chester, Penna. 


Device: Lasko “Genie” combination 
hotplate pop-up toaster and toast 
warming oven all housed in com- 
pact white porcelain cabinet. 

Selling Features: Silent automatic 
pop-up toaster combined with hot- 
plate and warming oven; all-steel 
warming oven; all-white porcelain 
cabinet; convenient cleaning com- 
partment in base; thermo-plastic 
handles and knobs; a.c. or d.c. 

Electrical Merchandising, March 15, 
1947, 
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UNIVERSAL Cleaners 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: Floor model No. VC5701 and 


VC5702; and tank model VC6702. 


Features: Floor models 
equipped with “suction-regulator,” 
automatic rug-adjusting nozzle, 
nothing to set or adjust; oversize 
“Vibro-brush” loosens stubborn 
dirt; rubber pistol-grip handle with 
fingertip control switch; “No-Mar” 
bumper; “Day-Glo” headlight; 3- 
position “touch-toe” handle control; 
easy-to-empty envelope-pleated bag; 
2-tone blue baked enamel finish; 
VC5701 with set of cleaning attach- 
ments ; VC5702 same without clean- 
ing attachments. 

Tank model VC6702, streamlined 
airflow Clean-Air tank cleaner with 
tattletale light, instant-seal hose con- 
nection; thread-picking, self-clean- 
ing nozzle; 13 specially designed at- 
tachments; blue enamel finish, 
chrome trim. 


Electrical Merchandising, March 15, 


1947. 




















BLACKSTONE Automatic 
Washer 


Blackstone Corp., Jamestown, N. Y. 


Device: Blackstone agitator type auto- 
matic washer. 

Selling Features: Washes, rinses and 
damp dries; based on maximum pre- 
selected wash period of 15 minutes, 
complete cycle of operation requires 
374 min. after filling tub; tub 
consists of a hot galvanized cast 
iron bottom, stainless steel sides 
and top ring, a cast aluminum center 
post with a rubber drive cushion 
and a cast aluminum 3-bladed agi- 
tator; stainless steel sides are 
formed with a slight inward taper 
to prevent clothes from rising and 
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24 flutes taper outward and are open 
at top to throw out water under 
centrifugal force; hot and cold water 
enters mixing valve at left top front, 
and after mixing is transmitted by 
rubber hose through a cam-con- 
trolled water shutoff valve to an 
inlet nozzle for delivery to tub; dis- 
charge system consists of a collector 
tank surrounding tub, lint collector 
attached to bottom of tank, and a 
centrifugal water discharge pump 
and hose connection to drain; } 
h.p. heavy duty, capacitor type mo- 
tor; “autotrol” mechanical timing 
device controls operation in 23 min. 
intervals—wash period can be pre- 
selected from 24 to 15 minutes, all 
other operations are automatic in 
24 min. intervals; 3 control kéys 
on front of cabinet provide water 
mixing valve control with 2 man- 
ually operated hot and cold water 
keys, and the operating cycle control 
key which starts machine and pro- 
vides for pre-setting the length of 
wash cycle’ desired; cabinet, 
25x25x36 in. provides standard toe 
room at lower front; equipped with 
double opening front doors and a 
hinged door in top for loading and 
unloading; wide band of chromium 
plated steel horizontally across face 
of cabinet provides decorative trim 
and a panel for controls; portable, 
requires no installation. 

Electrical Merchandising, March 15, 
1947. ° 


EVEN-HEAT Iron 


The Even-Heat Co., 
National Bank Blidg., Detroit, 26, Mich. 


Device: 1000 watt automatic iron. 


Selling Features: Weighs approxi- 
mately 3 Ibs.; operates on 110-120 
volts a.c. only; 15 temperature 
variations cover 5 standard fabrics 
with 3-heat speeds for each; low 
angle soleplate beveled for fine work 
on pleats, frills and work close to 
fasteners or buttons; handle de- 
signed to allow user to grip iron 
well forward, center, far back or 
any point between with perfect 
comfort; handle is curved to stand 
firmly in rest position without a 
raised heel being necessary ; 2 small 
ball points at end of soleplate 
form standing rest points; per- 
manently attached cord easily ad- 
justed for right or left-handed use; 
directional heat flow—a mold 0 
special insulation forces _ heat 
against new type heat distributing 
element to give perfect heat dis- 
tribution; cast aluminum soleplate. 

Electrical. Merchandising, March 13, 
1947, 
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Selling Features: 











SPLEND-AIRE Window 
Ventilator 


The Metal-Tex Corp., 1600 Junction Ave., 


Racine, Wis. 


Device: Splend-Aire adjustable window 


ventilator model No. 10A. 


Selling Features: 3 models fit windows 


22 to 27 in., 24 to 31 in. and 27 to 36 
in. wide; equipped with 110-volt, 60 
cycle a. c. motor, resilient mounting 
to insure quiet, vibrationless opera- 
tion; 4-blade, 10-in. statically balanced 
fan; easy to install, only 4 screws 
needed; portable, can be moved from 
window to window; venturi ring con- 
struction of fan enclosure insures effi- 
cient air circulation ivory enamel fin- 
ish with chrome trim. 


Electrical Merchandising, March 15, 


1947 











MARVEL Reach-In Coolers 


W. Allen Rogers Industries, Inc., 
Box 272, Demopolis, Ala. 


Model: R. I. 900 and 901 combination 


freezer and coolers. 


Both models have 
ll cu. ft. freezer space and 23.5 
cu. ft. cooler space; 5 in. approved 
insulation around freezers, and 
in, around cooler; 4 h.p. compres- 
sor; 3 cold-plate shelves in freezer ; 
blower coil in cooler; adjustable 
cold controls; chromium - plated 
brass hardware; adjustable non- 
rusting wire racks; 3 cold-plate 
shelves in freezer at 10 in. intervals ; 
R. I. 900 stainless steel except top 
and back; R. I. 901, all polished 
aluminum. 


Electrical Merchandising, March 15, 
1947, 
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PRINCESS Table Stove 


The Newark Appliance Corp., 92 
S. 6th St., Newark, 7, N. 

Device: “Superior” table 
stove. 

Selling Features: Portable; equipped 
with tray-type heat resistant plastic 
handles; 2 burners give selection of 
400, 660 or 750 watts; a.c. or d.c.; 
asbestos internal wiring; 1-piece 
Steel shell. 


Melee! Merchandising, March 15, 


Princess 


Device: 


Selling Features: 


Selling Features: 


Bright Star Battery Co., 


Device: 
Selling Features: Only 6 in. long; for 


STEADI-GLO Waffle Baker 
Appliance Industries of America, 


1830 W. Winchester Ave., Chicago 22, Ill. 


No. W300 Steadi-Glo waffle 
baker. 

500 watts; long- 
life Nichrome elements in cover and 
base; 110-120 volts, a.c.-d.c.; pre- 
treated grids of solid cast aluminum 
bake waffles uniformly; new type 
hinge assures waffles of even thick- 
ness; overall size 114x9x34_in.; 
grid size 56 sq. in.; 20 gauge steel, 
heavily plated cool Bakelite handles ; 

scratch proof black Bakelite feet. 


Electrical Merchandising, March 15, 


1947. 
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THERMADOR Heater 
Thermador Electrical Mfg. Co., 


5119 District Blvd., Los Angeles 22, Calif. 


Device: Thermador long radiant bath- 


room heater. 

Designed to give 
head-to-heel warmth yet fit snugly 
into smallest bathroom; switch lo- 
cated at top of grille recessed to 
prevent its being flipped on acci- 
dentally; aluminum reflector etched 
to obtain maximum radiation of 
infra-red rays; requires no flues, 
vents or pipes; polished aluminum 
with black baked enameled steel 
wall box, grille size 9x48x4 in.; 
double-pole type switch on 230 volt 
heaters, single pole on 115 volt 
heaters; available in 3 models—1650 
watts, 115 volts, or 230 volts and 
2000 watts, 230 volts. 


Electrical Merchandising, March 15, 


1947. 











BRIGHT STAR Flashlight 
Clifton, N. J. 


Starlet 2-cell flashlight. 
home or in the glove compart- 
ment of a car; unbreakable fluted 
case of ethyl cellulose; available in 
a variety of colors including ivory; 
polystyrene lens gives better light 
and will not shatter or discolor ; 
junior size batteries—1x1¥ in.; tiny 
shelf behind bulb compartment ‘takes 
spring tension off bulb 


Electrical Merchandising, March 15, 


1947. 
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top hinged to base with specially 
constructed spring hinges that act 
as shock absorbers; 164 in. long, 
128 in. wide, 78 in. deep; black 
Bakelite handles and feet; con- 
cealed vents under handles and 
louvres in dome provide circulation 
for good cooking results; Nichrome 
element enclosed in rectangular 
black glazed ceramic block a.c. and 
d.c. high heat 1100 watts, low 400 
watts; shock-proof, variable heat 
indicator; removable sanitary drip 
pan of aluminum; wire grill. 

Electrical Merchandising, March 15, 
1947, 


FRIGIDAIRE Refrigerator v 


Frigidaire Div., General Motors Corp., 
Dayton, 1, O. 





Model: New 6 cu. ft. apartment house 
space saving refrigerator. 

Selling Features: Features 11.6 sq. ft. 
shelf space; only 51-11/16 in high, 
24 in. wide, 26% in. deep, occupies 
same space former 4 cu. ft. models 
used; large super-freezer compart- 
ment complete with 2 ice-making 
trays; freezer chest holds 15 Ibs. 
frozen food; new all aluminum cold- 
storage and defroster tray; 4-full 
width bar type rust-resisting shelves ; 
control switch has 10 separate dial 
adjustments to govern food storage 
compartment temperatures and reg- 
ulate freezing speeds; equipped with 


os til ie 


STAM-AIRE Air Conditioner 
The Airite Corp., 77 So. St., Stamford, 


Frigidaire sealed compressor unit; Conn. 
automatic interior light porcelain in- Device: Stam-Aire portable air condi- 
terior. tioner. 
Electrical Merchandising, March 15, Selling Features: Cools, warms, humidi- 
1947. fies, dehumidifies, odorizes and de- 
v odorizes, and circulates filtered air; 


moisture-proof, induction type motor 
with stainless steel shaft, shaded pole, 
self-oiling bearings, 1/70th h.p. 60 
cycle, 110 volt, a.c., 42 watts, 1850 
rpm; 450 cfm air delivery; drier 750 
watts; unit contains a spray pump 
which guides water up to spray cap, 
which may be regulated to give re- 
quired humidity or to shut off water 
flow entirely—water is given off in 
heavy spray at spray cap, broken up 
into lighter spray by lower fan causing 
mist to be formed by the 2 fans; air 
circulated through unit must ‘flow 
through the two sprays and mist, 
thereby washing air and regulating air 
temperature according to temperature 
of water—ice cubes may be placed in 








RITZ Broiler 


Marlun Mfg. Co., 37 E. 21st St., 
New York, 10, N. Y. 


Device: Ritz “Coronet” broiler No. 





1948. water for lower temperature. 
Selling Features: Chrome plated on Electrical Merchandising, March 15, 
heavy gauge brass, designed with 1947. 
Correction 


In the February issue the Westinghouse iron illustration was 
erroneously used to illustrate the Dominion item. Below is the 
right illustration and description for each appliance. 


WESTINGHOUSE Iron 


Westinghouse Electric Corp., Mansfield, 
Ohio. 
Device: 
iron, 





New, light-weight aluminum 


Selling Features: Patterned after the 
Adiust-O-Matic model with an alu- 
minum base and cover; cast-in 
Corox heating element; weighs only 
3 Ibs. black plastic hand-rest handle; 
finger-tip heat control with fabric 
pnp. hy will be available the sec- 

ter 





DOMINION Iron 
Dominion Electrical Mfg. Co., 


ond qua of 1947. Mansfield, O. 
Electrical Merchandising, March 15, Device: No. 1004 “Light-O-Matic” 
1947, iron, 


Selling Features: Weighs 4 \bs.; 1000- 
watts; special aluminum alloy sole- 
plate; dial calibrated for rayon-silk- 
cotton-linen or high; jewel indcator 
glows until iron has reached desired 
temperature, goes off when that 
temperature has been reached, indi- 
cating that current is off much of 
the time, ironing being done with 
stored heat; large beveled base; 
permanently attached cord; 110-112 
volts 25 to 150 cycle a.c. 

Electrical Merchandising, March 15, 
1947, 
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RCA Personal Radio 


RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 


Model: Solitaire de luxe gold-plated 
personal radio. 

Selling Features: 4-tube, plastic catalin 
radio trimmed with 24-k gold electro- 
plating; built-in loop antenna makes 
it possible to play without opening a 
door or lifting an antenna panel ; sim- 
plified battery replacement; elliptical 
speaker ; tuning dial of gold-encircled 
transparent plastic; off-on switch and 
volume control are built into top of 
set, under handle; contains 1 674 volt 
“B” battery and one 14-volt “A” bat- 
tery. 

Electrical 


1947. 


Merchandising, March 15, 

















SKY-WEIGHT Radio-Phono 


Continental Electronics,Lid., 252 Norman 
Ave., Brooklyn 22, N. Y. 


Device: Sky-Weight portable radio- 
phono, model 82. 

Selling Features: 5 tubes: built-in 
antenna ; radio-phono selector; plays 
10 in. and 12 in. records: weighs 
less than 12 Ibs 
Sky-Weight model 81, phono with 3 
tubes, Alnico V speaker, tone and 
volume controls also available: both 
models in leather-bound luggage 
case. 

Electrical Merchandising, March 15, 
1947, 
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HOFFMAN Radio-Phono 


Hoffman Radio Corp., 767 Castelar St., 
Los Angeles, 12, Calif. 


Model: B-1000 radio-phono. Sym- 
phonic series. 

Selling Features: New circuit is used 
in the nylon pickup unit to equalize 
the CF output and restore original 
studio tonal quality ; features include 
sapphire tipped nylon needle; sur- 
face-noise suppressor; 2 matched 
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speakers; 12 in. auditorium type for 
low and medium tones and ‘tweeter’ 
for high only; Webster automatic 
record changer plays 12 10-in. or 
10 12-in. records; push button tun- 
ing; 10 tubes; 3 separate tone con- 
trols; white mahogany cabinets. 


Electrical Merchandisinu, March 15, 


1947. 

















FARNSWORTH Radio 


Farnsworth Television & Radio Corp., 
Fort Wayne, 1, Ind. 


Device: Farnsworth table radio ET-067. 
Selling Features: 6-tubes and rectifier ; 


standard broadcast band, 540 to 1620 
ke.; slide rule dial; built-in-tenna: 
a.c.-d.c. superhet; AVC: electrody- 
namic speaker for brilliant tone: blond 
:ahogany cabinet. 
Verchandisine Mareh 15, 
1947. 
v 





ZENITH Radio-Phonos 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, Ill. 


Models: 3 chairside radio-phonos Nos. 


* 12HO91E, 12H093R and 9H802R. 
Selling Features: All models equipped 
with Electro-Glide, a motor driven 
mechanism which brings Intermix 
record changer to working height or 
returns it to cabinet at touch of finger- 
tip; radio dial and changer button im- 
mediately accessible on low cabinet 
table top; I2HO91E and 12H093R 
complete reception including 2-band 
Armstrong FM, standard broadcast 
and international shortwave with 
“Spread Band” tuning; 9 tubes plus 
1 power rectifier tube, 1 3-purpose 
tuning tube; 1 cathode ‘ray tuning 
indicator tube; Silent-Speed Intermix 
record play, Radiorgan tone, concert 
grand speaker ; tuned radiofrequency ; 
AVC, built-in antenna including 
wavemagnet, a shortwave loop an- 
tenna and Zenith’s “power line” an- 
tenna which eliminates need for out- 
side FM aerial. 12HO91E “bisque” 
mahogany cabinet; 12H093R cabinet 
18th Century style, mahogany. 
9HO082R model has 7 tubes plus 1 
special purpose phono tube, 1 power 
rectifier type. mahogany cabinet. All 
cabinet tops have special moisture and 
mar resistant finish on top. 


Electrical Merchandising, March 15, 
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CLARION Radio-Phono 


Warwick Mfg. Corp., 4650 W. Harrison 
St., Chicago, 44, Ill. 


Model:Symphonette No. 11305 radio- 
phono. 


Selling Features: 4-tubes plus rectifier, 


a.c.-d.c. superhet with new improved 
type automatic record player and 
changer; tubes and pilot lamp pro- 
tected by new “Clari-Therm” regula- 
tor; 5-in. permanent magnet Alnico 
No. 5 speaker; loop antenna; 540-1712 
k.c. frequency range; glass dial: 
phonograph features include full-tone 
Zephyr-weight pick-up ; advanced type 
wide frequency range; new floating 
stylus; self-starting, constant-speed 
motor on record changer plus 12-10 
in. or 10-12 in. records. 

Cabinet of center-matched sliced wal- 
nut top, front and sides with con- 
trasting darker wood and scroll type 
grille front. 

ilectrical Merchandising. March 13, 
1947, 
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STEWART-WARNER FM Radio 
Phonos 


Stewart-Warner Corp., 1826 Diversey 
Pkway., Chicago 4, Ill. 


Models: 2 console type FM-AM radio- 


phono combinations. 


Selling Features: Model A92CR6 (illus- 
record 
changer which accommodates 10 and 
12 in. records simultaneously ; slanting 
dial panel; 2 storage compartments 
for records. The other FM-AM com- 
standard changer, 
straight panel and 1 compartment. 
Both sets have 540-1600 kc. A.M. 
band and the FM band 88-108 mc; 
6 push buttons plus manual tuning and 
8 tubes plus rectifier. both models 
are for a.c. operation; a warning 
light on bottom front panel of both 
models glows red when set is on. 


trated) has an Intermix 


bination has 


mahogany cabinet. 


Electrical Merchandising, March 15, 
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STEWART-WARNER FM 
Radios 








Stewart-Warner Corp., 1826 No. Diversey 
Pkway., Chicago, 14, Ill. 


Models: Four table FM-AM mode; 
A72T1, A72T2, A72T3, A72T4. 
Selling Features: FM radio reception jp 
an a.c.-d.c. set which also provides 
AM coverage; 7 tubes plus seleniun 
type dry rectifier and built-in antenn 
ior both AM and FM bands; ban 
coverage 540-1600 kc on AM an 
88-108 mc on FM; 5 in. permanent 
magnet dynamic speaker. 











Model one of A72T series is mm 
hogany plastic case ; model 2 has ivory 
plastic case; model 3, walnut wool 
and 4 desert tan wood case. 
Electrical Merchandising, March 
1947. 








RCA Radio 


Radio Corp. of America, RCA Victor Dir, 
Camden, N. J. 


Device: Coin-operated RCA ratio 
No. MI-13176 for use in_ hotel 
rooms and similar locations. 

Selling Features: 6-tube, 2-band table 
model has felt-baffled 5-in.  pef- 
manent magnet speaker; equipped 
with built-in loop antenna and af 
additional 75 it. antenna for use 
when required; sturdy steel cabinet 
finished in umber gray with brush 
chrome bands and speaker grille, 
styled by John Vassos; full-vision, 
eye-line dial; timer unit is wired 
for continuous or intermittent play- 
ing, permitting 2 hours radio re 
ception for 25c; operates om 
standard 110-volt, 50-60 cycle ac. 
Extra features which may be put 
chased and added to set include 
an earphone jack which automat 
ically cuts out speaker when in use 
and allows for attachment of stand- 
ard headphones or a pillow-type 
speaker for hospitals; a 2-com 
unit permitting insertion of a dime 
for 45 min as well as a quarter for 
2 hrs.; a hum-free a.c.-d.c. inverter 
for hotels where d.c. is available; 
and an automatic time-switch which 
turns off power at predetermined 
hr. and turns it on again in the 
morning. : 

Mocwtst Merchandising, March 1. 
1947. 
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POST SUPPORT PAYS OFF! 


Over the years, the manufacturers of to- 
day’s nine leading refrigerators have 
placed more advertising in The Saturday 
Evening Post than in any other magazine. 






























Fortunate indeed 


is the dealer who 

handles products 

that are plugged 
in the Post. 





THE SATURDAY EVENING 
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DISTRIBUTOR NEWS 








ARKANSAS 


L. R. and James O. Maxwell, guid- 
ing spirits of the Maxwell Brothers 
Supply Co., heating and ventilation 
appliance distributors in Arkansas, 
Mississippi and Louisiana, have an- 
nounced the opening of a branch ware- 
house in Little Rock’s Terminal build- 
ing. James O. Maxwell will manage 
the office. 

$500,000 authorized capital stock ac- 
companies the incorporation of the 
Johnson Radio Co., Inc., 2215 N. B 
St., Fort Smith. This wholesale and 
retail business is in the hands of the 
R. M. Comptons, Jr. and Sr., of 
Dallas, with W. A. and Mary Sue 
Johnson of Fort Smith 


CALIFORNIA 


In San Francisco, William C. Miles 
has been appointed sales manager of 





WILLIAM C. MILES 


the record and radio division of 
McCormack & Co., appliance and 
radio wholesalers in northern Cali- 
fornia and Nevada. According to 
D. F. McCormack, president of the 
firm, Mr. Miles came from an execu- 
tive post with Stromberg-Carlson, 
and had formerly been sales promotion 
manager for the Westinghouse Elec- 
tric Supply Co. of Northern California. 








The Pacific Coast manufacturers’ 
representatives firm of San Francisco, 
the Electrical Specialty Co., is expand- 
ing its services to cover the eleven 
western states. A Denver office has 
been opened, with R. H. Bosworth in 
charge. 

A former manager of the house- 
wares department of the D. E. Sanford 
Co., manufacturers’ representatives, 
has been promoted to general sales 
manager for the Los Angeles area. 

In its fourth expansion move in the 
last twelve months, the Schuyler-Wil- 
son Co., appliance distributors, re- 
cently transferred its northern Cali- 
fornia warehouse and _ shipping de- 
partment to new quarters at 324 Fifth 
St., San Francisco. The shift gives 
the firm about three times as much 
more space as it had, along with im- 
proved facilities. 


FLORIDA 


The Carrier air-conditioning dis- 
tributors’ firm of Florida Weather- 
makers, Inc., is faced with the pleasant 
prospect of moving into a new $30,000 
building at 1538 Hendricks Ave., Jack- 
sonville. Vernon A. Kelly is presi- 
dent of the firm. 


MASSACHUSETTS 


Emerson Radio of New England has 
been formed to distribute, as its main 
line, radios, phonograph combinations, 
portables and television sets in Mas- 
sachusetts, New Hampshire, Vermont 
and Rhode Island. H. Beckwith is 
president and treasurer; J. Berkowitz, 
vice-president; and H. W. Rosenfield, 
formerly district sales manager for 
the Emerson Radio Co., vice-president 
in charge of sales. R. P. Coyle is 
general manager. ‘ 

In order to handle service and in- 
stallation of its products on a larger 
scale, the Eastern Co., Cambridge, has 
set up a separate organization to run 
this end of the business. Metropolitan 
Service, Inc., has already opened at 
74 Cummington St., Boston, under the 
direction of O. B. Stein, the company’s 


































































































































































DOUBLE COMBINATION: This American combination freezer and refrigerator was 
displayed at the recent winter market of the Los Angeles Furniture Mart by the 
U. S. Grant Supply Co. The company, represented here by Lanetta Logan (left), 
is offering the freezer together with a packaging kit made up by the Yorkville Paper 
Co., represented in the picture by T. J. McIntire, west coast manager. Called the 
Zer-o-Kit, the packaging package contains all the material necessary for home 
processing of meat, fruit, vegetables, and fish. The double combination, says the 
company, makes it easy for a dealer to demonstrate the freezer. 
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HELLO AND GOODBYE: The setting for this leave-taking and greeting is a recent 
Bendix distributors meeting at South Bend. Judson S. Sayre (left), pesident of 
Bendix Home Appliance, Inc., bids farewell to one of his regional managers, Calvin 
D. Mitchell (right), and wishes him well as the new president of Southern Appli- 
ances, Inc., Charlotte, N.C. Together they welcome Southern's new sales coordinator, 
George Knight. 
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former sales manager in the commer- 
cial refrigeration department. It will 
undertake all of the in-warranty serv- 
ice hitherto handled by the firm’s ap- 
pliance service department, will ren- 
der out-of-warranty service to the 
public on its products, and will handle 
the delivery and installation of Bendix 
home laundries. 


MICHIGAN 


A change of policy is highlighting 
the 25th anniversary of Mechanical 
Heat & Cold, Inc., of Detroit. Alvin 
C. Fredrick has been appointed sales 





A. C. FREDRICK 


manager of a new wholesale operation 
of the firm, which started out as a 
retail organization. Under the new 
setup, heating, packaged air condition- 
ing and allied equipment will be dis- 
tributed throughout the southeastern 
Michigan territory. 


MISSOURI 


A new $100,000 building is in the 
offing for the Maytag Co., distributors 
of Maytag washers, dutch ovens and 
home freezers servicing an area which 
covers Missouri, Oklahoma, Kansas 
and the northern part of Arkansas. 
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The office and warehouse building will 
be erected in North Kansas City at 
1228 Burlington Ave. 

In St. Louis, the Missouri Recordit 
Distributing Co., Inc., has been char- 
tered, with capital of $100,000, to 
distribute table appliances, Majestic 
radios and phonograph records. 


NORTH DAKOTA 


Nick Ehli of Lidgerwood has pur- 
chased the Wahpeton wholesale firm 
of the Royal Electrical Co. Asso- 
ciated with him will be three elec- 
tricians. Mr. Ehli will not move to 
Wahpeton immediately. 


SOUTH CAROLINA 


Fred W. Herlihy heads a new 
Orangeburg firm which will distribute 
appliances, as well as auto supplies. 
The Parts Supply Co. has capital 
stock of $100,000. 


TENNESSEE 


Shobe, Inc., the Memphis distribu- 
tors, have added one more man to their 
sales force. He is Waymon Turner, 
who has been upped from the job of 
assistant warehouse manager. 

A new building at 187 S. Dudley 
St., Memphis, now houses the Mills- 
Morris Co., distributors of radios and 
radio parts. J. M. Allen and C. P. 
Jones are recent additions to the parts 
department. 


WISCONSIN 


According to L. E. Froling, adver- 
tising manager of the Clark Supply 
Co., Inc., Milwaukee, Alfred H. 
Flowers has been elected executive 
vice-president in charge of Minnesota 
operations for the company, with head- 
quarters at 2300 University Ave., St 
Paul, Minn. Mr. Flowers for several 
years managed the company’s Chicago 
office at 221 N. LaSalle St. 
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seed sends Budget | WE TE telling over 18 million people to ask 


Nearly $3,000,000 may be spent dur- 


a 
ing the first six months of 1947 in co- | 
operative advertising efforts by £ ' 
Bendix Home Appliances, Inc., its dis- ee 
tributors and dealers, Walter J. Daily, 
director of advertising and sales pro- 


motion, disclosed recently. The com- 








alone has a six months’ budget : m i 
cational magazine advertising of The Arizona retails at G5 plus tax 
$435,000. as . 7 pierre is a” 
Cost Divided fe your dealer for General Electric Space Heat- ae ae 






According to Mr. Daily, cooperative al : : 
advertising is the hub of its promo- That’s what we are pounding home again and 


tional wheel, with dealers paying 50 again to over 18,617,361 readers of Life, Look, 
percent of the cost and distributors Collier’s, The Saturday Evening Post, and The 


and the factory each paying 25 percent. Lalas Bane Jenn, 

Secret of Bendix’ success, says Mr. A ne 
Daily, is “rigid supervision.” Without It’s a concentrated advertising campaign that’s 
it, plans are loosely administered and never before been equaled in the space heater busi- 
“disintegrate into catch-alls, really ness. Right in your own neighborhood, we're telling 


amounting to nothing but a dealer dis- people to ask you, their dealer, for the General 
count.’ 


Bendix exercises its control by se- Electric Arizona and Sunbow! Heaters. 
lecting and approving media—news- Climb aboard. The G-E Arizona and Sunbowl 


paper space, outdoor advertising, will sell themselves. Get ’em out front where folks 
standard car cards, spot radio time, 








. - movie trailers, and space at fairs and can see them. Can want them. Can buy them. 

left) exhibits. Advertising is scheduled Just look at these heaters. Man, they sell them- 
‘ . : 2 , . a] . . 

Paper months in advance; distributors’ plans selves on sight. General Electric Company, 

d the must be approved by the factory. As Bridgeport 2, Connecticut. 

home an example, Mr. Daily points out that 

s the cooperative schedules for this spring 


were in South Bend, Ind., home of the 
company, before February 1. 


—- Must Be Approved THE ARIZONA takes the chill off a room—fills the 
_ corners with currents of warm air. Such a wonderful red glow, 
Probably the most important con- a EXT; RA SELLING POINTS om 





= too. A beauty to sell. Streamlined, light, it works by natural 
age trol is the company’s insistence that draft circulation. Chilly air is drawn in at the bottom of the 
only approved advertisements be used. XTRA SA. heater—whisked out at the top, all warm. No noise. No moving 
— Available in mat form, they assure na- é. LES parts. Nothing to break down. 


re tional uniformity, repetition, employ- / 
ment of the Bendix logotype, and XT) RS 
00, he proper location of the dealer’s name é, RA DOLLA ry 
‘ajestic and address. Prior to reimbursement, The Sunbessl ceteiie at ‘5 plus pa 
invoices and tear sheets are scrutinized 2 














at the factory. 
Indicative of the company’s success 
is Mr. Daily’s prediction that 40,000 


: fim ieosiee # a — = oe Every speck of electric energy that goes into é Fis oo 
Asso- Dring — @ any General Electric Heater comes out as heat. j 
> elec- That’s an economy you can really talk up. 
ove to 
A protective guard makes all G-E Heaters 
safe, even with children around. Approved 
by the Underwriters’ Laboratories, Inc. 
BPoe. These heaters are made by General Electric to 
tribute General Electric’s high standard of quality. 
ipplies. 





capital WASHES CLOTHES , Dependable, precision factory jobs. 
RINSES—3 TIMES Fealuning 


DAMP DRYS CLOTHES The General Electric Arizona and Sunbowl 
CLEANS ITSELF BEN DIX Heaters cut heating costs three ways. General 






















DRAINS ITSELF automatic Electric advertising tells customers how. Re- 
stribu- SHUTS ITSELF OFF lau ty mind them again. 
o their ENDS WASHDAY WORK Depots 
furner, SAVES CLOTHES 
job of SAVES HOT WATER 
— TH E SU NBOWL keeps you warm when dressing. What 
a ‘ a joy to dress in its red-warm glow on cold mornings. Use the 
ve P 00 SHOWS DAILY ; Sunbowl when working in the garage, or any other non-heated 
‘ ” aris Smee eang st me ; spot. Just plug it in, then beam its spot of heat right wherever 
Sen Someiss you want it—whenever you want it. Sunbowl’s cheery-warm 
Genie invited / glow sells itself on sight. 
Stites 
hl ee 
nr EALER NAME : 
Supply AND ADDRESS HERE 
d H ; 
ecutive SELECTED: Carefully selected and ap- 
a proved ads like this one are used by Over 18,000,000 Customers Have Been Asked To Insist on 
—_ Bendix Home Appliances, Inc., in its co- Fill the Yankee Stadium 200 times — that’s approxi- the General Electric Arizona and Sunbow! Heaters 
ter ol sperative advertising program, expected mately how many people the recent General Electric 
sev to result in total expenditures of 
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EVERY BUSINESS IS A PROSPECT! 
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MASTER UNIT 





OPERADIO---THE 

OUTSTANDING SOUND 
EQUIPMENT LINE FOR YEAR 
ROUND SALES AND PROFITS! 




































Smart New Designs... 
New Features! 


Outstanding . . . that’s the word for the 
new OPERADIO sound equipment line! 
Every unit is designed, engineered and 
constructed to OPERADIO-quality 
standards ... with important new 
features and smart styling for added 
sales-appeal. OPERADIO sound equip- 
ment is nationally advertised to assure 


you of steady, successful sales. 


OPERADIo 
Sound Equipment 


PRE-AMPLIFIERS-- 
BOOSTERS AND 
MOUNTING RACKS 











(_ Ye, 


SPEAKERS 














OPERADIO MFG. DEPT. EM-12 
Gentlemen: 
Please send us free information on the items checked: 
0 Operadio Sound Equipment 
( FLEXIFONE Intercommunication 


co. ST. CHARLES, ILL. 





Name 


Address 
























FLYING DEALER: Everybody in Urbana, Ohio, who spends $25 or more for an appli- 
ance at the Butler & Evans Appliance Store gets a free ride in an airplane—and the 
idea is paying off. Here W. F. Butler, in the cockpit, and Howard Evans, on the wing, 


his partner, wait for William A. Butler to spin the prop. 


Passengers who buy a 


major item, such as a Frigidaire refrigerator or range, get at least 25 minutes in the 
air. In addition, the firm spreads its name by flying at fairs, festivals and other 


public events. 








DEALER DOINGS 
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CALIFORNIA 


Al Davis’s new “radio drive-in” in 
Los Angeles boasts these featutes: 
completely modern electronic testing 
and servicing equipment, a soundproof 
booth for the making of records, a 
salesroom on the corner and plenty of 
parking space. The 2000 opening day 
visitors had no complaints. Who 
would? 

Newer and larger quarters at 3020 
Midway Drive are the order of the day 
for the Zenda Radio and Electrical Co. 
of San Diego. 


COLORADO 


One of the NERA’s regional gov- 
ernors, Herb Names of Denver had 
two stores in that city until recently 
—one at 1532 Stout St. and the other 
at 2037 E. 13th Ave. Now he has 
a third on S. Broadway. To start the 
new store off right, he gave gifts 
valued at $3 each to no less than 500 
people on opening day. The enlarged 


and remodeled outlet features Maytag 
and other lines. 

A Farnsworth retailer in Denver, 
the May Co., has been doing some 
appointing. Henry Lowen is the 
firm’s new radio buyer, in full charge 
of the radio department, including 
sales and service. O. S. (Scotty) 
Scott, who was in charge of the radio 
department, will continue as head of 
major appliance sales and service. 

When H. G. Reid of Denver died 
last November, he left an electrical 
business behind him. C. A. Bennett 
has taken it over and will operate 
under the name of the C. A. Bennett 
Electric Co. 


CONNECTICUT 


The whole business of the Pequot § 
. Electric Co. at 897 Main St., East 


Hartford, has been taken over by 
Francis Hoffman, local electrical con- 
tractor. The company will handle 
G-E and other lines, and will feature 
both repairs and contracting. 














WATCH WASATCH: According to W. J. Stephens, owner of the Wasatch Furni- 
ture and Appliance Co..’the firm will bear watching now that it is in its new home at 
4444 South State St., Murray, Utah. He employs 24, speciailzing in heating and ait 
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conditioning, and says he has fastest growing appliance business in the state. 
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FLORIDA 


The Satchwell and Joseph Electric 
Co., retail and wholesale firm, has 
moved into its new office and ware- 
house at 1316 San Marco Blvd., Jack- 
sonville, according to T. E. Satchwell, 
Jr, president, who spent $75,000 to 
carry the job through. 

Twenty-one years is a long time in 
the electrical business, but Bert 
Thompson’s Rockledge Electric Co., 
on Brevard Ave. and Willard St., 
Cocoa has turned the trick. In 1945 
he did some remodeling, and last year 
he built a warehouse. The latest de- 
yelopment is the appointment of Verne 
Therio as electrical refrigeration ex- 
pert. 
A little specializing is the newest 
idea of the Miller Electric Co. of 
Jacksonville. They’re going to handle 
lighting fixtures—and appliances toc— 
in their new Southside Lighting Studio 
at 1969 San Marco Blvd. 






















































n appli- According to John Latour, Jr., the 
and the new address of the Economy Electric 
1e wing, Co. is 517 Volusia Ave. in Daytona 
> buy a Beach. Water heaters are the fea- 
s in the tured line at present. 
d other 
INDIANA 
——a Two new jobs—count ’em, two— 
are the pleasant lot of Alfred F. Kan- 
ter, who has assumed new duties as 
partner and manager of the Mellman 
Furniture Co. at Gary, and also the 
nn Glen Park Appliance Co. there. 
Although C. R. Seifert has bought 
s Maytag out Oren Felton, his partner in Seifert 
and Felton, the appliance firm will 
Denvet, carry on under the two names, just as 
ing some in the past. The store does business 
ic & in Fairmount. 
ill charge When a blind dealer can manage to 
including call on his trade unattended, the item 
(Scotty) is, we think, worthy of note. When 
the rails he can do it for 25 years, up until the 
> tel time of his death, it’s the kind of 
aden thing that sends shivers up your back. 
aver Gal ye Hardigg, who owned a lamp 
electrical store at 309 Sycamore St, Evansville, 
- Sen covered southern Indiana this way. 
operate He died last October, and the store 
= closed last month. His wholesale busi- 
: ness has been taken over by Graybar, 
and the retail end by Evansville Elec- 
tric Service, neither of whom will 
operate the way he did, presumably. 
1e Pequot 
St., East 
over by KANSAS 
a The Mullin Furniture and Appliance 
i 


1 stores at Dodge City, Great Bend, 
ill feature Larned and Liberal were recently in- 
1g. corporated under the name of Mullin 
Furniture, Inc., with a capitalization 
of $500,000. Behind the move is the 
idea of facilitating profit-sharing 
among employees, who last year 
received over $45,000 in bonuses. The 
stock in the corporation won’t even be 
available on the open market—it will 
be offered to employees only. Inciden- 
tally, the Larned store recently rhoved 
its appliance department into an 
adjacent building. 

North Broadway in Emporia has 
been chosen as the site of a new ap- 
pliance and hardware store to be built 
by the Inter-Urban Lumber, Tile & 
Cemerit Co. of Arma. According to 
Fred Bosinio, treasurer and manager 
of the corporation, the building will 
be ultra-modern and will have a 100- 
foot front on Broadway. 

New home of the Butters Electric 
and Refrigeration Co. is the recently 
» heen purchased building at 1201-3 S. 
1g and ait Broadway in Wichita. 

i Axel W. Anderson, Jr., is getting 
fnough appliances now so that he can 
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PUSH BY PALMER: Leo Palmer, whose 
appliance store at 82nd and Sandy 
Boulevard, Portland, Oregon, serves a 
growing residential section, has now 
completed his planned expansion by 
knocking out a wall and taking over the 
floor space of an adjacent store. The 
new department will feature radios and 
lamps, with household appliances spread 
out over the original store. 





operate his store on a full-time mer- 
chandising basis. The shop at 104 S. 
Washington, Iola, has been pretty 
much limited to service heretofore. 
Three new associates in the business, 
which will specialize in farm ap- 
pliances, are Don Hoag, H. O. Wil- 
liams and Wayne Pruitt. 


LOUISIANA 


After treating itself to a remodeling 
job to the tune of $100,000, the Inter- 
state Electric Co. has moved into its 
new quarters, occupying an entire 
block at S. Peters St. and Howard 
Ave. in New Orleans. Percival Stern 
heads the firm. 


MISSISSIPPI 


Nelson’s, 125 S. Lamar St., Jackson, 
has opened an Appliance Bar, and has 
stocked it profusely with appliances. 
all of the small variety. 


MISSOURI 


“In the very near future” the Seidel 
Co., a new appliance store operated by 
the Seidel Coal and Coke Co., 3524 
Washington Blvd., will be opened in 
remodeled quarters. 


NEW JERSEY 


Dissolution papers have been filed 
by Benjamin T. Ellis and Joseph B. 
Steglik for the Arctic Refrigeration 
& Service Co., Hawthorne; but Mr. 
Ellis has filed the same company title 
as a business name, which leaves him 
as sole partner. 


NEW YORK 


The Niagara Falls store of. Sears, 
Roebuck & Co. has opened a new 
record department, an ultra-modern 
display in the front of the store. Mil- 
licent Miller is department manager. 


NORTH CAROLINA 


Naiman & Co., an Asheville firm 
run by Mr. and Mrs. Sol Naiman, 
has taken up new quarters at 92-94 
Haywood St. Featured lines are light- 
ing fixtures and small appliances. 
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Premier Vacuum Cleaner Div. Gen- 


eral Electric Co. 3rd Cover 
Saturday Evening Post, The 19 
Searchlight Section 24 
Welko, Inc. 25 
Westinghouse Electric Corp. Lamp 

Div. ; ae 
Where to Buy.. 24 
Youngstown Kitchen Div. of Mul- 

lins Mfg. Corp. 4th Cover 











Wuere To Buy 
Parts, Services & 
Accessories 











DEALERS TAKE NOTICE 


Small Armature Rewinding 
Our Specialty 
Armature and Field Coils for Vacuum Cleaners, 
Sewing Machines, Mixers, Sanders, Orilis, Fans 
otc. 
All our work fully guaranteed. 
KATZ BROS e 
109 South 6th Street Brooklyn 11, N. Y. 








General Electric Co. ae 
Geneva Mfg. Co. id A 
a Seer er 
Little Burner Co., H. C. 23 
Michigan Farmer . 9 
NuTone, Inc. .... eagle it 
Ohio Farmer ; 9 
Operadio Mfg. Co... oa 
Owens-Corning Fiberglas Corp... 13 
Parts Service & Accessories...... 24 
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Victory did mot end the paper 
shortage. Need for waste paper is 
as great as ever. 


Why? 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
take double 
wrapping to withstand long sea 


Because supplies must 


these and triple 


voyages and tropical climates. 


Meanwhile, demand for domes- 
tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential 
protection of almost everything 


made in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it packed up, call your local 
newspaper or Salvage Committee. 
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SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


: MERCHANDISE 
: BUSINESS 














General Sales Manager. 


ordinary job. 


confidence. 





WANTED 
ASSISTANT GENERAL SALES MANAGER 


A nationally known manufacturer of air conditioning, 
heating, and commercial refrigeration equipment, 
employing 225 people in the Sales Department and 
distributing their products through a nation-wide 
dealer organization, has an opening for an Assistant 


We are looking for a man with a knowledge of national 
distribution and specialty selling through dealers. 
Experience in our line or in the major appliance field 
desirable, but not essential. 





Candidates must have a proven record of accomplish- 
ment as a major sales executive, as this is not an 


Kindly furnish a complete history of your business 
experience and accomplishment and a photograph. 
Advise starting salary required and when you will 
be available. All replies will be held in the strictest 


P-110, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill 


The Raleigh firm of Blackwood’s 
Inc., has announced the opening of a 
new associate store, this one in An- 
gier. According to H. T. Dupree and 
N. V. Stephenson, Jr., owners and 
operators, the new store will feature 
the entire line the original store had. 


OHIO 


John E. and Raymond G. Palmer 
have changed their Golden Rule Elec- 
tric business from a partnership to a 
corporation. The firm, located at 116 
W. Seventh St., Cincinnati, has its 
canital listed at $50,000. 

From 145 N. Front St. in Columbus 
to 2289 W. Broad St. in the same 
city, goes the Nelson Appliance Serv- 
ice, and the Norge parts and service go 
along with it. 


OKLAHOMA 


George Sappington and Norman 
Hickman’s Oklahoma Appliance Co. 
has announced the opening of a new 
record department. The firm, organ- 
ized in 1925, is to be found at 406 
N. Broadway, Oklahoma City. 


OREGON 


Sandy Blvd. and NE 11th Ave. is 
the site of the new home of the Hays 
Electric Co. of Portland. The firm 
has expanded its activities, which 
formerly centered about range and 
water heater wiring, to include a com- 
plete line of appliances. 

Burned out of its store last June, the 
Morrison Electric Co., Portland, has 
rejoined the fray by reopening in new 
quarters on Washington St. and 10th 
Ave. Ray Parrott’s firm has been in 
the electrical business in the North- 
west for 36 years. 


PENNSYLVANIA 


Abe and Ben Snavely, who have been 
operating a store in Blue Ball, have 
got a new one in New Holland known 
as Snavely’s Farm Service. The firm 
sponsors a daily news broadcast over 
WGAL before the National 
and Home Hour. 


Farm ~ 


TENNESSEE 


A new office and warehouse at 817. 
819 Chestnut St., Chattanooga, ha; 
been occupied by the J. F. Blackford 
Co., which handles appliances, radios, 
etc. 


TEXAS 


The Good Housekeeping Shop re 
cently called upon its patrons to help 
celebrate the firm’s first anniversary at 
an open house get-together. The store 
located at 3133 Knox St., has had 
a very successful initial year in the 
appliance field. 


WASHINGTON 


A Westinghouse appliance line is the 
feature of the new store opened at 
N. 105th St. and Greenwood Ave, 
Seattle, by the Viewlands Fuel Co, 
Other lines will be on hand also. 


WISCONSIN 


Since furniture is no longer the 
principal line offered, appliances having 
taken the spotlight, the four Milwau- 
kee stores heretofore known as Hack’s 
Furniture & Appliance Co. will con- 
tinue as Hack’s, Inc., to cover the 
broader field. Capitalization has been 
changed from 350 shares to 1,250 at 
$100 p. v. 

William Frederick, manager of the 
Firari Machine Co., has opened the 
new store of the firm’s appliance divi- 
sion at 132 W. Cook St. A feature 
of the new store is a model kitchen 
for demonstrations. 

Several Watertown dealers are run- 
ning classified ads in a special section 
of the Watertown Times twice a week. 
The department, known as “Where To 
Get It Fixed”, enables readers to find 
various repair sources quickly. Par- 
ticipating dealers age Keck’s Furniture, 
Riverside Electric, Montgomery Ward, 
Town and Country Electric Service, 
D. & F. Kusel Co., Nowatski Radio 
Service, Hawes Appliance Co., George 
Knispel and Ninabuck Sales & Serv- 
ice. The Town and Country Electric 
Service advertises 48-hour service on 
radio repairs. 















SELLING OPPORTUNITY WANTED 


WANTED PROJECT exclusive products by 

nation-wide Independent Dealers Electrical 
Appliance League. Write Ideal Sec'y., Fair- 
port Harbor, Ohio. 
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“Opportunity” Advertising: 
Think 
“SEARCHLIGHT” 
First 














SALT LAKE STORE: The Kenneth E. Smith Co. recently opened this new store # 
40 East First South St., Salt Lake City, Utah. 
store in Sugarhouse |! years ago, carries G-E, Fowler, Smithway, Bendix, Dexter 


lronrite, Premier, and Zenith lines. 
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Mr. Smith (left), opened his firt 
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The National Appliance 
and Radio Picture 





CONTINUED 


enjoying a slight increase in shipments 
of major appliances. Here it is estim- 








at 817- BB ated 50 percent of sales are made on 

ga, has [4 time-payment basis. Anticipating a 

ackford buyer’s market in the not too distant 

radios, MP fyture, the local dealer association is 
putting on a ten-weeks sales school, 
with some 192 dealers signing up the 
first night. 

hop re- 

to help 

Tsary at 

tp THE SOUTH 

has had (Continued) 

> in the 
mingham and Memphis—reported for 
the first time in their histories they 

ne is the expect to hit the million dollar mark in 

yened at HP appliance sales during 1947. Smaller 

yd Ave, §§ dealers in smaller cities also are pre- 

‘uel Co. I dicting sales figures which top those 


$0. of last year from 25 to 50 percent. 
Distributors apparently share in this 
optimism and many have passed the 
word along that a much larger output 


wger the B of equipment is in the offing. 
's having A healthy sign among southern deal- 
Milwaw- ers is evident in their unanimity of 
Ss Hacks acknowledgment that a buyers’ market 
will con Ii, in the making. Instead of remaining 
ted the I static, however, most of them are do- 
—— ing something about it in various 
aed ways, ranging from training salesmen 
wae in competitive selling to executing 
cnet elaborate plans for building future 
ss. Atot je business. 
ince divi- 
\ feature Trend to Time Terms 
1 kitchen > 
The brisk cash payment business of 
are run- j /ast year has about vanished and most 
al section je Sales today are being made on time 
e a week, Payment terms. The 12-monthly-pay- 
Vhere To jm ment-club plan again has become popu- 
rs to find at. The majority of dealers still re- 
ly. Par- fuse to accept deposit payments, al- 
Farniien though this majority is not as large as 
ry Ward, 't was six months ago. 
,  Sorvies The rent situation finally seems to 
ski Radio [have leveled off in Charlotte, Jackson- 
»., George Vile and Birmingham, where rents 
 & Sery- |p Were highest and on the upgrade for 
y Electric  S¥eral months. Building of new appli- 
‘ervice on [2%e shops and considerable remodel- 
ing is underway and many dealers are 
contemplating expansion plans. Sev- 


eral new retail outlets have been re- 
ported from the Atlanta area, which 
already has one of the largest dealer 
groups for its size in America. 


Good New Brands Sell Well 


Many new brands have gained a 
foothold in the South and are making 
headway against the old timers but 
this seems to be the result of advertis- 
ing, proven worth and tested results 
rather than a desire on the part of the 
buying public to grab up whatever is 
offered. Waiting lists for the older 
established brands are as long as ever 
and all the larger cities report deliv- 
eres several months behind in refrig- 
¢rators, ranges and washers. Only 
radio seems to have caught up with 
the demand and is being sold on a 
competitive basis. 

The employment of new retail sales 
help is slow but few firms have 
dropped personnel from their sales or 
Service forces recently, which un- 
doubtedly ties in with the optimistic 


















store at 
a his first outlook for future business. Like 
dix, Dexter, <a everybody figures it’s on the 
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THE FAR WEST 
(Continued) 





inventories, newcomers in the electrical 
field have tended to put their money 
into store equipment and fixtures, with 
the result that most of the new stores 
are very beautiful to look upon. One 
San Francisco jobber has expressed 
some apprehension as to the propor- 
tion of capital sunk in such fixed in- 
vestment items, with not enough liquid 
capital left to carry the business when 
it reaches a more normal level. 

Sid Woodbury, president of the 
Portland Chamber of Commerce, ad- 
dressing the electrical industry through 
the pages of Northwestern Electric’s 
dealer bulletin says, “I am one who 
believes in watching inventories at 
this time. As our manufacturing in- 
dustries, to which we look for our sup- 
plies, continue their shift from war to 
peace, it is likely that there will be 
some change in quality. We do not 
wish to be stuck with unsalable materi- 
als and merchandise. Therefore, in 
my view, it behooves good management 
te watch inventory with an eagle eye 
and to match those inventories as they 
grow with day to day sales and week 
to week sales records. To those in 
the wholesaling business, I believe it 
is just as highly important that atten- 
tion be given to the problems of your 
retail outlets—that they be encouraged 
and even aided in adjusting their stocks 
to the end that they will not take a 
licking in the event of rapid change in 
quality or in prices. One admires that 
wholesaler or jobber who has the fore- 
sight to recognize that his retail out- 
lets need from him every iota of in- 
side information which can be passed 
on, that he may be helped in pursuing a 
wise buying procedure.” 


More Salesmen, More Study 


A questionnaire sent to all sections 
of the West indicates that in some 
areas salesmen are already being added 
to the staffs of retail stores in good 
numbers. In Los Angeles the Bu- 
reau’s sales training courses have been 
so much in demand that they are going 
to have to run more than were origi- 
nally scheduled. March courses were 
already half filled before being an- 
nounced from holdovers who had been 
unable to get into the previous classes. 
Of those who have taken the course 
to date, about one-third have been ap- 
pliance store owners, about one-third 
oldtime salesman and about one-third 
new men recently added to dealers’ 
staffs. The most notable group is 
that of department store salesmen, in- 
dicating that the department stores of 
this region are adding staff in anticipa- 
tion of a coming buyers’ market. If 
the smaller retailer does not wish to 
have the cream of the business taken 
out of his hands, he must also begin to 
prepare to get his share of the business 
through selling. Seattle reports that 
store salesmen are being added in con- 
siderable numbers, but that not many 
outside men are being employed as 
yet. The Southwest, consistent with 
its complaint of slow deliveries, says 
that the number of salesmen added, 
either outside or inside, is as yet 
“negligible.” 
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with WELKO Products 


“HEET-WEL” ELECTRIC ROASTER 


Model 3400 

A gleaming automatic thermostat 
controlled aluminum and chrome 
steel roaster that is 10” in diame- 
ter and 8” in height overall. Draws 
500 watts. Complete with instruc- 
tions and booklet of thoroughly 
tested recipes. 

Packed in individual cartons; 6 
cartons to master case. Total wt. 



































“HEET-WEL” Hot Plate Model 2500 
A sturdy, fully approved, qual- 


ity built hot plate, 19%” in 
length, 10%" in width with 


over-all height of 412”. Hotplate 
draws 1440 watts. 
switches and attractive two- 
tone finish. 





approx. 


Rotary 


40 lbs. 
F. O. B. factory. 
If tagged Welko, it's 


All shipments 


a product to know 





Packed six 
to a carton 
F. O. B. factory. 



























catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections .f 
as your needs demand. 


a ee Poss 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 

} delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 

holds one inch of punched sheets. Each section stays 

in place, yet is removed or replaced instantly. 

Remove any single section for page replacement 

without disturbing the balance of the whole set. 

EVER READY is lifetime built, handsome. Tens 

of thousands in use. Order yours today! 


Geneva Mfg. Co., 420 Stevens St., Geneva, lil. 
Gentlemen: Please ship me: 


tions. With wings and 2 sections: $5.65 Ea. 


~---Neo. 24, like No. 12. With wings and 2 
sections. 29 in. wide, 12/4 in. deep. Capac- Adio 
ity, 24 sections. $8.50 Eo. 


NOTE: Check Kalamazoo 4-post 0), Ring Binder 3-post 0 


----No. 12 EVER READY Holder. 15 in. wide, Company... 
12'4 in. deep, 5% in. tilt. Sturdy steel, 
dark green baked enamel. Capacity, 12 sec- Att. of 


_...Add'l Sections, $1.00 Eo. City......-.. 

























J SIMPLE AS 


ABC 


LO 


A. Open Section B. Replace sheet, 
close section C. Replace section 
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a 4 
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/ 





ORDER TODAY! ALL SHIPMENTS EXPRESS P 


MONEY BACK GUARANTEE! 
ne | 
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HAVE YOU HEARD... 


NUTMEG NABOB 


Edward Ingraham, president of the 
E. Ingraham Co., Bristol, Conn., clock 
and timing device manufacturer since 
1831, was recently elected president of 





EDWARD INGRAHAM 


the Manufacturers Association of Con- 
necticut. Coincidentally, his firm will 
soon introduce a new line of clocks and 
watches under the Sentinel trade mark. 


THE ICEMAN COMETH 


More than $1 million will probably 
be spent during 1947 by the National 
Association of Ice Industries to pro- 
mote the sale of ice, according to the 
January 6 issue of Advertising Age. 
Far from attempting to eliminate 
mechanical refrigerators from 16,000- 
000 homes, the association wants to 
build a demand for packaged ice to 
supplement cubes produced by refrig- 
erators. Further, says the magazine, 
the organization believes there is 
plenty of room for expanding the pres- 
ent total of 11,000,000 ice refriger- 
ated homes. However, electrical re- 
frigerator manufacturers, also inter- 
ested in that plum-sized total, may 
make an effort to get there before the 
iceman. 
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RHYMED WARNING 


“Dear Boss: Quick as a flash I’m 
at your call, to do every task both 
large and small. We're such good 
friends it’s hard to say you didn’t for- 
ward my last month’s pay. Reddy 
Kilowatt.” With such messages the 
Pennsylvania Power & Light Co. has 
been nudging delinquent customers to 
pay their bills. According to L. W. 
Heath, vice-president, the method has 
been successful in building good will. 
In their turn, the customers have been 
forwarding their bills with poems of 
their own. A whole batch of such 
poems and responses was carried in a 
recent edition of Reddy News, reveal- 
ing the expansion of the power com- 
pany’s humanized bill system. It might 
go too far, however. Suppose people 
deliberately get delinquent, just to see 
what kind of poetry the company will 
send them? 


THIEVES IN THE NIGHT 


Crime is boosting the sale of micro- 
phones in the Midwest. Stick-up men 
have been making profitable hauls by 
ringing door bells and sticking a gun 
under the nose of anyone who opens 
up. Appliances, incidentally, haven’t 
been the least of their loot. This 
frowned-upon practice is building sales 
of over-the-transom communications 
systems for the home. Home owners, it 
appears, are finding it a good deal 
easier to say “Go away” through a 
mike and behind the protective thick- 
ness of their own front doors than 
down the barrel of an automatic. 


TENNIS TYPE 


Viola Barton, secretary to Stephen 
Nester, vigorous president of the Duo- 
tone Co., was recently named by the 
Women’s Research Guild of New York 
as the Ideal Secretary of the Year. 
According to the Guild, Miss Barton 
keeps fit with year-round tennis. To 
steal from Gillette, she keeps sharp— 
sharp as a needle. 


BY APPOINTMENT 


The British royal family will be well 
protected from the ravages of tropical 
suns during its forthcoming tour of 
the Union of South Africa, because 
the railroad palace in which it will 
travel has been completely air con- 
ditioned with Carrier Corp. equipment. 
As yet, however, Carrier stationery 
bears no royal coat of arms nor the 
flourish, “By Appointment to His 
Majesty, King George VI.” 


JUNKET 


The D. W. May Corp., New York 
distributor, has announced plans for 
another of its annual trips for appli- 
ance dealers and their wives. This 
year some 400 will leave on the Silver 
Meteor on March 23 for a 10-day 
stay in Miami Beach, Fla. The itin- 
erary includes a visit to race and dog 
tracks, cocktail parties, banquets, sight 
seeing tours, fishing trips, golf, and 
Jai-Alai games. Looks like they'll be 
too busy for swimming or sunning. 


POLITICO 


Fred Maytag, president of the May- 
tag Co., was recently elected State 
Senator from his home county in Iowa, 
thus following in the footsteps of his 
grandfather, first Maytag president, 
who served in a similar capacity some 
50 years ago. In the Maytag News of 
January, Senator Maytag explained 
his reasons for taking the job, reasons 
which he summed up thus: “Any re- 
sponsible citizen who wants good gov- 
ernment must be prepared to offer his 
services to achieve it . . . Were I to 
decline this opportunity I would feel 
I had forfeited my right to criticize 
others.” 


POLAR POLITICO 


ELECTRICAL MERCHANDISING’S list of 
appliance dealer politicians is growing. 
First we had L. E. Thompson, gover- 
nor (?) of Georgia, and Fred Maytag, 
state senator, and now comes George 
D. Muse, mayor of Conway, Ark., who 
has, we hear from an authoritative 
source, paid his ballot fee as candidate 
for renomination. He was first ap- 
pointed mayor in 1943 to fulfill an un- 
expired term and subsequently was 
elected to a full term. He owns and 
operates a refrigeration store. 





* 
“AND FURTHERMORE, THE CHANCES OF my 
EVER LISTENING TO THE 'KRISPY-MUNCHy 
HOUR' ARE PRETTY DIM." 





























































































- he said and hung up. 





WOR'S 25TH 


Washington’s birthday has nothing 
to do with it, but it was on February 
22nd, 1922, that WOR dropped its first 
feeble radio waves from the roof of 
Bamberger’s department store in New- 
ark, N. J. Equipment on hand con- 
sisted of a 250 watt transmitter, a 
borrowed telephone with a horn at- 
tached to serve as a mike, a phono- 
graph, an Al Jolson record, an an- 
nouncer and a dubious engineer who 
later resigned because he couldn't see 
any future in radio. Since then, WOR 
has had 25 years of future, uses a 50- 
000 watt transmitter, covers a seven 
state area, and has an engineer who 
believes. 


SHORT SHORT 


The Tie-In, British Columbia elec- 
tric dealer bulletin, recently printed this 
anecdote about a swing music fan who 
called an appliance store to order a new 
record and got the refrigeration serv- 
ice department instead of the record 
shop: 

“Do you have ‘Two Tulips and Five 
Red Roses’?” 

“No,” replied the service man, “But 
we have two cats and five kittens.” 

“Is that a record?” the customer 
asked doubtfully. 

“The boys around here think it is,” 




















“SOMETIMES | DON'T THINK JONES IS ACTING IN THE BEST INTERESTS OF THE COMPANY.” 
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PREMIER DUPLEX “12” 


has the exclusive Matho-Matic Nozzle that automati- 
cally ‘‘takes the measure” and adjusts itself to the 
correct height for cleaning any rug surface, thick or 


thin. Ends stooping ...ends guesswork! 


The Hew 


dns peatn espa Demonstrate this new feature. Here’s all you do... 


itter, a rug, thick or thin...ends stooping 


orn at- 1 Tell your customer: Set the _ 2 Lower to operating position 
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IT’S EASY TO SELL 
PREMIER 


PREMIER VACUUM CLEANER DIVISION - GENERAL ELECTRIC COMPANY + CLEVELAND 10, OHIO 





as é 


mS e 6 
vw V4 \ 





Running a relay race or selling kitchens, it’s the same idea 


The job calls for teamwork. And with the biggest sales in 





kitchen history looming ahead that’s especially true, so... 


Here’s what Mullins will do for 
Youngstown dealers in 1947 


Produce every Youngstown Kitchen 

possible . . . with production dedicated 
100% to supplying the needs of Youngstown Kitchen 
dealers only. 


Keep up mass market promotion with full 4-color 


pages in top publications like... 


American Home, Better Homes and Gardens, 
Collier’s, Country Gentleman, Farm Journal, 
Ladies’ Home Journal, Life, Saturday Evening 
Post and True Story. 


Continue to supply franchised dealers with latest 
methods of merchandising as only Mullins knows 
them. Dealers are currently getting such exclusive 
merchandising aids as The Youngstown Kitchen 


Story and the Youngstown Kitchen Measuring Rule. 


TY OuUngs lown 


Kitchen dealers will do 


Take advantage of every sales training 
opportunity. 


Feature permanent live Youngstown Kitchens 
displays to build up local identification. 


Have and know how to use all Youngstown 
sales helps. 


Participate actively in promotional programs. 


Promote Youngstown Kitchens as a basic line in 
the store and in local advertising. 


This teamwork between Mullins, its distributors 
and dealers has made the Youngstown Kitchens 
franchise the most coveted in the field. A few dealer- 
ships are open, under the proved Mullins plan. If 
you are interested, write for details about “the 
sweetest line on the floor.” 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION, WARREN, OHIO 


Porcelain Enameled Products, Large Pressed Metal Parts, Design Engineering Service 


PIONEERS OF KITCHEN MERCHANDISING 





